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The heartbeat of the vast and wealthy consumer 
market of the dynamic Motor-Area can be felt only 
by advertisers who use the Detroit Free Press. 

First in circulation, it’s Michigan's most widely read 
newspaper. With 456,261* buyers daily and Sunday 
sales seaebes reaching the half-million mark, the 
Free Press is an integral part of thousands upon 
thousands of Motor-Area homes. 

In 1954 alone, 49,434 daily and 48,757 Sunday 
subscribers joined the constantly increasing number 
of enthusiastic Free Press readers who now total 
over 1,500,000. 

Greater sales power is the natural result of this 
large number of families . . . your potential market... 
who have chosen the Free Press as the ONE news- 
paper they want delivered to their homes. 


In city and retail trading zone, 68% of all Free 
Press daily circulation is by “Carrier Delivery by 
independent carriers filing lists.” What’s more, the 
Free Press has by far the greatest voluntary news- 
stand and street sale of all Detroit newspapers— 
best proof that a newspaper is wanted! 

And now, to further attract reader attention to your 
products, the Free Press is the first and only Detroit 
newspaper offering advertisers the use of appealing 
full color to add even greater sales power to each 
dollar spent. 

Greatest circulation ... greatest sales power... 
compelling full color . . . the BIG 3 . . . make the 
pacesetting Free Press THE Motor-Area newspaper 
advertisers use to gainfully tell their product stories. 


*Publisher’s statement (subject to audjt) to the Audit Bureau of Circulations for six months ending Sept. 30, 1954. 


he Detroit Free Press 


. +. im Michigan you see the friendly FREE PRESS everywhere! 
JOHN S. KNIGHT, Publisher 
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Kent Hanson, New York, Retail Representative; Hal Winter Co., Miami Beach, Southern Resorts Representative 
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How can you get instant answers to these 
important sales management questions? 


UESTIONS — Trouble spots in your sales picture requiring action? 


Overall account activity... year to year? 
Percentage of sales quota — by account? 
Month of last sales call — by account? 


Management Summary 


\ 


SALES A Sis 
BY CUSTOM PENT CLASS 


DATE mancr 


K\O0 0001/0000 


KARDEX WILL SIMPLIFY YOUR PUNCHED-CARD SALES REPORTS 


Sales management can most effectively use sales data, 
summarized from punched-cards, when it is centralized 
in Kardex Visible Records...where attention is 
focused on trouble spots that require action. Punched- 
card sales figures can be tabulated in any desired 
sequence and these figures can then be transcribed to 
Kardex Visible Records where colored signals pinpoint 
the exceptional facts for the sales manager. Such per- 
tinent information as “assigned quota,” “percentage of 
quota obtained to date,” and “month of last call” are 


Write today for the 26 page booklet KD524.1 “How to Increase Profitable 
Sales”... for the detailed and illustrated explanation of this and other 
Remington Rand sales control systems. 
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all visibly charted for instantaneous reference. 

Your up-to-date sales picture... by salesman, by 
product, or by branch or territory ... is always at your 
fingertips. 

All quota percentage calculations are accurate and 
automatically charted with cards. You get truly effec- 
tive sales control because Kardex charts the important 
facts that call for prompt attention and action. A con- 
venient history of sales, over a period of several years, 
is automatically compiled in Kardex Visible Records. 


Flemington Fland. 


Room 1521, 315 Fourth Avenue, New York 10, N.Y. 
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INDEX TO COUNTY AND CITY DATA 


(Arranged alphabetically by states, territories and Canadian provinces) 


EXPLANATION OF CERTAIN COLUMNS 


1. U.S.A. cities included (indented under county names) are those which had retail sales of more than $10,000,000 in 1948. 
Numbers following certain county names refer to the Metropolitan County Area of which the county is a part. See pages com- 
mencing 158 for alphabetical list of these areas and their code numbers. 

3, The estimate for families is synonymous with “private households.” 


State County 


Alabama 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia. . 
Florida 
Georgia .... 
Idaho 

Illinois ..... 
Indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland ... 
Massachusetts 
Michigan .. 
Minnesota 


SECTIONAL 


County-City 
Data 


NEW ENGLAND 
Connecticut 
Maine 
Massachusetts 
New Hampshire .... 
Rhode Island 
Vermont 


New Jersey 


New York } 526, 53 


EAST NORTH CENTRAL 


Illinois .... oat $28, 
Indiana 

Michigan 

Ohio 


WEST NORTH CENTRAL 
Iowa 363 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 
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State 


Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 


a, ee } 


New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota... 
Tennessee 


County-City 
Data 


SOUTH ATLANTIC 
Delaware 
District of Columbia . 
Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia 
West Virginia 


EAST SOUTH CENTRAL 


Alabama 
Kentucky 
Mississippi 
Tennessee 


WEST SOUTH CENTRAL 
Arkansas 
Louisiana 


Oklahoma 


Arizona 
Colorado 
Idaho 


INDEX BY 


State 


Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Hawaii 


Alaska 


DOMINION OF CANADA 
Alberta 


Manitoba 

Newfoundland 

New Brunswick ; 

POW. GN. ok come ttc cesses 
Ontario 

Prince Edward Island. . 
Quebec 


Saskatchewan 


STATES 


County-City 
Data 


MOUNTAIN (Continued) 


Montana 
Nevada 

New Mexico 
Utah 
Wyoming 


PACIFIC 
California .. 240 246, 2 
Oregon .... 601 
Washington 726 


Hawaii 
Alaska 
Puerto 


British Columbia .... 
Manitoba 
Newfoundland 

New Brunswick 
Nova Scotia .... 
Ontario 

Prince Edward Island 
Quebec 

Saskatchewan 


OUR REGIONAL RESEARCH 
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Get Statistical Source Material, Public and Private. 

Forecast Economic Trends for Specific Areas. 

Set Sales Quotas. 

lron Out Weak Spots in Distribution. 

Locate Boom Markets. 

Establish Market Potentials for Consumer and Industrial Products. 
Forecast Industry and Company Sales. 

Locate New Retail Outlets. 

Locate New Manufacturing Facilities. 

Secure Market Data on IBM Cards. 


Behind the statistics published in the SURVEY OF BUYING 
POWER lies the most complete collection of regional and local 
market data in the country. This information can be brought to 
bear on all basic problems of distribution, in the form of individ- 
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the answers or will be able to help you get them. 
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AN OPPORTUNITY 


Unlimited possibilities exist for manufacturers and distributors of both 
consumer and industrial products to reach responsive audiences—available 
at low cost in the many trade shows, fairs and expositions staged through- 
out the United States and Canada. While some companies are using these 
shows profitably, many are not aware of the tremendous opportunities that 
exist. 


Naturally, first step before considering any exhibit program is to first learn 
what shows are being staged. 


Many companies have found that SALES MEETINGS’ Directory of Con- 
ventions & Trade Shows is the first step to develop a complete exhibit pro- 
gram. The directory, bound in SALES MEETINGS MAGAZINE, published 
5 times a year, carries full information on more than 18,000 conventions, 
trade shows, fairs and expositions. It gives you the dates, location and 
contact for each event from whom you can secure further information. 
Completely cross-indexed by industry, it includes a listing of fairs,. home 
shows and other types of public exhibitions with exhibit space available. 
The directory also lists trade and industrial meetings with small exhibits in 
all industries. Subscription rate is $12 a year, and includes the Convention 
BLUE BOOK. This meeting planner’s guide provides facilities data on 
major hotels and exhibit halls throughout North America. 


If your company is interested in investigating the possibilities offered by 
these vast untapped market places of merchandising, your first step should 


be to consult SALES MEETINGS’ Directory of Conventions & Trade 


Shows. Perhaps this is one of the answers you seek to develop sales through 


dealers & distributors and even directly to the consumer. 


SUITE 1200 
Sales Meztinas LAND TITLE BUILDING 
poe ca PHILADELPHIA 10. 


THE MAGAZINE GF CONVENTIONS AND TRADE SHOWS 
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Americas Clas News Magazine 


MAGAZINE SHOW 
BIGGEST PAGE GAIN 


Ke fe CHANCE - Seuaids IN ITS FIELD 
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—also biggest revenue gain 


i America’ Chen Nowe. Vagazine Americas Class News Magatine 
Americas Class News Magazine sg 

BIGGEST PAGE GAINS BIGGEST PAGE GAINS 
FIRST IN ITS FIELD IN OFFICE EQUIPMENT IN LIFE INSURANCE 


IN FINANCIAL 
ADVERTIONNG: ADVERTISING OF ANY ADVERTISING AMONG 
ALL MAGAZINES 


MAGAZINE 


Americas Oe oe Magarin Americas Clase, News Magazine ss 
™ Americas Oh Vews Magazine 
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INDUSTRIAL MATERIALS é ADVERTISING 


ADVERTISING 
OTHER MAGAZINE . 


Pile Oe seat Ameria’ Ce Nw Magazine 


BIGGEST CIRCULATION LARGEST NEWSSTAND 


GAIN SINCE 1946 OF GAIN SINCE 1946 OF ANY 
ANY MAGAZINE MAGAZINE IN ITS FIELD 


IN ITS FIELD & 


NOW MORE THAN 725,000 neET PAID CIRCULATION 


BY ANY 
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Americas Oleg Vows Magazine Americas Claas News Magazine 
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| 
Americas ae 
SECOND ONLY TO THE FIRST IN BUSINESS AND MONE PAGES GiindD th 
“NEW YORKER” IN TOTAL INDUSTRIAL ADVERTISING CONSUMER ADVERTISING 
PAGE GAINS AMONG ALL OF ALL MAGAZINES IN 
MAGAZINES 


AMONG NEWS MAGAZINES rr PIELD 


—also biggest page gain —also largest revenue gain 
in its field 


Americas C fs Vows Magazine : Americas Oe oe Mogan 


BIGGEST DOLLAR S BIGGEST GAIN IN 
SECOND AMONG 
VOLUME FROM INDUSTRIAL ase. ssaeazieme AIRLINE ADVERTISING 


DEVELOPMENT ADVERTISERS RAILROAD AMONG ALL MAGAZINES 
OF ALL MAGAZINES ADVERTISING 
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Ameria: Chea NeweA Vagazine Americas Class News Magazine 


BIGGEST PAGE GAINS 


MORE AVIATION AND 
IN PASSENGER CAR 


EQUIPMENT ADVERTISING 
THAN ANY OTHER 
MAGAZINE 


ADVERTISING AMONG 
ALL MAGAZINES 


Above facts are matters 
of public record, based on 
Publishers Information 

oR Bureau reports for the 
full year 1954, and 


IT’S GOOD BUSINESS TO BUY me ler 
ON A RISING MARKET! 


Advertising offices at 

30 Rockefeller Plaza 

New York 20, N.Y 

Other advertising offices in 
Boston, Philadelphia, 
Cleveland, Detroit, Chicage 
St. Louis, San Francisco 
Los Angeles, and 
Washington 


j A MARKET NOT DUPLICATED 


NY OTHER MAGAZINE.IN THE FIELD 
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One of the greatest of Early American “discoveries,” Eli 
Whitney’s Cotton Gin, signalled a tremendous new era 
for cotton. 


Yet at that time, nobody—not even Whitney himself— 


GREAT DISCOVERIES dreamed of the fortune hidden in mountains of cotton seed 
left to rot on the ground. Today, nearly 2 billion pounds of 
THAT REALLY 


cottonseed oil are processed yearly, much of it for margarine 


yroduction. And today, of 750.000 GRIT Families in 16,000 
PAID OFF! : | 


Small Towns, 89.7% buy margarine. 


Another 
Case History 
Where GRIT 
Paid Off* 


Three leading mar- 
garine producers 
advertise consistently in 
GRIT. Four years ago, 
32.6% of GRIT Families 
used their brands. 
Today 45.4 °%/,—an 
increase of 12.8°%— 
regularly buy the 
same brands. 


*“Nomes on request 


GRIT PUBLISHING COMPANY 


WILLIAMSPORT, PA. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco, 
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To secure a full understanding of this Survey, read these introductory articles before 
attempting to use the state-county-city-metropolitan area data pages. They explain the 
methods and techniques used, meaning of the headings, the sources, limitations if any, 
and illustrations of how the data are used by subscribers in solving a variety of sales 


More than a quarter of a century 
of development and research lies be- 
hind the 1955—or twenty-sixth issue 
of the Survey of Buying Power. Pos- 
sibly the greatest tribute to the service 
rendered by the Survey over these 
years is the simple fact that over $200 
billion worth of goods and services is 
now distributed annually by Ameri- 
can companies using the Survey in 
whole or in part for the establishment 
of sales quotas. 

The widespread use of the Survey 
of Buying Power to indicate the re- 
gional distribution of our economic 
resources confers a heavy responsibil- 
ity on the editors and research staff of 
SALES MANAGEMENT. Our estimates 
must pass the most rigid tests im- 
posed by the various official Census 
inquiries, must stand up under the 
informed scrutiny of every Chamber 
of Commerce and local planning com- 
mission in the nation and, finally, 
must meet the pragmatic test of realist- 
ically indicating the regional demand 
for the products of American industry. 
It is a truly sobering thought that if 
we were wrong to a significant degree, 
so many would be wrong with us! 

Every year the work required for 
the Survey underlines for us the vast- 
ness, variety and divergences of the 
United States, and how rates of 
growth and decline in economic ac- 
tivity differ from region to region, 
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and advertising problems. 


from industry to industry, and from 
market to market. It is our proudest 
boast that we can, as we have in the 
past, measure these changes while 
they are in the making, and incor- 
porate them in the Survey of Buying 
Power as a “census brought up-to- 
date.” This issue particularly will be 
subject to a census check when the 
results of the 1955 Censuses of Busi- 
ness and of Manufactures, covering 
the year 1954 become available some 
time early in 1956. Readers are in- 
vited to make their own comparisons 
of accuracy when Census results are 
published. We recall with pride that 
when, for example, the 1948 retail 
trade total for the U. S. was released 
by the Census Bureau ($130.5 bil- 
lion), it proved to be within a fraction 
of 1% of the total we had published 
two years earlier ($130.6 billion). 


New Features of 
the 1955 SURVEY 


1. Income Distributions 
for all Counties and Cities 


Disposable (Net Effective Buying) 
Income—the amount of money people 
retain after payment of state and fed- 
eral taxes—is the key indicator of pur- 
chasing power, and therefore of the 


potential demand for consumer goods 
and services. The estimates of such 
income, distributed among counties 
and cities, published exclusively in 
the annual issue of SALES MANAGE- 
MENT Survey of Buying Power for a 
quarter of a century, have served as a 
key factor in setting regional sales 
quotas and advertising allocations for 
American industry. If it were possible 
to obtain income distributions for all 
counties, attention could then be fo- 
cused on those variations in the in- 
come make-up of each market which 
tend to be concealed by broad aggre- 
gates and averages of income. The 
introduction into the Survey last year 
of county income distributions has 
been supplemented in this issue by 
similar breakdowns for about 1700 
cities.° These distributions indicate 
the proportion of total consumer 
spending units in each county and 
city falling into the following income 
groups: 

$ 0 to $2,499 

2.500 to 3,999 

4,000 to 6,999 

7,000 and over 
We also show what proportion of 
the total Net Effective Buying Income 
of each county falls into each of these 


* There are about 50 cities in the Survey 
legally defined as “townships,” for which no 
income distributions can be computed because 
the Census Bureau did not tabulate its 1950 
income questionnaires for townships 
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income groups. These distributions 
make possible a far more highly re- 
fined analysis of the composition of 
purchasing power for all areas than 
has ever been possible before. On 
page 26 we discuss the derivation 
and significance of this new body of 
data, which we feel has developed 
into one of the most flexible aids to 
market research. 


2. New Cities 


In the past we have included in the 
Survey all cities having at least $10 
million in retail sales in the 1948 
Census. In practice this was roughly 
equivalent to the requirement of hav- 
ing a population of 10,000 persons or 
over. We have from time to time, 
however, included additional cities 
whose rapid growth in recent years 
brought them well over either the 
$10 million retail sale figure, or the 
10,000 population requirement. This 
year, in the interests of completeness, 
we have introduced an additional 
group of 112 cities, whose current 
population is over 10,000. Thus, we 
now include all cities having either 
over $10 million of retail sales in 
1948, or over 10,000 in current popu- 
lation; however, it should be noted 
that there are many incorporated 
places with less than 10,000 inhabi- 
tants, but whose retailing volume is 
large enough to warrant inclusion in 
the Survey. 

Cities included in the 1955 Survey 
for the first time are as follows: 

Alabama: Fairfield, Homewood, 
Auburn, Phenix City. 

California: Piedmont, San Pablo, 
East Bakersfield, Oildale, South 
Bakersfield, Azusa, Manhattan Beach, 
San Marino, Alisal, Seaside, Costa 
Mesa, Orange, Colton, Menlo Park. 

Colorado: Aurora. 

Connecticut: Shelton. 

Florida: Hialeah, North 
Warrington. 

Georgia: College Park. 

Illinois: Brookfield, Calumet City, 
Evergreen Park. 

Indiana: Hobart, West Lafayette. 

Kentucky: Fort Thomas. 

Louisiana: West Monroe. 

Maine: South Portland, Westbrook, 
Saco. 

Maryland: Takoma Park, College 
Park, Mount Rainier. 

Massachusetts: Adams-Renfrew. 

Michigan: Springfield - Lakeview, 
East Lansing, Roseville, St. Clair 
Shores, Berkley, Willow Run, Allen 
Park, Grosse Pointe Woods, Inkster, 
Livonia. 

Minnesota: Richfield, Robbinsdale, 
St. Louis Park. 

Mississippi: Pascagoula. 

Missouri: Fulton, Ferguson, Jen- 
nings, Richmond Heights. ; 
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New Jersey: Dumont, East Pater- 
son, Fort Lee, Lodi, North Arlington, 
Ridgefield Park, Gloucester City, 
Haddonfield, Verona, Harrison, Car- 
teret, Sayréyille, Madison, Hawthorne, 
North Plaixfield, Roselle, Roselle Park. 

New York: Rensselaer, Kings Park. 

North Carolina: Thomasville. 

Ohio: Berea, Maple Heights, South 
Euclid, University Heights, Bexley, 
Campbell, Girard. 

Oklahoma: Midwest City. 

Oregon: Springfield. 

Pennsylvania: Bellevue, Bethel, 
Brentwood, Munhall, North Braddock, 
Swissvale, West Mifflin, Steelton, 
Yeadon, Dunmore, Columbia, Ply- 
mouth, Farrell, Conshohocken, Ar- 
nold. 

Rhode Island: Bristol. 

South Carolina: Brandon-Judson. 

Texas: Bellaire, West University 
Place, Mercedes, Mission, White Set- 
tlement, Irving. 

Virginia: South Norfolk. 

Washington: Hoquiam. 

West Virginia: Moundsville. 

Wisconsin: South Milwaukee, 
Whitefish Bay. 


3. Indicators of Growth 
and Building Trends 


While the main emphasis in the 
Survey must fall on the presentation 
of the basic, current estimates of pop- 
ulation, sales and income for all coun- 
ties and cities (pp 223 to 807), we 
have always included a large number 
of analytical measures (indexes, per- 
centages and rankings) designed to 
interpret and evaluate the significance 
of the basis estimates. We have added 
a new analytical section in this Survey 
designed to highlight for all counties 
recent trends in population and sales 
growth and trends in the closely re- 
lated fields of residential construc- 
tion, supplemented by newly devel- 
oped county estimates of sales of 


lumber, bu‘lding materials and hard- 
ware (pp 91 to 121). This new ma- 
terial will point up the magnitude 
and vigor of those basic, continuing 
marketing shifts from the city to the 
suburbs, from the farm to the city, 
and from the East to the West and 
Southwest. 


4. Urbanized Population 


All other new features introduced 
last year have been retained. We con- 
tinue to present county estimates of 
“urbanized population,” which have 
proven to be of great importance in 
indicating the potential for a wide 
variety of goods and services asso- 
ciated with urban (as opposed to 
rural) living patterns. 

We define urban population as the 
number of persons living in areas de- 
fined by the Census Bureau as 
“urban” in character. The Census 
definition of “urban” population in- 
cludes all places of more than 2,500 
persons plus the densely settled 
“urban fringe” areas surrounding cities 
of more than 50,000 persons. The 
“fringe” can include, according to the 
Census Bureau: 

a. Incorporated places with fewer 
than 2,500 inhabitants containing 
an area with a concentration of 
100 dwelling units or more with 
a density in this concentration 
of 500 or more.per square mile. 
This density represents approxi- 
mately 2,000 persons per square 
mile and normally is the mini- 
mum found associated with a 
closely-spaced street pattern. 

. Unincorporated territory with at 
least 500 dwelling units per 
square mile. 

. Territary devoted to commercial, 

industrial, transportational, rec- 
reational, and other purposes 
functionally related to the cen- 
tral city. 
In addition, outlying non-con- 
tiguous areas, incorporated o1 
unincorporated, meeting the res- 
idential density requirements are 
included in the urbanized aréa 
in the following cases. All out- 
lying areas within 1% miles of 
the central contiguous urban 
area, measured along the short- 
est connecting highway, are in- 
cluded. Also, any outlying area 
within 1% miles of the central 
contiguous urban area, is in- 
cluded. 


5. New Metropolitan Areas 


Our extension of the metropolitan 
concept to include additional “poten- 
tial” areas last year has also proven 
very popular, and we continue to 
present a 57-page metropolitan area 
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section which presents market data 
and rankings for 166 officially recog- 
nized standard metropolitan county 
areas, plus 67 “potential” areas. The 
only change to be noted here is the 
transfer of Tucson, Arizona, from a 
“potential” to a “standard” metropol- 
itan county area, in accordance with 
the official recognition accorded to 
Tucson by the federal government. 
Here we have confirmation that out 
of the ranks of our “potential” areas 
will come the “standard” areas of the 
future. 


6. Omission of City Rankings 

One standard feature of the Survey 
—the city rankings—is omitted from 
this issue, and a word of explanation 
is in order. In the opinion of the edi- 
tors and research staff of Sates MAN- 
AGEMENT, corporate city boundaries 
are becoming increasingly misleading 
as indicators of trading areas. Rank- 
ings based on corporate city limits 
tend to underestimate the importance 
of the older established urban centers 
in the New England, Middle Atlantic 
and Central States, because in these 
states corporate limits tend to be rigid 
and incapable of extension to include 
rapidly growing suburban and adjoin- 
ing urban concentrations. On the 
other hand, the more recently estab- 
lished cities of the South and West 
are far more flexible in their ability 
to change corporate city definitions 
by way of successive annexations. 
Therefore the rankings frequently 
show wide year to year differences 
which reflect political rather than mar- 
keting changes. Counties and metro- 
politan areas defined along county 
lines, are not subject to this difficulty; 
here the changes in rankings will re- 
flect significant marketing shifts. For 
those who still insist on using city 
rankings in sales analysis, SaLEs MAN- 
AGEMENT will make available special 
tabulations, but we wish to record our 
conviction that the county rankings 
are of greater value in this con- 
nection. 


7. Multiple Cities 


Another reason why counties and 


metropolitan areas are better than 
cities as measures of trading areas is 
the fact that accidents of geography 
and history will frequently make a 
group of adjoining cities function as 
a single marketing center, without 
any political recognition of the inter- 
relationships among these cities. Over 
the past year SALES MANAGEMENT 
has made an intensive study of the 
problem of “multiple cities” and has 
decided that it is impossible to set 
up any rigid formulas to ascertain 
the existence of meaningful multiple 
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city relationships. Almost every large 
metropolitan center can name one or 
more satellite towns that are suffi- 
ciently close to warrant treatment as 
a single urban unit. On this basis we 
would have to deal with aggregations 
such as New York-Newark-Yonkers- 
White Plains-Hempstead Township, 
ae 

On the other hand it is clear that 
there are many true multiple city 
situations in which consideration of a 
single city would be most misleading. 
In redefining multiple cities recog- 
nized by Sates MANAGEMENT we 
have given most. emphasis to situa- 
tions in which the multiple cities are 
contiguous or extremely close, and 
where the added city or town repre- 
sents a significant addition to the 
marketing status of the central city. 
In this respect we have been greatly 
guided by the advice and decisions of 
the Audit Bureau of Circulation. We 
present data for all multiple cities in 
italics in our basic county-city data 
section. A complete list of multiple- 
cities recognized by SALES MANAGE- 
MENT follows: 


Alabama: _ Florence-Sheffield-Tus- 
cumbia-Muscle Shoals; Mobile-Prich- 
ard; Tuscaloosa - Northport; West 
Point (Ga.)-Lanett (Ala.). 

Arkansas: Little Rock-North Little 
Rock; Helena-West Helena; Texar- 
kana (Ark.)-Texarkana (Tex.). 

California: Grass Valley-Nevada 
City; Marysville-Yuba City; Ontario- 
Upland. 

Connecticut: Meriden-Wallingford. 

Georgia: West Point (Ga.)-Lenett 
(Ala.). 

Illinois: Carbondale - Herrin - Mur- 
physboro; Champaign- Urbana; La 
Salle-Peru-Oglesby; Moline-East Mo- 
line-Rock Island; Sterling-Rock Falls; 
Bloomington-Normal. 

Indiana: Hammond-East Chicago 
(Ind.); Lafayette - West Lafayette; 
South Bend-Mishawaka. 

Louisiana: Alexandria - Pineville; 
Monroe-West Monroe. 

Maine: Lewiston-Auburn. 

Massachusetts: Marlborough-Hud- 
son. 

Michigan: Benton Harbor-St. Jo- 
seph; Iron Mountain-Kingsford. 

Minnesota: Mankato-North Man- 
kato. 

Mississippi: Biloxi-Gulfport. 

Montana: Butte-Anaconda. 

New Jersey: Passaic-Clifton; Easton 
(Pa.) - Wilson (Pa.) - Phillipsburg 
(N. J.). 

New York: Dunkirk - Fredonia; 
Gloversville - Johnstown; Herkimer- 
Ilion; Newburgh-Beacon; North Tona- 
wanda-Tonawanda. 

North Carolina: Salisbury-Spencer- 
East Spencer. 


North Dakota: Bismarck-Mandan. 
Ohio: Martins Ferry-Bellaire; Ra- 
venna-Kent. 
Oklahoma: 
Holdenville. 
Oregon: Coos Bay - North Bend; 
Eugene-Springfield. 

Pennsylvania: Beaver Falls - New 
Brighton; Aliquippa - Rochester- 
Beaver; Homestead-West Homestead- 
Munhall; Huntingdon-Mount Union; 
New Kensington-Armold; State Col- 
lege - Bellefonte; Stroudsburg - East 
Stroudsburg; Connellsville-South Con- 
nellsville; Sharon-Farrell-Sharpsville; 
Easton (Pa.) - Phillipsburg (N. J.); 
Greensburg-South Greensburg-South 
west Greensburg. 

Rhode Island: Pawtucket - Central 
Falls. 

Tennessee: Bristol (Tenn.)-Bristol 
(Va.); Maryville-Alcoa. 

Texas: Brownsville-Harlingen-Mc- 
Allen; Texarkana (Ark.)-Texarkana 
(Tex.). 

Virginia: Bristol (Tenn.) - Bristol 
(Va.); Bluefield (W. Va.)-Bluefield 
(Va.); Newport News-Hampton-War- 
wick; Norfolk-Portsmouth-South Nor- 
folk. 

Washington: Centralia - Chehalis; 
Pasco-Kennewick-Richland. 

West Virginia: Bluefield (W. Va.)- 
Bluefield (Va.); Charleston - South 
Charleston. 

Wisconsin: Appleton - Neenah- 
Menasha; Manitowoc-Two Rivers. 


Seminole - Wewoka- 


The Men Behind the Survey 


The creation of the 1955 Survey 
utilized the full resources of the SALES 
MANAGEMENT staff, the New York 
Service Bureau of the International 
Business Machines Corporation (re- 
sporisible for the literally countless 
computations involved in this project), 
the Barnard Tabulating Agency, and 
Market Statistics, Inc., which main- 
tains the largest file of current re- 
gional research materials in the coun- 
try. 

Actually, of course, the full number 
of economists, statisticians, and tech- 
nicians drawn upon by SaLes MaAn- 
GEMENT and participating in the proj- 
ect would have to include many 
leading Government statisticians, plus 
officials connected with regional re- 
search agencies located in nearly 
every state of the union. For example, 
our overall projections of population, 
families, retail sales and disposable 
income have been commented upon 
at one time or another by such offi- 
cials as Howard G. Brunsman, Chief 
of the Population and Housing Divi- 
sion of the Census Bureau, Dr. Paul 
C. Glick, in charge of Source Statis- 
tics at the Census Bureau, Dr. Louis 
J. Paradiso, Chief Statistician of the 
Office of Business Economics; and 
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the fact-filled 
folder, ‘‘The Analysis 
of Oklahoma's Tax System.” 


Robert Graham and Charles Schwariz 
ot the National Income unit of the 
Department of Commerce. 

The coordination and analysis of 
the full flow of statistical information 
was directed, as in the past, by Dr. 
Jay M. Gould, assisted by the fol- 
lowing members of the Market Sta- 
tistics research staff; Alfred Hong, 
Chief Economist, and Beverly Good- 
man, Marcel Tenenbaum, and Melvin 
Leiman, research associates. The 
IBM computational procedures were 
developed in consultation between 
Market Statistics and the New York 
Service Bureau of the International 
Business Machines Corporation. 

One of the most useful by-products 
of this technical collaboration was the 
transfer to IBM cards of the huge 
volume of regional information on 
which the final estimates were based. 
The IBM cards containing both the 
published and unpublished material 
are available to market research men 
at a nominal cost. It is with great 
satisfaction that SaLEs MANAGEMENT 
can report that increasing numbers 
of market research directors have in 
the past year made some use of the 
punched cards containing data pub- 
lished in the previous Surveys of Buy- 
ing Power. For many, the punched 
cards eliminated the tedious task of 
transferring data out of the Survey 
and rearranging sales areas by hand. 
Thus, for example, all the major radio 
and television networks purchase 
decks of IBM cards containing all the 
Survey data, so that their markets 
can be analyzed even in advance of 
publication of the Survey. For others, 
the cards proved extremely useful in 
the analysis of markets. (Some of 
these special applications of the 
Survey IBM cards are discussed on 
page 42.) Those interested in spe- 
cial IBM analyses of the 1955 Sars 
MANAGEMENT data, or in the pur- 
chase of IBM cards containing such 
data should write to Dr. Jay M. 
Gould, Market Statistics, Inc., 432 
Fourth Avenue, New York 16, N. Y. 
Telephone: MUrray Hill 4-3559. 


Data Sources and 
Techniques 


a. Population 


The estimates of the number of 
persons and families in any county or 
city relate to January 1, 1955, con- 
stituting a 57 month projection from 
the April, 1950, Census benchmark. 
These projections for each county and 
city were based on (1) individual 
growth trends as established over the 
past decade, (2) in about 600 areas 
where correlations had been estab- 
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lished between population growth and 
current sales data, the latter data were 
used to adjust the population growth, 
and (3) every Chamber of Commerce 
in the nation was solicited by mail, 
telegrams and follow-up inquiries to 
report, for the city and county in- 
volved, changes in population since 
1950, changes in the number of pub 
lic utility connections since 1950, plus 
any unusual economic developments 
which might affect population growth. 
The research staff places great em- 
phasis on this aspect of the Survey, 
for a realistic population figure is the 
most basic and essential ingredient in 
a successful market analysis problem. 
The overall percentage of return on 
this canvass of Chambers of Com- 
merce was 95%. 


How the Census Defines 
a “Family” 

Probably more confusion centers 
about the concept of a “family” than 
about any other single important gov- 
ernment statistic. Our concept of 
“family” is derived from the govern- 
ment definition of a “household,” 
which includes all persons occupying 
a house, an apartment or other group 
of rooms, or a room regarded as a 
dwelling unit. Thus any occupied 
dwelling unit can be regarded as a 
household. The confusion arises from 
the fact that this unit was called a 
“family” in the 1930 Census of Popu- 
lation, and a “private household” in 
the 1940 Census, and therefore many 
people regard these terms as inter- 
changeable. But the Census Bureau 
now reserves the term “family” for “a 
group of two or more persons related 
by blood, marriage or adoption and 
residing together.” 

Our use of the term “family” is 
synonymous with what the Census 
Bureau now calls a private household 
or dwelling unit. The only difficulty 
with the concept arises from the fol- 
lowing situations. 


(1) A single person living alone in 
an apartment or dwelling unit, is 
counted as a family (in our usage) or 
private household (Census usage), 
except if he lives in a hotel, rooming 
house, college dormitory, Army bar- 
racks, or any other institution. The 
Census does not regard such institu- 
tional residents as occupying dwell- 
ing units. This creates a problem in 
the Census area breakdowns of oc- 
cupied dwelling units or private 
households because the population 
figures do include persons residing in 
such units. Thus, for the first time in 
census history, Government enumer- 
ators in 1950 included college stu- 
dents residing in college dormitories 
during the week the Census was taken, 
in the census count for the community 
involved, along with military person- 
nel and other institutional residents, 
on the principle that all persons be 
counted as usual residents of the com- 
munity in which they sleep more 
than half the week, even though they 
maintain permanent residence else- 
where. For large urban areas the re- 
sulting discrepancy between popula- 
tion and the number of households 
(which excludes such “quasi-house- 
holds”—the official term for institu- 
tional residents), is slight, and can be 
ignored. (As an example, the discrep- 
ancy is not large enough to show up, 
for instance, in San Diego, which has 
a large military population.) How- 
ever, discrepancies do show up in 
many smaller areas where such insti- 
tutional residents form a_ significant 
part of the total population. The ratios 
of persons per household for such 
communities will be far greater than 
normal, as illustrated by the follow- 
ing cases; Baldwin County, Ga., pris- 
on; Chattahoochee County, Ga., 
military; Champaign, Ill., university; 
Riley County, Kan., military; Lake 
Charles, La., military; West Feliciana, 
La., prison; East Feliciana, La., men- 
tal institution; Ann Arbor, Mich., 
university; Ithaca, N. Y., university; 
Norman, Okla., university; State Col- 
lege, Pa., university; La Mesa, Tex., 
military. 

(2) Suppose a single person boards 
with a family in an apartment. The 
Census Bureau would define such an 
establishment as a single household. 
If he is not related to the family, how- 
ever, such an establishment is re- 
garded as equivalent to an additional 
“Consumer Spending Unit.” The total 
number of families and unrelated in- 
dividuals (i. e. spending units) thus 
exceeds the total number of house- 
holds. Since the SaLEs MANAGEMENT 
“family” is identical with the Census 
“household,” unrelated individuals liv- 
ing with families are treated here as 
part of the single household in which 
they all reside. 
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(3) It will be noted that the num- 
ber of private households in the 
United States as of January 1, 1955, 
is estimated in the new Survey of Buy- 
ing Power at 47,620,700, nearly 2 
million higher than the January 1, 
1953 figure carried in the 1953 
Survey, but practically the same as 
the figure of 47,560,300 carried for 
January 1, 1954, published in last 
year’s Survey. 

This does not mean that there has 
been no gain in the number of house- 
holds in the past year; the average 
annual gain has been close to one mil- 
lion every year for the past six or 
seven years. What has happened is 
that the Census Bureau has succes- 
sively revised its current level of 
households in such a way as to first 
raise it by one million last year (over 
our protests as recorded in the 1954 
Survey), only to cancel it recently, 
on the basis of a presumably more 
intensive restudy of their sampling 
procedure. In line with our policy of 
adhering to the official national 
benchmarks, painful as this may be, 
we have accordingly (but with under- 
standable annoyance) cut back all our 
household estimates to jibe with the 
Census Bureau’s latest pronounce- 
ment. This means that the household 
estimates published here, while com- 
parable with the estimates published 
in the 1953 Survey, cannot be directly 
compared with data in the 1954 
Survey unless the latter be first re- 
duced by 2%, spread proportionately 
among all counties and cities. 

(4) We also include in the Survey 
estimates for each county of the num- 
ber of “consumer spending units,” 
which are more extensive than the 
private household concept in that they 
make separate allowances for dou- 
bled-up families and individuals living 
in quarters not classified as a dwell- 
ing unit (boarding houses, hotels, mili- 
tary barracks, colleges, etc.). 

The total number of consumer 
spending units as of January 1, 1955 
totaled about 55.5 million, of which 
about 43.5 million consisted of so- 
called “primary families,” (i. e. fam- 
ilies including among its members the 
head of a household), and about 2.5 
million “sub-families” (i. e. the so- 
called “doubled-up” married couples 
or parent-child groups sharing the 
living quarters of relatives). This 
gives us a total of 46 million families 
to which we must add about 9.5 mil- 
lion “unrelated individuals,” officially 
defined as persons (other than in- 
mates of institutions) who were not 
living in family groups. An “unre- 
lated individual” may be (a) a house- 
hold head living alone or with non- 
relatives only, (b) a lodger or resi- 
dent employe with no relatives in the 
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household, or (c) a “quasi-household” 
member who has no relatives living 
with him. (Note: A “quasi-household” 
is the Census term for persons living 
in institutions, hotels, and rooming 
houses. It always comes as a surprise 
to many that such quarters are not 
included in the Census Bureau count 
of households or dwelling units. ) 

It is obvious that any definition of 
consumer units that does not include 
all the above categories will fall short 
of accounting for all income earned. 
The consumer spending unit concept 
is therefore the appropriate one to 
use in accounting for the distribution 
of total personal income. We show 
the total number of consumer units 
for all counties and cities in the in- 
come distribution tables, published 
for each state in alphabetic sequence. 
(See County-City Basic Data Sec- 
tion. ) 


b. Retail Sales 


Our estimates of retail sales for 
counties and cities for 1954 will soon 
be subject to a check by the 1955 
Census of Retail Trade, to cover the 
year 1954. Users of the Survey will 
recall that our estimates for 1948 
proved to be remarkably close to the 
published results of the 1948 Census 
of Retail Trade (“How Good is the 
Sales Management Survey of Buying 
Power,” SaLes MANAGEMENT July 15, 
1950). 

The secret to our success in pro- 
jecting Census benchmark figures on 
retail sales lies in the very great pains 
we take to collect current data on 
economic trends for a large group of 
so-called “key” counties. In past 
Surveys we were able to increase the 
number of key counties each year to 
total 1,500 last year, which accounted 
for over 95% of total sales. For these 
1,500 counties Market Statistics, Inc., 
has been able to develop continuous 
records on a monthly and annual basis 
of population, sales, bank debits, in- 
come, etc., extending in some cases 
back to 1929, the first year in which 
the Survey of Buying Power was pub- 
lished, and these records constitute 
the basis for projecting the estimates 
for the current year. Variations in the 
quality and quantity of the available 
current data require careful individual 
consideration for each key county. 

In past Surveys estimates were first 
made for key counties which were 
then subtracted from independently 
derived state totals, and the remainder 
allocated among all residual (mainly 
rural) counties according to the rela- 
tionships established in the last 
Census year. The difficulty with this 
method is that the rural counties, even 
though they are not too important in 
a quantitative sense, are treated in a 


mechanical fashion, without much in- 
dividual consideration. In this Survey, 
as in the two preceding, we were 
particularly concerned with getting 
all our county and city estimates of 
retail sales in line for the pending 
Census of Retail Trade, so we ex- 
panded the number of key counties 
to the point where we can say we 
have treated individually every county 
in the country having as few as 1,000 
persons. Naturally, the quality of 
data is highest in those states which 
have had sales tax collection data on 
a county basis extending back several 
years, but there are very few counties 
in the nation for which we do not 
have enough back data on sales based 
on past Census data, bank debits, 
department store sales, etc., on which 
to base a realistic projection for the 
past year. 

The sales tax data, now available 
from some 33 states,* cannot be used 
“in the raw.” First, the data for sales 
tax states must be adjusted to com- 
parable bases, for there are great dif- 
ferences among these states with re- 
spect to tax rates and coverage. For 
each state it was necessary to trace 
the change in tax collections since 
1948, excluding from consideration all 
activities not covered by the U. S. 
Census Bureaus definition of retail 
trade, such as service trades, whole- 
saling, utilities, amusement industries 
and the like. Allowances had to be 
made for changes in the tax law on 
the tax rate over the period. 

The cumulative percent changes 
over the years were then applied to 
the basic 1948 Census retail sales 
total to yield the estimates of sales 
in 1953 for the tax states, which in 
turn could be used, to some extent, to 
throw light on the volume of sales 
in non-tax states. For exafple, cer- 
tain typical statistical relationships 
emerged between sales and income, 
and sales and population, within sales 
tax states which could be applied to 
other non-tax states of a similar eco- 
nomic character within the same re- 
gions. These results were then checked 
against other regional sales indicators, 
such as the Department of Com- 
merce’s monthly survey of the sales 
of independent retailers, the Federal 
Reserve Board’s monthly tabulation 
of bank debits, the Federal Reserve 
Board’s monthly reports of depart- 
ment store sales, available for a lim- 
ited list of large cities. 

The reports mentioned immediately 
above are of major assistance in de- 
termining the proportion of a state’s 

* Alabama, Arizona, Arkansas, California, 
Colorado, Connecticut, Florida, Georgia, Illinois, 
Indiana, Iowa, Kansas, Louisiana, Maine, Mary 


Missouri, New 
North Carolina, 


land, Michigan, Mississippi, 
Mexico, New York (city), : 
North Dakota, Ohio, Oklahoma, Pennsylvania, 
Rhode Island, South Carolina, South Dakota, 
Tennessee, Utah, Washington, West Virginia, 
Wyoming. 
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WHERE BUSINESS IS BEST? 


It’s hardly human not to. Maybe we can help you. It will only take 
a minute or two to find out. 

A large and growing number of national advertisers have 
become acutely conscious of the great and rising importance of small 
town retailers—of the high value key city stores now attach to out- 
of-town customers. 

Usually, these advertisers begin by adding a farm magazine. 
More often than not they choose Farm Journal. It is the leader in 
the farm field by a country mile. 

A second farm magazine brings little in the way of new readers, 
so great is Farm Journal’s coverage among above average farm 
families. Moreover, two out of every three families in the big 
countryside market do not live on farms. That is why we publish 
the Town Journal. 

Town Journal majors among small town and rural families. 
It competes with neither farm nor urban media, complements both, 
adds many more new families for much less money. 

Nine out of the nation’s top ten advertisers—more than 348 
If your list includes the leading advertisers all told—now buy Town Journal to get more for less 
where business is best. 

May we help you? 


farm magazine— Town Journal will 
add more new families than the 
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gether—do it for only half as much 

money! THE MAGAZINE TOWN FAMILIES DEPEND ON 
Published by Farm Journal, Inc., Philadelphia 5, Pa. 
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sales to be allotted to the various 
counties and cities. In the case of sales 
tax states, collection figures by coun- 
ties could be used as a cross check 
against estimates arrived at through 
the use of such indicators of regional 
sales as the Department of Com- 
merce’s estimates of independent re- 
tailers, bank debits (an extremely 
good indicator) and Federal Reserve 
reports of department store sales. 
Preliminary estimates were checked 
against relationships between state 
and county as shown by the 1948 
Census. These many checking opera- 
tions have resulted in refinements 
which enable us to show a variety of 
reasons for every significant figure. 


Decentralization of Retail Sales 


One of the most interesting retail- 
ing developments of the post-war 
years has been the decentralization of 
sales away from the old downtown 
market districts of the large metro- 
politan cities. The shift to suburban 
shopping centers has been acceler- 
ated by the improved traffic and park- 
ing facilities available outside of 
heavily congested business districts. 


While there are indications that a 
reaction has already begun to set in, 
in that more and more large cities are 
beginning to make plans for arterial 
highways and improved parking facil- 


ities to protect the position of the 
downtown shopping center, decen- 
tralization has already made some 
profound alterations of the retailing 
map. 

For instance, the erection of new 
department store branches in such 
relatively small communities as White 
Plains, Manhasset, Hempstead, Fram- 
ingham, Millburn, and Evergreen 
Park, to name a few of the more out- 
standing cases, has literally overnight 
transformed them into major market 
areas, whose true current status has 
not as yet been recognized in any 
official Census canvass. 

When plans for the 1953 Retail 
Trade Census were postponed, we 
felt it necessary to make our own 
survey of this new and rapidly grow- 
ing development, in an effort to keep 
our sales estimates as current as pos- 
sible. 

With the help of the research staffs 
of scores of local newspapers through- 
out the country, we have compiled a 
fairly complete private census of all 
new department store branch and 
suburban shopping center operations, 
the results of which have been in- 
corporated into the present Survey. 
Accordingly, the discerning reader 
will frequently note extremely sharp 
increases in general merchandise and 
total sales which will reflect this set 
of revisions. 
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Revisions of Survey Data 

For the research staff of SaLes 
MANAGEMENT one of the hazards of 
our admittedly ambitious attempt to 
estimate annually the volume and 
breakdown of retail sales for all coun- 
ties and cities (to say nothing of our 
estimates of population, families and 
income) is the painful necessity of 
spotting errors when new data be- 
come available, and making the nec- 
essary revisions. These revisions are 
applied to past estimates, providing a 
new base for our current estimates, 
but since for reasons of space it is 
impossible to publish the revised back 
data, readers will often compare cur- 
rent estimates with back data and 
infer that the change represents the 
economic movement over the period 
involved. Frequently, when the revi- 
sion is sizable, such comparisons may 
be quite misleading. The necessity of 
making such revisions, painful as they 
may be, must be clearly understood. 
If we did not make the revisions 
(downward and upward) we would 
not be able to align our estimates 
with the official benchmarks provided 
by the U. S. Department of Com- 
merce and Census Bureau, which is to 
say, there would be no way to evalu- 
ate our accuracy. 

Since the retail sales estimates in 
this Survey will be directly compar- 
able with the results of the 1954 
Census of Retail Trade (to be re- 
leased early in 1956) we considered 
it necessary to subject all our current 
retail sales estimates to an extremely 
painstaking analysis designed to elim- 
inate or reduce whatever cumulative 
bias may have affected our estimates 
since the release of the 1948 Census 
benchmarks. For this reason particu- 
larly, comparisons with the sales esti- 
mates published in the 1954 Survey 
must be made with great caution, for 
in addition to the trend component, 
our new estimates embody to varying 
degrees revisions in level. 


Treatment of Mail Order Houses 


Included in the General Merchan- 
dise group are both the mail order 
departments and the retail stores of 
the big Chicago mail order houses, 
since none of these companies is will- 
ing to give a detailed breakdown in 
its mail order ‘business. Certain 
cities, particulary Chicago, also have 
bloated General Merchandise sales in 
the 1948 Census, although all of the 
mail order companies have decentral- 
ized their operations by opening up 


* Some confirmation is available from a spe 
cial Retail Trade Census conducted in Dallas 
for 1953. Mail order sales were included along 
with door-to-door selling, in a special “‘non- store” 
classification, amounting to about $65 million in 
1953, which was about one-third of the total for 
general merchandise ($141 million) and this 

‘non-store”’ category. 


more and more branch houses. We 
have received many requests to eval- 
uate the importance of catalogue sales 
of mail order branch houses. In many 
cities in which the branches are |lo- 
cated, such catalogue sales swell the 
general merchandise sales total to a 
remarkable degree. In order to make 
these general merchandise data reflect 
the true marketing potential of the 
areas involved, we made the follow- 
ing set of estimates covering the 
catalogue sales of the four major 
mail order houses for the year 1952 
for the eighteen cities in which such 
sales are important. When we pub- 
lished these estimates in the last 
Survey, we noted that we offer no 
guarantees as to the accuracy of these 
estimates, though we would naturally 
welcome any comment on their ac- 
curacy from any one who may be in 
a position to offer such comment. We 
have had no ‘indication in the past 
two years that any of the estimates 
are seriously out of line, so we repeat 
the estimates for those desiring to 
make their own adjustment.* We can- 
not deduct such sales in the interests 
of keeping our estimates additive to 
the national sales total. 


Catalogue Mail Order 
Sales as % of Total 
General Merchandise 
Sales in 1954 
Chicago, Ill. 32.3 
Kansas City, Mo. 40.0 
Minneapolis, Minn. 28.7 
Philadelphia, Pa. 17.1 
Boston, Mass. 22.1 
Atlanta, Ga. 34.4 
Memphis, Tenn. 29.4 
Dellas, ‘'exas 30.7 
Los Angeles, Calif. 12.5 
Seattle, Wash. 25.1 
Greensboro, N. C. 41.5 
Denver, Colo. 25.5 
Portland, Ore. 28.6 
St. Paul, Minn. 34.5 
Oakland, Calif. 20.7 
Baltimore, Md. 20.9 
Albany, N. Y.° 63.1 
Fort Worth, Texas 32.1 


Categories of Retail Sales 


The first column under retail sales 
is “Dollars in Thousands,” followed 
by “% of U. S. A.” Similar percentage 
figures are given for population and 
Effective Buying Income, so that users 
of the Survey can see at a glance both 
the quantity (dollars) and the qual- 
ity (percentages) factors of a given 
county or city as between counties 
and cities. 

The Food Store group includes 
grocery stores (without meats), com- 
bination grocery and meat stores, 


» ‘Includes town of Menands, just outside the 
Albany city limits where a large mail order 
branch is located. 
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each of the 12 cities where important Hearst BY contacting wholesalers, chain headquarters, 


. retailers 
newspapers are published. 


BY building floor, counter and window displays 
This Working Help has proved versatile —_ BY checking shelf displays 
enough to serve the varying local objectives BY gathering facts concerning the state of stock, 


of advertisers who have called upon it. ranking of best sellers, range of retail prices, 
attitude of dealers, prospects for initial 
orders or re-orders. 


We have a tested, practical, useful sales tool 


for Working Operations Our Sales Operating Controls—specific, 
flexible, practical patterns for each of nine major markets accounting for 41% 
of national retail sales. These Sales Controls factually evaluate each market 
and its parts, for the purpose of selling merchandise. Modified data similar to 


formal Sales Controls are available in the other three markets. 
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dairy products, milk dealers, meat 
markets, fish markets, candy and nut 
stores, contectionery stores, delicates- 
sen stores, fruit and vegetable stores, 
bakeries and caterers, egg and poultry 
dealers, and “other” food stores. 

The General Merchandise stores in- 
clude department stores, dry goods 
stores, general merchandise stores 
with food, general merchandise stores 
(others), variety stores. 

The Furniture - Household - Radio 
group includes furniture stores, floor 
covering stores, drapery-curtain-up- 
holstery stores, china-glassware-metal- 
ware stores, interior decorators, an- 
tique shops, other home furnishing 
stores, household appliance dealers, 
radio - household appliance _ stores, 
radio stores, radio-musical instrument 
stores. 

The Automotive group includes 
dealers handling both new and used 
autos and trucks, tire, battery and 
accessory dealers, and outlets han- 
dling the sales of new and used motor- 
cycles, boats, ete. 

Drug stores include those with and 
without fountains and_ proprietary 
stores without prescription depart- 
ments. 

In addition to these familiar cate- 
gories of retail sales, we include below 
definitions for seven additional types 
of outlets, for which we present 1953 
sales estimates for all metropolitan 
areas (pages 177 to 181): 

The Eating and Drinking Places 
group includes retail establishments 
selling prepared foods and drinks for 
consumption on the premises and 
Juncheon counters, and refreshment 
stands selling prepared foods and 
drinks for immediate consumption. 
Restaurants and luncheon counters 
operated as leased departments within 
other retail businesses are treated as 
part of the establishment in which 
they are located. However, restau- 
rants and luncheon counters operated 
as leased departments or concessions 
in businesses other than retail are 
included in this classification as eat- 
ing and drinking places. 

The Apparel group includes stores 
primarily engaged in selling clothing, 
shoes, hats, underwear, and related 
articles for personal wear and adorn- 
ment; custom tailors carrying stocks 
of material, and furriers are also in- 
cluded in this group. 

Gasoline Service Stations are de- 
fined as establishments primarily en- 
gaged in selling gasoline and other 
lubricating oils. These establishments 
often carry other lines of merchandise 
or perform other services and repair 
work. 

Lumber Yards and Building Mate- 
rials Dealers group includes lumber 
yard and retail establishments prima- 
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rily engaged in selling lumber, shin- 
gles, woodwork and other millwork. 
Sales are primarily made locally to 
home owners, farmers and_ special 
trade contractors; establishments sell- 
ing primarily to builders and general 
contractors are classified as wholesale 
trade; building materials dealers are 
primarily engaged in selling material 
other than lumber and millwork such 
as brick and tile, cement, sand, gravel, 
lime, wallboard and rough materials. 
In addition, lumber yards and build- 
ing materials dealers have in recent 
years expanded their activities, in 
keeping with the growth of the “do-it- 
yourself” movement, and today a sub- 
stantial percentage sell many other 
diversified products, including paint, 
electrical supplies, electrical appli- 
ances, etc. 

Hardware stores are retail estab- 
lishments. primarily engaged in sell- 
ing a number of basic hardware lines, 
such as tools, builders’ hardware, 
paint and glass, houseware and house- 
hold appliances, cutlery and rough 
materials. These establishments may 
also sell farm implements. 
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Liquor stores are retail establish- 
ments primarily engaged in selling re- 
tail packaged alcoholic beverages, 
such as ale, beer, wine and whiskey 
for consumption off the premises. 
Liquor stores operated by states, 
counties and municipalities are in- 
cluded, although in some states with 
Dry laws, this category of retail out- 
let will not appear. Stores selling 
prepared drinks for consumption on 
the premises are classified as drink- 
ing places. 

Jewelry stores are primarily en- 
gaged in selling at retail any com- 
bination of lines of jewelry such as 
diamonds and cut precious stones, 
mounted in precious metals, as rings, 
bracelets and brooches; sterling and 
plated silverware and watches and 
clocks. Stores primarily engaged in 
watch and jewelry repair are classi- 
fied in the service trades. 

SM’s estimates for the store cate- 
gories defined above are projected 
from the 1948 base established by the 
Census of Business. 

Census provides a breakdown by 
type of store. Therefore Census fig- 
ures, and SM estimates, are only 
broadly indicative of commodity sales. 
The jewelry category, for example, 
covers only the sales of stores classi- 
fied as jewelry stores. Many depart- 
ment stores have jewelry departments; 
their sales are credited to the depart- 
ment store of which they are a part, 
and are included in the General Mer- 
chandise category. 

Similarly, the field of packaged 
liquor covers only the specialty stores. 
In some states this results in an un- 
avoidable underestimate of industry 
volume. In the San Francisco-Oakland 
area, for example, the estimates will 
apply only to the 1,200 specialty 
stores, and do not measure packaged 
liquor sales made in some 1,600 other 
stores such as drug and grocery which 
are licensed to sell packaged liquor. 

It may be well to point out again 
that both the Bureau of the Census 
and the Sates MANAGEMENT Survey 
report on store sales only, and not by 
commodities. The drug store figures, 
for example, do not include the sales 
of drug items in department stores, 
super markets or other stores that may 
sell some drugs or toilet goods as a 
sideline. 

In 1954, retail sales were about 
68% of Net Effective Buying Income, 
but this relationship varies from state 
to state, county to county, and city 
to city, depending on such factors as 
the trading radius of a community, 
the size of the average family income, 
the savings habits of the people. Some 
counties, and many cities, have retail 
sales which are greater than the Net 
Effective Buying Income. This seldom 
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got factories now where you push a button 
and machines do the rest. But, despite claims 
to the contrary, nobody has yet perfected 
push-button selling. It still takes time to win 
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advertising works hardest in The Saturday 
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means that the people in those com- 
munities are living beyond their in- 
come. Almost always it means that 
they draw retail trade heavily from 
a wide outside area. 


The Estimates of Income 


The concept of “national income” 
is a frequent source of confusion. The 
average business man nowadays is 
frequently forced to find his way 
through a staggering maze of Gov- 
ernment statistics in order to relate 
his own situation to that of the econ- 
omy at large. Thus he will run into 
the terms, “national income,” “gross 
national product,” “personal income,” 
and “disposable income,” which are 
not at all interchangeable, though 
they frequently are regarded as equiv- 
alent terms. 

Let us start with “national income,” 
which in any year consists of the 
money received by all the traditional 
“factors of production of land, labor 
and capital.” This is what you get if 
you add the wages and salaries re- 
ceived by all wage earners and sal- 
aried employes, plus the profits of all 
firms whether incorporated or not, 
plus payments of interest, dividends 
and other types of property income 
such as rentals to landlords, etc. “Per- 
sonal income” excludes the profits of 
business enterprises from national in- 
come in order to emphasize the dis- 
tribution of income among individuals 
receiving either wages, salaries, profits 
or property income. Then, in order to 
indicate how much of this income is 
available for expenditure for the goods 
and services produced by these factors 
of production, we introduce the de- 
vice of subtracting from personal in- 
come all tax payments to federal, 
state and local governments. The 
Government calls the resulting figure 
“disposable personal income.” Our 
own concept of “Net Effective Buy- 
ing Income” is nothing more than the 
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disposable income available for spend- 
ing in the various states of the Union. 

In recent years, Government statis- 
ticians have included in the above 
definitions of income (and we have 
followed suit) one item that should 
be mentioned for it may otherwise 
cause some confusion. This is the item 
of “imputed rentals of owner-oc- 
cupied homes.” The reasoning is that 
owners of such homes have the option 
of renting the unit to others, in which 
case they would derive a rental in- 
come. By including imputed rental in- 
comes, we avoid changes in the na- 
tional income total resulting from 
shifts in the number of home-owners 
(who account for more than half of 
all homes) who decide to rent to 
others. 

Finally, to get at the concept of 
“gross national product” we have to 
consider how the national income is 
spent by those who get it. Thus a 
very large part of the national income 
goes into personal consumption ex- 
penditures for goods and _ services. 
Another significant part of the profits 
of corporations (and of the savings 
of individuals) is invested, at home 
and abroad, in new construction, in 
new equipment or in building up 
inventories. Finally, it is presumed 
that the taxes paid to Government re- 
sult in the production of goods and 
services that may be considered part 
of the gross national product, al- 
though in these troubled times one 
may debate whether the huge volume 
of such goods and services represents 
anything more than a necessary evil 
rather than a contribution to the 
national output. Those interested in 
the actual figures underlying these 
concepts, and a historical record of the 
various series, should consult the July 
issues of the Department of Com- 
merce “Survey of Current Business.” 


How Income is 
Broken Down By States 

Unlike retail sales, for which cur- 
rent estimates are provided by the 
Government only for the nation as a 
whole, our state estimates of Net Ef- 
fective Buying Income are based on 
estimates of state income for the pre- 
ceding year as published in the 
August issue of the Department of 
Commerce “Survey of Current Busi- 
ness.” Thus, state estimates for 1953 
were taken from this source, adjusted 
to conform to our definition of Net 
Effective Buying Income, less over- 
seas payments, and then projected for 
each state to 1954.° In this projec- 
tion, separate consideration was given 
in each state to all significant com- 

*.We estimate that the volume of income flow 


ing to overseas personnel (armed forces an?4 
civilian) totals about $3 billion. 


ponents of income. Thus, the farm in- 
come was extended by way of current 
monthly reports for each state on cash 
receipts from farm marketings pro- 
vided by the Bureau of Agricultural 
Economics. (At the time this projec- 
tion was made, data had been avail- 
able on farm marketings for the first 
ten months of 1954.) Similarly for 
each state,:income from manufactur- 
ing, construction, mining and trade 
was projected on the basis of monthly 
data for the first nine months of 1954 
received on employment and payrolls 
in these states from the Bureau of 
Labor Statistics. Taken in conjunc- 
tion with our other regional indicators 
of current activity (bank debits and 
sales tax collections), we can in this 
way derive state income estimates for 
1954 which will be comparable (after 
certain technical adjustments), with 
the estimates to be published in the 
August 1955 issue of the “Survey of 
Current Business.” In the past our 
estimates have proved to be very 
close on the whole to those of the 
Department of Commerce published 
many months later. 


How Income is 
Broken Down By Counties 

Since 1929, the county estimates of 
income published in the Survey have 
been derived by distributing a given 
state total among the counties, in ac- 
cordance with a wide variety of sta- 
tistical indications available on a 
county level. For instance, one ap- 
proach that has been used with suc- 
cess in the past was to segregate the 
state total into the income derived 
from farming, manufacturing, trade, 
property, etc. Then the farm income 
would be distributed among all coun- 
ties in accordance with the number 
of farm operators and laborers, the 
manufacturing income would be al- 
located according to the number of 
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manufacturing workers in each coun- 
ty, and so, in this way the county 
income total would be obtained as the 
sum of the income earned by the com- 
ponents of the county labor force. 

The resulting figures have, over 
time, been successively refined by 
correlation analyses relating income 
to rent, making use here of the me- 
dian and mean rent figures collected 
for counties and cities in the 1940 
and 1950 Censuses of Housing. 

However, these techniques have 
been employed because, unlike popu- 
lation and retail sales, there had never 
been, prior to 1950, a Census of In- 
come to provide county benchmarks 
as a base from which annual projec- 
tions could be made. Therefore, SALEs 
MANAGEMENT has taken a rather spe- 
cial interest in the fact that after 
many years of spadework on the part 
of The American Marketing Associa- 
tion particularly, an income question- 
naire was introduced into the 1950 
Population Census, in the face of 
some opposition. 

Such a question, it was felt, would 
provide not only some official indi- 
cators of income of local areas, but 
would also serve to indicate regional 
variations in the distribution of in- 
come. The opposition to the inclusion 
of such questions was based on the 
feeling that people would prove re- 
luctant to answer truthfully questions 
on earnings, which for most persons 
are secrets, at best shared only with 
the Bureau of Internal Revenue. For 
this reason, the Bureau of the Census 
did not feel it wise to attempt to as- 
certain the income of persons earning 
over $10,000. While this limitation 
necessarily made the Census of In- 
come incomplete, it was hoped never- 
theless, that sufficient data would be 
obtained to permit the calculation of 
income distributions for each area. 

The results of the Census of In- 
come were of particular interest to the 
research staff of SALES MANAGEMENT, 
since they constituted the first govern- 
ment check on the validity of the 
county income estimates published an- 
nually in the Survey of Buying Power 

The first conclusion to be drawn 
about the over-all accuracy of the 
Census is that the fears expressed 
about the extent of coverage proved 
to be well-founded. Of the total per- 
sonal income earned in 1949 (the 
calendar period involved in the 
Certsus inquiry), nearly one-fifth was 
estimated to be not accounted for, 
even when allowance is made for the 
income of the above $10,000 recipi- 
ents. This degree of under-coverage 
was not unexpected and is not indica- 
tive of a poor job of enumeration, but 
merely points up the difficulties of 
obtaining a complete Census of In- 
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come on a voluntary basis. 

The second and more’ important 
conclusion drawn by the research 
staff of SaLEs MANAGEMENT and Mar- 
ket Statistics, Inc., the organization 
charged with the responsibility of 
preparing the Survey of Buying 
Power, was that the degree of under- 
coverage was surprisingly uniform for 
individual income groups and types of 
income. Therefore, it proved possible 
to adjust for the three major sources 
of understatement: people not report- 
ing income, those reporting but under- 
stating, and those earning over 
$10,000 and who therefore did not 
report total income to the Census. 

So successful have these adjust- 
ments been that it became possible 
to reconcile the results of the Census 
of Income, by states, with the inde- 
pendently derived estimates of state 
income payments issued by the Na- 
tional Income Unit of the Depart- 
ment of Commerce. The latter esti- 
mates, based on Internal Revenue 
Bureau and Social Security data, are 
considered complete, and not subject 
to the downward bias implicit in any 
Census inquiry. 

Since the county and city income 
estimates published in the Survey of 
Buying Power have been geared to 
the Department of Commerce figures, 
the reconciliation made it possible to 
check our county income figures with 
the adjusted Census results, with a 
gratifying high degree of agreement. 
And, as a happy by-product of this 
analysis, we are now in a position to 
publish for all counties and cities, 
the complete distribution of persons 
and income resulting from that anal- 
ysis. 

The successive steps required to 
translate the Census data into our 
1954 estimates of income, by class, for 
each county and city, were as follows: 

a. The 1949 distribution of spend- 
ing units, as reported to the Census 


Bureau in 1950 were adjusted to ac- 
count for persons not reporting in- 
come, and for persons understating 
income. 

b. The 1949 distributions were then 
adjusted to 1955 by accounting for 
the change, in each area, in the num- 
ber of units falling into each of the 
15 income classes distinguished by 
the Census. 


c. For each income group, in each 
area, estimates were then made of the 
mean income after taxes in 1954, in- 
cluding an estimate for the group 
earning above $10,000. 

d. Total income was obtained for 
each area by multiplying for each in- 
come group, the number of units fall- 
ing in the group, by the mean income 
of that group. 

e. For purposes of simplification, 
the original 15 income classes used by 
the Bureau of the Census were then 
consolidated into the following four 
net income classes: $0 to $2,499; 
$2,500 to $3,999; $4,000 to $6,999, 
and over $7,000. 

f. We show, for each area, the per- 
centage of total spending units falling 
within each of the four net income 
classes, as well as the percentage of 
total income. These percentages per- 
mit an immediate appreciation, for 
each area, of the degree of skewness 
of income distribution, or how heavily 
the distribution is weighted by the 
presence or absence of high-income 
units. 

For example, the data for the 
United States (1954) show the fol 
lowing distribution: 


$0-$2,499 $2,500-$3,999 
Percentage of 
Units 32.6 24.4 
Percentage of 
Income 10.0 17.8 
$4,000-$6,999 Over $7,000 
Percentage of 
Units 29.4 13.6 
Percentage of 
Income 34.3 37.9 


In words, this means that the top 
13.6% of all units in 1954 earned 
over $7,000 after taxes, accounting 
for 37.9% of all Effective Buying In- 
come. At the other end of the income 
scale, the bottom 32.6% earned less 
than $2,500, and thus accounted for 
only 10.0% of total Effective Buying 
Income. 


Significance of the Income 
Distributions 


The new income data affords, for 
one thing, a better balanced and more 
refined analysis of the varying quality 
of markets. For instance, we can now 
discover whether a high average in- 
come area reflects a concentration of 
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wealth at the extreme end of the in- 
come scale, or whether it is due to a 
high average income for all families 
throughout the income scale. As an 
example, the first two counties in 
Connecticut, Fairfield and Hartford, 
are extremely high-income areas, 
ranking among the top ten in the 
nation. An examination of their re- 
spective income distributions, on page 
288, will show, however, that Hart- 
ford’s good showing reflects an above 
average concentration in the income 
group $4,000 to $7,000 (36.8% as 
against the national average of 
29.4%), whereas the Fairfield distri- 
bution reflects a particularly heavy 
concentration in the over $7,000 
group (21.0% of all consumer spend- 
ing units, accounting for 55.3% of all 
income earned in the county, as 
against the national averages of 13.6% 
of all units earning 37.9% of all in- 
come), 

Thus, the data show that among 
the three richest counties in the 
United States, in terms of the highest 
percentages of units and income, are 
Montgomery County, Maryland, in 
the Washington, D. C., Metropolitan 
Area, and Westchester and Nassau 
Counties in the New York Metropoli- 
tan Area. The top income group of 
these three counties accounted for 
69.6%, 64.3% and 63.3% of total in- 
come respectively, as contrasted with 
the average percentage for the United 
States of 37.9%. 

In a similar manner, the counties 
and cities shown here can be rated 
with respect to their respective con- 
centration in the low or middle in- 
come brackets. 

It is interesting to note how sharply 
divergent are the income distribu- 
tions of urban counties, which tend to 
have the largest concentration in the 
income groups $2,500 to $4,000, as 
contrasted to rural counties, which 
usually have the bulk of all family 
units (frequently well over 75%) 
concentrated in the first group ($0 to 
$2,500). Indeed, the first visual im- 
pression gleaned from a study of the 
county income distributions is that 
of an enormous diversity; within each 
income group the percentages among 
the 3,071 counties of the nation may 
range from very close to zero to very 
close to 100. 

The simultaneous calculation for all 
areas of median income as well as 
mean income now also becomes pos- 
sible, for the first time in the history 
of marketing statistics. Statisticians 
know that the difference between the 
median income (i.e., the income of 
the “middle” unit, on either side of 
which lies one half of all units, ranked 
by income) and the mean income 
(total income divided by the total 
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number of units) is the best indicator 
of “skewness,” i.e., the degree to 
which the income distribution is un- 
balanced. This is so, because the pres- 
ence of even a few well-to-do units 
tends to pull the mean up without 
affecting the median. Now, since the 
median is the value on the income 
scale on either side of which 50% of 
all units lie, our data permit the cal- 
culation of medians by interpolation. 
Thus, for instance, in the Los Angeles 
area, since 26.8% of all units fall in 
the first group, 21.8% in the second 
group, it is clear that 48.6% of all 
units earn less than $4,000. The 
median income must therefore be a 
little over $4.000. In like manner, the 
data will permit at least rough cal- 
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culations of medians by inspection for 
all areas. : 

In general, then, the data shown 
here, by illuminating the composition 
of each market, go beyond the aggre- 
gates of population and income previ- 
ously published, and explain how, in 
some cases, per capita income aver- 
ages might actually be misleading 
when taken as representative of an 
entire market. Note, for instance, how 
the trek to the suburbs in the last 
decade has stripped New York County 
of its middle income groups so that it 
now has, in relation to the national 
averages, high concentration in both 
the very high and very low income 
groups, and under-representation in 
the middle groups. 

While limitations of space make it 
impossible to publish in this issue the 
actual data on units and income on 
which the percentages were based, 
manufacturers and distributors will 
note that the data in this form will 
permit the computation of . sales 
quotas for areas geared to particular 
income brackets. Thus, the distribu- 
tion of particularly high-price luxury 


goods would probably correlate highly 
with the amount of income in each 
market of those earning over $7,000 
Effective Buying Income each year. 

In fact, such data open up new and 
exciting possibilities in the construc- 
tion of scientific sales quotas. Many 
manufacturers, for instance, have been 
able, on the basis of consumer sur- 
veys, to determine nationally 
proportion of each income group could 
be regarded as potential consumers 
of their product. These proportions 
now can be applied to the number 
of units and volume of income, by 
income group, to each of our markets 
to vield a new potential for each mar- 
ket never before available. Those in- 
terested in the use of the new data for 
such purposes may write to Market 
Statistics, Inc., 432 Fourth Avenue, 
New York 16, N. Y. 
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The Buying Power Quota 

The column headed “Buying Power 
Quota” is designed as an overall index 
for use in setting sales quotas and ad- 
vertising appropriations. 

The number of people, their buying 
habits, and the amount of money they 
have to spend, are each important in 
setting sales quotas and allocating ad- 
vertising appropriations, but for the 
great majority of products no single 
feature is an accurate guide. Perhaps 
we were all created equal, but we are 
not equal when we reach the buying 
stage; neither do we buy all of our 
merchandise in the towns in which we 
live. 

As a result of much study and ex- 
perimentation, and after checking ten- 
tative conclusions with actual sales 
records of many SALES MANAGEMENT 
subscribers, the editors perfected a 
balanced “Buying Power Quota,” 
which assigns 5 points to “% of 
U. S. A. Effective Buying Income,” 3 
points to “% of U. S. A. Retail Sales,” 
and 2 points to “% of U. S. A. Popula- 
tion.” In previous Surveys, the column 
was called “% of U. S. A. Potential.” 

This “Buying Power Quota” can be 
used without change by national mar- 
keters in setting up sales quotas on a 
fair and equitable basis, in dividing 
up sales territories, in setting realiz- 
able goals for distributors; by adver- 
tising agencies, and by advertising 
departments, in breaking down their 
appropriations and in deciding where 
to put added pressure. 

Those organizations that do not dis- 
tribute nationally, but operate on a 
sectional basis, can use the figures 
with a slight modification. Let’s sup- 
pose that such a manufacturer oper- 
ates in a dozen states, and the com- 
bined “Buying Power Quota” of these 
twelve states, as shown in the page 
headed “Summary of all Data by 
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States and Sections,” is 25% of the 
national total. Since this is one-fourth 
of the U. S. A. potential, he should 
multiply the “Buying Power Quota” 
for each county in his section by four. 

Many alert sales organizations use 
these potential figures in their sales 
training and promotional work with 
important distributors and dealers, but 
the editors suggest that all national 
figures be reduced to a local level. 
The distributor in Richmond, Va., 
can't see the counties in his territory 
as a percentage of the national total, 
but it is very easy to reduce them to 
an understandable figure. Let’s as- 
sume that this distributor has five 
counties in his territory. The potentials 
for each will be found in the state 
section. 

A typical set-up follows. The first 
column shows the “Buying Power 
Quota” from this volume, and the sec- 
ond column is the figure which re- 
sults from using the total of the five 
counties (.797) as the base, 100: 


Localized 
County % 


de ded 


5.77 

68.00 

15.31 
2.51 


8.41 


Buying Power 
Quota % 
.0460 
.5420 
.1220 
.0200 
.0670 


County 


That distributor can’t visualize 
County B as producing .5420% of the 
nation’s total, but he can see it as 
having 68% of his territory’s volume. 
See the chapter on “How Subscribers 
Use the Survey” for other suggested 
uses. 


Quality of Market Index 


The last column, called “Quality of 
Market Index,” is a measure of the 
purchasing ability of each county and 
city as compared with the nation. It 
is constructed by dividing the “Buy- 
ing Power Quota” by “% of U. S. A. 
Population.” The U. S. A. of course, is 
the base, 100. This index is designed 
as a handy guide to sales and adver- 
tising managers who are considering 
intensive campaigns in a restricted 
list of above-average counties. These 
counties and cities which have an 
index figure markedly higher than that 
of the nation (100) or higher than 
other counties and cities in the state 
or geographic area, are likely to be 
the ones where intensified promotional 
campaigns will bring the greatest re- 
turns. Note, however, that it is an 
index of quality, but not quantity. 

The Quality of Market Index should 
be used only in connection with other 
columns, not independently. Other- 
wise, undue emphasis might be placed 
on counties and cities which are high 
in quality but weak in quantity. 
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Some of the Most Mentioned 
Uses of the Survey 


The following varied examples of sales and advertising usage come from personal 
interviews, letters and questionnaires involving more than a thousand subscribers. 


In a survey made in the Fall of 
1954, extra-copy buyers of that year’s 
Survey were asked, among other 
things, to name their most frequent 
uses of the book. They responded as 
follows: 


Setting sales quotas 

Buying space and time 

Locating sales soft spots 

Planning distribution 

Allocating the advertising dollar 75 

Determining market's potential 

Mapping sales territories 

Studying metropolitan areas 

Finding industrial or warehouse 
locations 


Subsequently, a New York sub- 
scriber who had indicated that he 
used the Survey to help solve 5 of 
these problems, made the comment, 
“Actually these are all different ways 
of saying, ‘help in setting up quotas 
and advertising budgets.’ ” 

Very few subscribers seem to use 
the Survey for only one purpose. Con- 
sequently it is difficult to arrange the 
subscriber comments and suggestions 
in any logical order, since any one 
subscriber's uses may run the com- 
plete gamut. 

The first logical division might be 
those uses which are possible from 
direct use of the figures as they ap- 
pear in the issue, which we will con- 
sider in this chapter. The second divi- 
sion will be uses which are possible 
through the aid of I.B.M. punched 
cards, available through Market Sta- 
tistics, Inc., and covering both Survey 
and related data. Suggested uses of 
these cards will be discussed in the 
following chapter. 

From literally hundreds of use ex- 
amples of the Survey itself, we will 
compress the most interesting and the 
most frequently recurring, into four 
major groupings: 

1. Better setting of quotas and po- 

tentials 

2. Selecting the right markets 

3. Getting more from the adver- 

tising dollar 
Uses that can’t be pigeon-holed. 


1. Better Setting of 
Quotas and Potentials 


a. Setting Sales Quotas 

If territories are properly aligned— 
with relatively equal opportunity, and 
due regard given to physical factors 
(the work load) such as density, 
roads and others—the setting of rea- 
sonable quotas is a simple matter, 
calling only for the breakdown of the 
company’s over-all quotas into the 
relatively equal parts as outlined by 
the territorial divisions. 

Suppose the company covers the 
country with 50 salesmen. Counties 
are so assembled, according to poten- 
tials developed from the Survey, that 
each territory should account for 2% 
of the volume. Then, if the over-all 
quota is 1,000,000 units, each sales- 
man is held responsible for 20,000. 

Anticipate the problem of expand- 
ing or contracting the number of sales- 
men by splitting the area into many 
equal parts. If you have 50 salesmen, 
for example, you might well have 100 
equal territories with each man han- 
dling two. If subsequently you dou 
ble your sales force, each man would 
have one. 


b. Setting Territory Potentials 

Over-all goals are a requisite in 
any well-managed sales operation, and 
the big goals there must be broken 
down into smaller ones. Perhaps the 
most frequent use made of the Survey 
is to arrive at detailed territory po- 
tentials so that distributors and sales- 
men have decent equality of oppor- 
tunity and so that their results can be 
checked against what they should be 
able to produce. 

The potential may be simple or it 
may be complex. It can be a percent- 
age of population alone, or retail 
sales, of a type of store operation, of 
income—or combinations of the above. 
Many find that the weighted “Buying 
Power Quota”. has the proper balance. 
Others modify it by adjusting the 
weights. 

No potential figure can be used 


with maximum effectiveness unless it 
is accepted as valid by those to whom 
it is applied. There will be some dis- 
tributors and some salesmen who will 
rebel against any potential, but read- 
ers say that such is the acceptance 
and fame of the Survey that seldom 
is it necessary to say more than: “This 
is the percentage as shown by SALEs 
MANAGEMENTS Survey of Buying 
Power.” An American Home Products 
executive says: “By using SALEs MAn- 
AGEMENT estimates we are quoting an 
authority; the man knows he is view- 
ing unbiased information, not just 
data we have dreamed up to give 
him a shot in the arm.” 

Justifiable gripes on the part of 
salesmen can be avoided to a large 
extent if reasonable potential figures 
are developed for all segments (the 
majority do it on a county basis) in 
the area covered by the company, 
and if each salesman is then given an 
approximately equal share of the 
whole. 


c. Localizing a National Figure 


The Admiral Corp. uses the Buying 
Power Quota to allot to each of the 
U.S.A. counties its percentage of Ad- 
miral’s anticipated production. Be- 
cause a distributor and his salesmen 
operate in a_ restricted territory, 
rather than nationally, the SM figures 
are translated into local terms. Each 
distributor’s territory becomes a na- 
tion in itself, with totals adding up 
to 100%. For example, here is what 
Admiral calls the “Buying Power 
Index” for the New York distributor. 
(Figures are from a previous Survey ) 


National Territory 

County BPI 
Bronx .998 
Kings 1.918 
Manhattan 2.413 
Nassau .373 
Queens 1.058 
Richmond 122 
Suffolk .154 
Westchester 499 
7.535 
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“It gives them a clear picture of 
what they're expected to do,” says the 
Vice President in Charge of Sales. “It 
makes better merchandisers of them. 
. » « The Survey helps us to lower the 
cost of selling. Also, it gives us a 
continuing check on the movement of 
goods to maintain par or better on 
the sales side.” 


d. Showing Distributors 
Where They Stand 


The James Jamison Co. takes the 
blue sky out of hosiery quotas for its 
distributors by first telling them how 
much they are supposed to sell—and 
then following that up with periodic 
reports on results. For example, a 
certain distributor serving a market 
of 9,743,788 people in Illinois, Wis- 
consin and Indiana has a trading area 
(according to the Survey) represent- 
ing 7.27% of the national population, 
and 8.86% of the net purchasing 
power. Jamison makes a rough aver- 
age of these figures and comes up 
with 8% of the mill production which 
this distributor should sell. Then they 
keep him posted on monthly ship- 
ments by dozens, and give him the 
percentage of mill production these 
shipments represent. 


e. Spotting Weak 
Distributors and Dealers 


Through use of SBP data and an 
analysis of industry sales, Amana Re- 
frigeration, Inc., found that sales in 
several of the largest metropolitan 
areas were lagging behind those of 
similar areas and organizations. Rea- 
sons back of the lag were found 
by “shopping” representative dealers. 
“The data provided by ‘the Survey 
allows a great deal of analysis in our 
company that would not be feasible 
from the cost standpoint if it were 
not so readily available.” 

Similarly, Zenith Radio uses SBP 
potential data as a measuring stick 
and (1) tries to strengthen district 
organizations where weaknesses are 
found by requesting them to add 
more men, or (2) insisting that their 
salesmen spend more time in weak 
areas, or (3) by increasing advertis- 
ing pressure in those areas. 


f. Avoid Inventory Dislocations 
The Radio Corporation of America 
finds that the Survey permits them to 
put “a price tag” on any given mar- 
ket, and enables them to so allocate 


merchandise to distributors as to 
avoid inventory dislocations. “Our 
secondary use is that the figures serve 
as a standard for performance where 
no industry sales to dealer informa- 
tion is available. Your data serve as 
a yardstick to point up weak spots. 
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“We use your data extensively be- 
fore we make any alterations in our 
distribution network. When we speak 
of a 1% market, for instance, we are 
referring to your Survey figures. To 
summarize: we determine market po- 
tentials, we map sales areas, we study 
metropolitan areas, we set sales 
quotas, we plan distribution and we 
locate sales soft spots—all from the 
data showing in the Survey of Buying 
Power.” 


g. Help for Low-Priced Products 


It’s not just the makers of high- 
ticket items who find sales-quota help 
from the Survey. Mars, Inc., famous 
makers of candy bars, uses the Survey 
for setting sales potentials, and “this 
leads to the establishment of sales 
quotas and the study of metropolitan 
areas. We have our own correlation 
study with Survey figures; it would 
be a major project to reproduce on 
a county basis the information pro- 
vided in your book.” 


h. A Two-Way 
Check on Potentials 

Some marketing organizations use 
the Survey and no other figures to 
study potentials, but in some indus- 
tries it is possible to match these 
against industry figures. At Calvert 
Distillers, for example, the Survey is 
used as one factor to determine 
whether a territory is producing up 
to par. (1) They apply known in- 
dustry consumption figures against 
Survey population estimates to find 
the amount of liquor consumed per 
capita in an area. (2) Then they de- 
termine the amount of the market 
held by Calvert. (3) Next, they take 
the Survey “Buying Power Quota” to 
determine whether or not each sales 
territory is obtaining its full share of 
the business. Thus they have a check 
of both actual and potential business— 
what the territory should produce on 
the basis of its population, total retail 
sales and income, and what it does 
produce. 

Similarly, Gooderham & Worts, 
Ltd., determines the potential of 
wholesalers in “open” states from 
Survey-indicated buying power, and 
“we compare county potential with 
state potential to discover if each 
wholesaler is obtaining his share. We 
can then spur our wholesalers after 
this proven potential.” 


i. Quota Setting for a 
Non-Consumer Product 


The Strathmore Paper Corp. uses 
Survey figures in combination with 
government and industry figures in 
assigning quotas. They rank the 86 
cities in which they sell against popu- 


lation and income figures from the 
Survey and assign quotas based on 
averages of “% of Effective Buying 
Income” (from the Survey), data 
from the Government’s commercial 
printing Census and figures compiled 
by the National ‘Trade Paper Asso- 
ciation. 


j. Selling to Industry 

Companies selling to industry, such 
as other manufacturers, have a more 
concentrated sales target than is true 
for consumer goods. Many find that 
75% to 95% of their potential is 
among the top 100 counties shown in 
our section on Industrial Potentials. 
The Survey figures give them a 
choice of determining potential from 
number of employes, number of 
plants, or dollar value added by 
manufacture. It is easily possible to 
work out weighted averages based 
upon combinations of the three 
factors. 


2.. Selecting the Right Markets 


a. Picking “Live” Counties 

In selling TV sets, a major manu- 
facturer finds the market spotty—as 
to good markets where there are good 
stations with good programs. They 
pick counties which are seemingly 
“live” in that they fall into the frame- 
work mentioned above. To these 
counties they apply a three-month 
moving average (sales for the last 
three months, dropping the fourth 
month past as new figures become 
available). These sales are then com- 
pared with all-industry sales and with 
potentials as revealec by the Survey 
and: 

(1) A decision is reached on how 
much advertising to do in the area. 

(2) The total is then broken down 
between newspaper and radio adver- 
tising. 

(3) Point-of-sale items are allo- 
cated on the same basis. 

If distributors want more support 
than is indicated as proper by this 
method of figuring, they have to pay 
for it themselves. 


b. Selecting the Quality Markets 


Especially valuable to the makers 
of products which are “postponable 
purchases” is the “Quality of Market 
Index,” when used in conjunction 
with the “Buying Power Quota.” A 
watch company, for example, is look- 
ing for high discretionary buying 
power; it doesn’t find it in the back- 
ward and depressed counties and 
cities but by studying the volume po- 
tentials in the column, “Buying Power 
Quota,” and then checking against the 
next column, “Quality of Market 
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What have they in common ? 


Our clients come in a wide variety of sizes. But they 
have one thing in common. 

No matter what size they are now, they want to 
grow and to keep on growing. 

We've always felt that the size of a client’s ambi- YOUNG & RUBICAM, INC. 
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Index,” it can spot the areas which 
are worth especially intensive culti- 
vation. One of these companies, for 
example, singles out those counties 
which have .2500 or more under 
“Buying Power Quota” and a Quality 
Index of 120 or higher. 


c. Selecting Test Markets 

A Chicago agency executive (Sher- 
man & Marquette, Inc.) says, “No 
other source is anywhere near as help- 
ful for selecting test markets.” Typical 
cases: they selected the Hartford, 
Conn., area for a coupon campaign, 
sending a mailing to every rural box- 
holder, after mapping out the cam- 
paign. .. . For a new line of canned 
meats, investigators were employed, 
the number based upon Survey data, 
to question users as to how they liked 
the product. . . . The Survey helps 
them to develop, control and _ test 
markets in comparing old and new 
products. 

The New York agency, Lennen & 
Newell, used a heavy spot radio cam- 
paign in two cities and compared re- 
sults with sales in two other cities 
selected from the Survey as being 
similar in size and character. 

In another New York agency the 
SM researcher reports, “In test city 
campaigns they start with 20 cities 
selected from the Survey.” In an- 


other agency, he reports, “the Survey 
is often used to set up test cities, since 
no test campaign should be planned 
without knowing the relative levels of 
buying power.” 

In the January 15, 1952, issue of 


SALES MANAGEMENT, the article, 
“How to Check Sales Results by the 
Paired-City Method,” offered sugges- 
tions on how to match cities against 
each other for testing and quota-set- 
ting. Many examples are given of 
“Toni’s” in income, total sales or five 
categories of retail sales. One city or 
group of cities, for example, could be 
used to test a new sales or advertis- 
ing plan—while others of similar po- 
tentials could be used as control 
cities which would not get the new 
plan. 


d. Spotting Retail Weaknesses 


Argus Cameras, Inc., watches all 
major marketing areas, comparing 
sales with potential figures as derived 
from the SBP and with sales for pre- 
vious year. “This study may lead us 
to more concentrated coverage by our 
salesmen of accounts which show de- 
clining sales, or if results in a city 
indicate weakness against our national 
average of the particular type of out- 
let, we may attempt to find new 
outlets to bring sales up to par. For 
example, this may mean the addition 
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ot credit jewelers, who are playing 
an increasingly important part in our 
distribution.” 

Even the most agressive marketers 
of low-priced, quick - consumption 
products have their weak sales areas, 
and Colgate-Palmolive uses the Sur- 
vey for intensive study of specified 
areas, such studies leading to possible 
changes in representation or to more 
intensive advertising. 


e. Eliminating the Unprofitable 
Territories 


In 1949-50 Thor thoroughly shook 
up its distributional setup and cut 
the number of dealers from 20,000 
down to 7,000. Retail sales figures 
from the Survey of Buying Power 
were used in a county-by-county anal- 
ysis of the entire U.S.A.—and several 
hundred counties were eliminated 
completely from the Thor coverage 
because the cost of covering them 
would be greater than business would 
warrant. For example, out of 95 coun- 
ties in several states in the mountain 
region, 47 were eliminated, to make 
possible a concentration on the most 
desirable markets. 


f. Adjusting for Unworked 
Territories 

Not every manufacturer operates in 
all counties of the U.S.A.; he may be 
a regional distributor or there may be 
peculiarities about his business which 
automatically eliminate certain terri- 
tories from consideration. For exam- 
ple, temperatures are controlling fac- 
tors in the sale of men’s gloves and 
the Daniel Hays Co. has no market 
in some of the warm southern states. 
Such a manufacturer, to make prac- 
tical use of the Survey figures, must 
find out the percentage of retail sales 
(or population or Effective Buying 
Income, or whatever factor he is 
using) represented in these impos- 
sible markets. Let’s say it is 30%. 
Then the states representing the other 
70% are, in actuality, 100% of his 
market and New York, for example, 
with 11.4490% of the retail sales of 
the entire country in 1950, would 
have 16.8300% of his real market. 


3. Getting More From the Adver- 
tising Dollar 


a. General Alignment of Sales 
and Advertising 


Executives of Earle Ludgin & Co., 
Chicago advertising agency, say: 
“When you have a budget, and have 
to get results under the budget'’s limit, 
you learn how to spend the money 
you have. The Survey helps you to 
pick your market. You can say: ‘these 
are good markets.’ You learn to say 


‘we can get in here’ or ‘we'll have to 
bypass this area.’ The company sales 
manager must sit down with the 
agency account man and figure it out 
together. Through the Survey you can 
spot where sales could be good, And 
that’s something you'd better find 
out.” 

Through working out accurate po- 
tentials and relating them to actual 
sales, the company and the agency 
can figure out: 

1. Spots where the company is get- 
ting its fair share or more of the 
market. 

Spots where the company is get- 
ting less than its share. 

With a knowledge of sales vs. po- 
tentials the company then can apply 
extra pressures intelligently. 

The Survey is used often in com- 
bination with other data. One agency 
reports using data for a carpet com- 
pany as furnished by the Carpet In- 
stitute plus potentials derived from 
the Survey, and a consequent wide- 
spread realignment of media alloca- 
tions in various territories. 

Another agency man reports that 
their recommendations on local media 
have been greatly simplified through 
the Survey. They appraise the specific 
markets in which a client is interested. 
Alongside each city name they put 
the “Buying Power Quota” for the 
Metropolitan Area (usually by com- 
plete counties). They total the per- 
centages and make the total represent 
100. Then the percentages are re- 
computed and if on that basis a city 
area is down for 5% of the total po- 
tential, it receives 5% of the adver- 
tising dollar. 


b. Breakdowns by Metropolitan 
Areas 

An agency head says, “We use the 
SBP on every account, not only for 
market selection, but also for media 
buying purposes. We break down the 
media by Metropolitan County Areas. 

. .. Survey data serve as a bridge to 
connect three islands: (a) media, (b) 
the sales department, (c) the adver- 
tising department. We must know the 
market is there, if the people are 
there at the price, and if the sales 
department is willing to take it at the 
price.” 

In the Chicago branch of a large 
New York agency an executive says, 
“We use the Survey not only for mar- 
kets but for comparing one medium 
with another. We use it to ascertain 
the weakness of one medium in a 
certain area and then try to offset 
this weakness by buying complemen- 
tary media. For example, one maga- 
zine may be weak in an area, another 
strong. We use ABC circulation fig- 


SALES MANAGEMENT 


. pre 


YW 


Rav Mow 


Qos 


The 10 MOST PROFITABLE MINUTES of Your Year 


REMEMBER, a little while ago. when you said you'd give 
anything to be back in a competitive Buyers’ Market 
again? Well, Brother, you’re in. 

And it is wonderful. But challenging, too. With all 
kinds of new problems that can’t be left kicking around 
too long unanswered. Like sales costs — how many times 
have they doubled in your business? Like getting more 
sales for man-hours spent beating the bushes. Like getting 
more sales coverage in widened sales territories. Like 
lighting fires under dealers and distributors. 

One of the best moves you might make in finding an 
answer would be to read the booklet offered In the cou- 
pon below. This booklet describes a unique service that 


has brought valuable benefits to leading corporations in 
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diversified fields — through application of proven methods 
in direct advertising and sales promotion. 

While this booklet admittedly tells about us — what 
Dickie-Raymond is, and what we do — it is written in 


your terms too. It explains the increasingly important 


role of direct advertising in selling to selective markets. 
It shows how direct mail, properly applied, can take the 
air out of inflated selling costs — by pre-conditioning pros- 
pects, by generating leads that convert more readily into 
sales, by increasing “call frequency” where personal cov- 
erage is thin. It shows how direct mail scores high read- 
ership in the markets you want most to reach. 

lake ten minutes to read “The Dickie-Raymond Story”, 


You may be glad you did! 
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HOW DOES ACB’s 
PERCENTAGE OF ERROR 
COMPARE WITH YOUR OWN 


We take our hat off to Ivory soap— 
their product misses perfection by 
on’y 56/100ths of 1%. 

ACB services can’t quite match 
that figure. However ACB does 
score better than 95% in “‘spotting”’ 
wanted advertising in the daily 
newspapers. 

Years ago, ACB made a sporting 
proposition, namely, if we failed to 
collect more ‘“‘wanted advertise- 
ments’’ out of a specified list of 
newspapers, ACB would cancel its 
service charges. In every competi- 
tion, ACB produced more specified 
advertisements—from 10% to up- 
wards of 300% more. 

It is this high degree of accuracy 
that gives added value to ACB’s 
Newspaper ResearchServices. Sales 
and advertising policies can be for- 
mulated with assurance on this ac- 
curate information. 

Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
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ures to correlate with the market data 
in the Survey. We likewise correlate 
with the best available radio and TV 
figures.” 


c. Best Type of Media? 


At the C. J. La Roche company a 
client wished to determine which type 
of media would be best for him. 

“They wanted to know, whether 
sales of their line—a quality product— 
were concentrated in large cities or 
distributed proportionately and not 
concentrated. We found in the store- 
type data that sales were proportion- 
ate to city size, not concentrated. This 
led to the decision to use magazines.” 

In the same agency an executive 
told SM, “Without the Survey I 
would not be able to do a competent 
and adequate job of media recom- 
mendation. I am using it right now, 
for example, to get sales potentials of 
certain states. I will then choose the 
100 best cities in those states and de- 
termine whether or not the media 
allocation is proportionate to sales 
potential in each of the cities.” 

At Foote, Cone and Belding offi- 
cials took from the Survey the coun- 
ties most important in drug sales. 
Then, using other data, they chose 
from these counties those showing 
the greatest frequency of the common 
cold. Advertising was then planned 
to give greatest concentration in 
those areas where greatest over-all 
potential was combined with the spe- 
cial interests of that particular client. 


d. Merchandising the 
Advertising 


Many manufacturers—or their ad- 
vertising agencies--prepare for the 
salesmen county-by-county analyses 
showing such factors from the Survey 
as total population, number of fam- 
ilies, retail sales, Effective Buying In- 
come—alongside county circulation fig- 
ures of the company’s advertising. 


e. Checking Against 
Media-Supplied Figures 


A Kenyon & Eckhardt executive 
says that “media figures are almost al- 
ways checked against the Survey,” 
while another agency executive with 
25 years of media-buying experience 
reports, “One of the greatest aids to 
intelligent space buying developed 
during my time is the Survey of Buy- 
ing Power. Today nearly all of the 
important newspapers and magazines 
use Survey data in their presentations 
and so we have two solid standard- 
ized sources quoted in the data sup- 
plied by media, those being the Audit 
Bureau of Circulations and _ the 
Survey.” 


f. Applying Pressure where 
Most Needed 


Colgate-Palmolive is a large user of 
so-called “national” media and has 
only a modicum of control over the 
territorial distribution of such ex- 
penditures. They use local media to 
buttress the “national” campaigns. For 
each of their products potential maps 
have been developed from Survey 
figures, supplemented with certain 
factors of their own. The potential is 
compared with actual sales and local 
appropriations are predicted largely 
on the comparisons. 

The H. J. Heinz Co. mobilizes for 
mass markets by splitting its products 
into a half-dozen groups, with each 
group sales manager functioning as 
the “general manager of his own busi- 
ness.” These group managers are 
charged with keeping their own prod- 
ucts moving—even in competition with 
the other Heinz group. Each works 
on a Sales potential arrived at through 
a combination of Survey figures plus 
past experience of the company. 

Sometimes a company prepares 
these comparisons; some companies 
turn area sales figures over to their 
advertising agencies for comparison 
with SM’s Survey potentials, and spe- 
cial advertising is appropriated to fill 
in the gaps. 

The full effect of magazine and net- 
work radio and TV cannot be realized 
unless the company does a bang-up 
job of merchandising its campaign to 
its own salesmen, wholesalers and 
dealers. To do this the “national” must 
be made “local,” through breaking 
grand-total figures down to states, 
counties, cities. A distributor may be 
yelling for more help. The company 
or its agency uses the Survey to get 
data on population, families, sales or 
income for the distributor's territory, 
then takes the circulation in the area 
of magazines used (or the local radio 
outlets of the network program) and 
sets these down against the distribu- 
tor’s market. 


g- Is Fault with Salesmen 
Or with Advertising? 


When Toni sales fall below poten- 
tials indicated in the Survey, the com- 
pany makes an examination of two 
factors—their own salesmen and the 
competitive advertising weight. 

When Cooper’s Inc., Kenosha, finds 
sales below SBP potential, they in- 
crease sales promotion expenditures 
in the weak area. 

The Anahist Co., faced with a simi- 
lar below-potential problem, increases 
the advertising—but only if income 
(E.B.1.) figures seem to justify it. 
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We did! And it’s quite an impressive sight by any of several 
important measurements. 


The well-known research firm of Erdos & Morgan recently 
completed a new and comprehensive study of National 
Geographic readers. The highlights have a fine and profitable 
luster that should attract any advertiser’s eye. For example: 


Income — the yearly median for National Geographic families 
is a prosperous $6,593. Nearly one out of every 
four earn $10,000 or more annually. 


Education — 48%, of our family heads have a college education. 
Over half of those also took post-graduate work. 


Property ownership — 92.6% have at least one car; 31.8°% have 
two or more. Homes? 81% own theirs. 
Appliances, cameras, musical instruments, 
home workshop tools? National Geographic 
homes are a voracious market for all kind of 
quality products! 


Occupations — 31.4% of family heads are top executives 
(presidents, owners, corporation officers, etc.) ; 
another 37.6% are in managerial, supervisory, 
sales and professional ranks. 


Reader loyalty? — Unique among all magazines! The median 
length of readership is 10.7 years — with a 
phenomenal renewal figure of 87.4%, attained 
without circulation incentives of any kind. 
What’s more, over three-quarters of The 
National Geographic families who responded 
tell us they save their back copies of this 
famous magazine! 

Extra facts — and every one points out what a special kind 
of customer you reach when you advertise in 
The National Geographic. We’ve assembled a 
full report on our new reader survey ina 
booklet called “Q. E. D.” It proves why more 
advertisers keep using more pages in The 
National Geographic month after month. 
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MAGAZINE 


Washington. 6, D. C. 


reaching over 2,000,000 families who earn more, 
... and buy more! 


Oh, Vea... Be With You in a 
Minute...Saw Your New 
Product Advertised in our 


STATE MEDICAL JOURNAL! 


YOUR DETAIL MAN will find more 
open doors where advertising in 
STATE MEDICAL JOURNALS par- 
allels his efforts. For the impact of each 
STATE MEDICAL JOURNAL is on 
the local level — and the doctor buys 
at the local level. 

Constant reader interest is assured 
in State Journals — both by the high 
standards of original manuscripts’ and 
advertising? and by the home -state 
character of the news and views in 
every issue. 

Will the doctor see YOUR PROD- 
UCT STORY in his own State Medical 
Journal? He will be seeing most of 
the manufacturers’ names he writes 
most often! 

Easy One-Stop Handling — One Contract! 
One Original Plate! One Statement! 
See our Statistical Study. 
2Accepted by A.M.A. Councils. 
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h. Handling Franchised Dealers 
or Producers 


Where companies operate through 
franchises, as in the case of the soft 
drink industry, the franchise holders 
are often asked to contribute part of 
the advertising expenditure. This may 
be done on a case or unit basis, based 
on actual production and sales—or it 
can be tied in with potentials. One 
advertising agency writes, “We are 
faced with the task of allocating ad- 
vertising expenditures of national and 
local campaigns to company-owned, 
and also to franchised, bottling plants. 
This just couldn’t be done on a fair 
basis with sales and media data alone. 
The Survey gives us exactly the addi- 
tional data that are needed to make 
each plant pay its fair share.” 


i. Measuring the Changes 
in Markets 


The current Survey may be used on 
its own or in comparison with previ- 
ous issues. At Young & Rubicam, for 
example, officers are interested in the 
measure of change, and find the con- 
tinuing Surveys a valuable measuring 
rod. (In this year’s Survey see the 
new section on growth areas.) An 
area may continue relatively large, 
but still not keep up with its former 
rate of growth or with other areas; 
another may be bounding ahead. 
Knowledge of such factors makes pos- 
sible a more intelligent application 
of advertising. 

At United States Rubber “the Sur- 
vey is used to set sales quotas and as a 
guide to finding changing markets. 
The Survey indicates where to look 
for the greatest increases in sales and 
buying power. The columns on Effec- 
tive Buying Income and Quality of 
Market Index are both used for the 
purpose. The “Buying Power Index’ 
column is used in the setting of 
quotas for distributors.” 


4. Uses That Can’t Be 
Pigeon-holed 


a. Routing the Sales Force 


Sales costs can be lowered and 
efficiency increased, if wasteful or 
useless travel is eliminated. One sales 
manager reports that in an Iowa ter- 
ritory he discovered by plotting Sur- 
vey potentials against reported travel 
time that his salesman was spending 
15% of his time in cities that pro- 
duced 75% of his business, and 85% 
of his time in the “thin” and “dead” 
areas which were good for only 25% 
of his volume. 


b. Marketing a New Product 


When a company puts out a new 
product for which it has no compara- 


tive data in its files, or for which there 
are no association or Census data, the 
Survey can be used as the sole basis 
for estimating potential sales, but it 
will have to be done on a trial-and- 
error basis until experience indicates 
the factor or combination (such as 
families, total sales, sales of a store- 
type, or income) with the highest 
correlation. 


¢. Quality of Market Index 


One of the largest distillers reports 
that his problems on one brand are 
quite different from the others. For 
his low-price brands, “Buying Power 
Quota” is most valuable, but on his 
first-line brand, the Quality of Mar- 
ket Index (last column in the tables) 
is his key to most responsive markets. 


d. Determining Weighted 
Sales Potential 

The “Buying Power Index” is a 
weighted figure (5 points E.B.I., 3 
points retail sales, 2 points popula- 
tion) which has been found satisfac- 
tory by the majority of manufacturers 
who supply articles which might be 
labeled “comfort” or “luxury” items. 
To those who make low-priced mass- 
consumption articles, the factors of 
total population and retail sales vol- 
ume in specific store categories take 
on added importance. A large food 
company, for example, assigns 4 
points to population, 4 points to food 
store sales, and only 2 points to Effec- 
tive Buying Income. The U.S.A. per- 
centages which are not shown in the 
Survey (store categories) may be 
computed by the subscriber or are 
available from Market Statistics, Inc., 
432 Fourth Avenue, N. Y. C. 16, N. Y. 


e. Food Business Quotas 


Many companies develop their own 
potentials from Survey data instead 
of using the “Buying Power Index” 
column. At Kraft Foods Company, for 
example, a department head reports, 
“We use SM’s figures, weighted Food 
Store Sales 5 points, Effective Buying 
Income 8 points, Population 2 points.” 

Media decisions for Reid and Mur- 
dock are based upon detailed maps 
which show counties in green where 
food sales are above average in dol- 
lars; blue 65% to 99% of average; 
red and brown, far below average. In 
top counties, families spend upwards 
of $1000 annually for food, in poor 
ones less than $300. 


f. Deciding on New Branches 


The Miles Shoe Co. reports that the 
Survey is used both by the Sales De- 
partment and the Real Estate Depart- 
ment to determine whether or not a 
town warrants a Miles store. 

The United States Rubber Co. uses 
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the Survey often in the planning of 
locations for new plants or distribu- 
tion branches, in addition to choos- 
ing distributors according to a logical 
pattern. 

Other representative’ companies 
using the Survey to locate new sales 
branches or factories include Colum- 
bia Records, Inc:, General Electric 
Co., Lamp Division, Conmar Prod- 
ucts, Inc., Wheeling Corrugating Co., 
Nesco, Inc., Nash-Kelvinator Corp., 
Hood Rubber division of B. F. Good- 
rich Co., Celotex Corp., Sears Roe- 
buck & Co., Prudential Life, Fedway 
Div. of Federated Department Stores. 

Pabco Products, Inc., often uses the 
Survey to determine the extent of the 
market which would be served profit- 
ably from a proposed new industrial 
location. 


g- Setting Up 
Panels and Surveys 

In any survey operation it is most 
important to be sure that it is repre- 
sentative. Many of the Survey data 
are used by professional research or- 
ganizations, agencies and manufactur- 
ers to properly weight their samples 
according to geographical location, in- 
come, sales, etc. The R. T. French 
Co., for example reports two major 
uses of the Survey: (1) in the estab- 
lishment of sales boundaries and (2) 
as the quota sampling bases for the 
geographic and population density 
characteristics of their national con- 
sumer panel. 


h. Courts and Government 

A very frequent use of Survey ma- 
terial is in the preparation of argu- 
ments and briefs before courts and 
quasi-judicial bodies. Practically every 
major or feeder air line uses Survey 
data at Washington hearings, and as 
an officer of Continental Air Lines, 
Inc., puts it, “We obtain your current 
figures on population and retail sales. 
Such figures are used in new route 
cases before the Civil Aeronautics 
Board, and the Survey is accepted as 
the source to use when current census 
figures are not available.” 


i. Would This Be 
a Good Investment? 


The Hartford Fire Insurance Co. 
uses the Survey to help in the analysis 
of municipal bonds proposed for in- 
vestment. “The figures giving the esti- 
mated per capita buying power and 
the family income figures are indica- 
tive, we feel, of the character of the 
community and its general economic 
background, It also makes for a handy 
comparison of one community with 
another, or with a state or region. We 
also use it as a source for up-to-date 
estimated population figures. 
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OF PENETRATION 


cuts through to the buying impulse 


When you advertise your goods or services in 


THE CHRISTIAN SCIENCE MONITOR, your sales 


message penetrates right to the heart of the 
buying impulse of this important market. That is 
because readers of this international daily news- 
paper rely thoroughly upon both its news and 
advertising columns. They have proved its relia- 
bility, and they make it a practice to buy products 
advertised in this their favorite newspaper. 


In fact, manufacturers find many times that 
consumer resistance actually develops into con- 
sumer insistence, when their advertising appears 
in the MONITOR. Readers of the MONITCR ask 
for the brand they have seen advertised in this 
newspaper. 

In addition, the “spendable income” — money 
available for worthwhile products —is well above 
the average among MONITOR readers. Many 
national advertisers have found that a regular 
schedule of advertising in the MONITOR increases 
sales at modest cost. We shall be very glad to 
prepare such a custom-built program of adver- 
tising for you. ~THE CHRISTIAN SCIENCE 
MONITOR, One, Norway Street, Boston 15, Mass. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE 
ADVERTISER SAYS: “We feel that we can state without qualifi- 
cation that the advertising that we do in The Christian Science 
Monitor is the most ‘resultful’ to a dollar of any newspaper 
advertising that we do.” 


News, Advertising, Readership 


Devoted to Building a 


The he H RI STIAN Better Civilization 


S i I E N C E Branch Offices 


NEW YORK: 588 Fifth Avenue 


An Interna 


r CHICAGO: 333 N. Michigan Avenue 
MONITOR [RRepaeeee 
tiono! Doily Newspope LONDON, W.C. 2: Connaught House, 

163 /4 Strand 


. Listen every Tuesday night to 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


Setting Sales Quotas 
Accurately and Painlessly 


The availability of Survey of Buying Power data on IBM cards has, over the past six 
years, greatly facilitated the analysis of markets for setting distribution and advertis- 
ing quotas. Dr. Jay M. Gould, Research Director of the Survey, and Managing Director 
of Market Statistics, Inc., summarizes below typical problems and solutions that can 
now be conveniently handled with these new IBM techniques, with some new examples. 


The Meaning of a Potential 

Two important questions asked by 
all sales managers concerned with the 
problem of regional allocations are: 
“What will be the sales of Area A?” 
and “What could they be?” The an- 
swers will generally differ because 
the questions are really radically dif- 
ferent in concept. The former is con- 
cerned with a forecast, the second 
with .a potential; and these are not 
interchangeable concepts. 

The sales potential is the more 
basic of the two. In any given area 
actual sales of a product may, for a 
variety of reasons, be regarded as 
extremely low or extraordinarily high. 
In advance of the actual sales experi- 
ence, however, we can conceive of a 
definite sales potential which could be 
attained from the expenditure of a 
certain amount of sales effort, if the 
relevant economic factors were in 
“normal” operation, i. e. if the poten- 
tial truly reflected the economic re- 
sources of the area. 

Data in the Survey can serve to 
indicate the market potential for a 
wide variety of goods designed for 
the ultimate consumer or the indus- 
trial user. 


Setting Quotas 


Take the problem of a sales man- 
ager distributing a new product, for 
which there is no previous sales ex- 
perience. He wishes to establish sales 
potentials, let us say, for Area A as 
against Area B. The problem can be 
reduced at this stage to one of rela- 
tive proportions—to establish for each 
area percentages of a sales total which 
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can later be fixed for the company 
as a whole. 

If Area A has twice as large a 
population as Area B, does it follow 
that its sales potential will be twice 
as large? The answer might be yes 
if the product were a low-priced staple 
commodity with a mass appeal. 


The Population Factor 


The sales of table salt might be 
expected to follow the distribution of 
population, for there do not appear 
to be any economic, social, or climate 
differences that would introduce re- 
gional variations in per capita con- 
sumption of table salt. But for many 
other staple goods, other economic 
factors may come into play where 
differences should be allowed for in 
per capita consumption. Per capita 
consumption of bakery products in two 
areas may differ because of differences 
in the age distribution of the popula- 
tion of the two areas, in average family 
size or in climate, making for variations 
in per capita bread consumption. Such 
questions should be raised, though it 
may be decided that such differences 
are small enough to be ignored. 

The point to be stressed is that the 
existence of wide variations in per 
capita sales leads to the search for 
some other market factor or factors 
that will help predict or anticipate 
these variations. 


The Income Factor 

But suppose the product under con- 
sideration were a relatively high- 
priced food, whose appeal would be 


expected to be greater in an area 
having a higher level of income. Then 
it can be argued that area potentials 
should bear the same relation to each 
other as area population weighted by 
the average per capita income. This 
is mathematically equivalent to say- 
ing that the area potentials are in 
the same proportion to each other as 
the area incomes. In other words, if 
Area A has twice the income of Area 
B, it should have twice the bread 
potential. 

We have noted only two of the 
many possible significant factors—pop- 
ulation and income—in accounting for 
sales variations in a wide range of 
consumer products, although we can 
show that these are, generally speak- 
ing, the most important. A large num- 
ber of factors can be accounted for if 
the technique of multiple correlation 
is employed. 

The multiple correlation technique 
is designed to measure the statistical 
importance of any particular factor in 
“explaining” why actual sales vary 
from expected or “potential” sales. If 
a set of factors is adjudged to be sig- 
nificant enough for inclusion in the 
analysis, the correlation procedure will 
yield some system of weights to be 
assigned to all significant factors in 
arriving at a “potential” sale. 

That population and income are of 
great importance in evaluating the 
sales potential of an area follows log- 
ically from the fact that all consumer 
goods can be considered to have vary- 
ing degrees of attractiveness to con- 
sumers, depending on their income 
status. At one end of the range are 
the low-priced “necessities,” the de- 
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Here was a new kind of paper napkin de- 
veloped by the Scott Paper Company. It 
was strong even when wet. Creative imagina- 
tfon devised a series of tests to dramatize 
this ‘“‘wet strength.” But, which of these 
tests would be most dramatic to TV audi- 
ences? Experiments were made on a “‘live”’ 
camera in the Thompson TV Workshop... 


While these tests were being made 
in our Workshop they were being 
viewed under actual broadcast condi- 
tions on television sets in J. Walter 
Thompson Company’s office. Thus, 
it was possible to pick the most effec- 
tive demonstration... the famous 
Scotkins ‘“‘apple dunking”’ test 


The J. Walter Thompson Company TV Workshop 
helps give the answer 


—how best to dramatize your products advantages 


The J. Walter Thompson 
Company Television Workshop 
is now over a year old. 

A fully equipped studio, the 
Workshop has a Dage television 
camera, sound motion picture 
cameras and projectors, and sets 
lighted by batteries of Kleigs. 

A closed-circuit cable connects 
the Workshop with sets in the 
Thompson office. Thus, when a new 
commercial is being created in the 
Workshop, the whole group of 
Thompson people concerned can 
watch its development. 


On sets in the office they see the 
1955 


commercial as it would appear in an 
actual television broadcast. This saves 
time and money, since each step 
is checked by the group as work 
progresses. 


The group can make sure your 
product looks right on television. 
They can help select models. Any 
flaws in the commercial can be 
picked out and quickly eliminated 
—before ineurring the costs of fin- 
ished production. 


Because the Television Workshop 
serves as a “‘proving ground’’ where 
the creative minds and the technical 
minds can work out problems to- 
gether, even the best ideas are given 


an additional lift. The end result 
is more effective commercials, made 
to a higher standard of quality. 

If you would like to know more 
about the Television Workshop— 
or see it in action the next time you 
are in New York—write to the 
J. Walter Thompson Company, S5, 
420 Lexington Avenue, New York 
17, New York. 

Other Offices in: Chicago, Detroit, San 
Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, 
Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, 
Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Nairobi, 
Durban, Bombay, Calcutta, New Delhi, 
Sydney, Melbourne, 


mand for which depends mainly on 
the number of consuming units. At 
the other end, are the relatively high- 
priced “luxury” goods, the demand 
for which will vary in relation to the 
income status of the prospective con- 
sumers. We would expect the regional 
distribution of the sale of Cadillacs to 
be heavily influenced by the income 
factor, whereas the income factor 
would be of relatively little impor- 
tance in the regional distribution of 
table salt. 

The early attempts of market re- 
searchers to adapt magazine circula- 
tion data for use in distributing sales 
stress the importance placed on the in- 
come factor. They assumed that the 
purchase of certain magazines might 
reflect the existence of a market of 
high “quality.” Similar reasoning at- 
tended the use of regional data on 
residence telephones in use, income 
tax returns per 100 homes, and even 
the number of wired homes. 

These expedients are no longer nec- 
essary. Income figures collected in the 
1950 Census of Population provide a 
rich body of data allowing the area 
income totals to be distributed among 
income groups, as we shall show 
below. 


The Sales Factor 

Another key factor in evaluating an 
area’s sales potential is its degree of 
retailing concentration. A market po- 
tential depends not only on the num- 
ber and character of its residents, but 
also on the number of consumers from 
outlying areas who through habit, 
accident, or necessity come into the 
market for specific types of purchases. 
This factor is of a fairly constant char- 
acter and may be measured fairly ac- 
curately by the use of data on sales 
of retail outlets in the Survey, pro- 
jected from the Census of Retail 
Trade. It underlines the importance 
of choosing a suitably defined sales 
area, a point to which we shall return 
later. 

The difficulty in using data on sales 
of retail outlets as an indicator of the 
demand for a specified product is that, 
except perhaps in such a case as the 
sales of gasoline service stations, the 
given product usually forms a very 
small proportion of the sales of retail 
outlets classified in many different 
ways. A typical drug product, for ex- 
ample, will be sold through outlets 
classified as drug, general merchan- 
dise, or food, and the total sale will 
include a host of products whose sales 
potential may diverge considerably 
from that of the drug product. 

For this reason, it is frequently 
more desirable to establish a potential 
for a commodity or service, not by 
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sales estimates of certain types of out- 
lets, but at least in part on the demand 
for that product as indicated by the 
number and income characteristics of 
its potential consumers. 

In recognition of the importance of 
the population, sales and income fac- 
tors, a formula devised many years 
ago by SALES MANAGEMENT has been 
found to offer reasonable area sales 
quotas for many consumer goods that 
are neither low-priced staples nor high 
value luxury goods, and that are sold 
through standard retail outlets. This 
formula assigns a weight of 2 to an 
area’s percentage of total population, 
a weight of 3 to the area’s percent- 
age of total retail sales, and a weight 
of 5 to its percentage of total dispos- 
able income, to yield what we call 
the Buying Power Quota. Correlation 
analysis in which the sales of a given 
product are expressed as a mathemat- 
ical function of so-called “independ- 
ent” quantitative factors will yield 
weights similar to those employed in 
the Sates MANAGEMENT formula. If 
the analysis is to proceed to an inves- 
tigation of all sales areas, it is desir- 
able to limit the independent factors 
to those for which quantitative data 
are available for all counties. 

The Buying Power Index is only 
one of many possible combinations of 
Survey data that have been devised 
to approximate market potentials. Ex- 
perience is the only guide, since indi- 
vidual goods and services have their 
own particular characteristics. The ex- 
amples below illustrate only some of 
the many different approaches. In all 
these cases, it is the use of punch 
card equipment that makes possible 
the reduction to manageable propor- 
tions of what would otherwise be an 
insuperable burden of tedious tran- 
scription and calculation. 


To Evaluate 
Sales Performance 


Before discussing specific industry 
applications, a word about the general 
use of IBM punch cards for sales and 
promotion analysis. More and more 
companies of all sizes are increasingly 
adapting their accounting procedures 
and sales records to punch card equip- 
ment. This offers many new opportu- 
nities for evaluating sales perform- 
ance. If a sales figure for an area or a 
product is expressed as a percent of 
the company total, comparison with 
some objective indicator of the poten- 
tial, also expressed as a percentage, 
will draw immediate attention to the 
area or product for which sales are 
significantly greater or less than po- 
tential. 

We reproduce actual IBM layout 
cards on page 45, indicating the num- 
ber and diversity of market factors 


underlying the data in the Survey 
which can be reproduced for special 
analyses. IBM cards contain 80 col- 
umns which permit including on a 
single card information on company 
sales, codes to identify the area (which 
can refer to states, counties, cities, 
metropolitan areas, or any combina- 
tion thereof), alphabetic description 
of the area, plus as many as six or 
seven of the market factors most ap- 
plicable to a particular product. 

After a sales manager, or market 
research head, has decided which fac- 
tors are of chief concern to him, he 
can take a set of county cards con- 
taining this information and _ rear- 
range them to conform to his sales 
areas, based on the county-by-county 
definition of each area. The cards can 
then be run through an IBM listing 
machine, to yield potentials, subto- 
taled for each area, which can be 
compared with actual sales. 

The selection of market factors for 
any particular product depends in 
great measure on what economists call 
its “elasticity of demand.” In simple 
terms—the degree to which its appeal 
is that of a low-priced necessity or 
high-priced luxury item or service. 
For products with a mass appeal, 
population would receive most weight. 
Luxury-type products would give 
most emphasis to income, and within 
income, to those groups falling into 
the higher income brackets. At the 
same time, retail sales should also re- 
ceive some weight, because an area 
may have both consumers and suffi- 
cient income, but the demand will not 
be effective unless there are sufficient 
outlets to realize the sales potential. 


Modifications of 
“Buying Power Index”: 
Products with Mass Appeal 

The principle of using population, 
sales and income as the basic three 
factors (as in the Buying Power Index) 
can be used for all types of goods. A 
large food manufacturer regularly uses 
the Survey cards, giving a weight of 
4 to population, 4 to food sales, and 
2 to income (all factors expressed as 
percentages of U. S. A.). This type of 
formula, suitable for low-priced ne- 
cessities, has also been successfully 
applied to such products as shoes, 
tobacco, work clothing, and drug 
products. In the past year, about a 
dozen large food processors have used 
Survey cards, with particular empha- 
sis on population and food sales. 

A formula applicable to higher- 
priced products, used by a leading 
manufacturer of washing machines 
and other appliances, assigns a weight 
of 2 to number of families, 2 to 
sales of furniture-household appli- 
ances-radio stores, and 6 to income (all 
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We present here the IBM cards underlying all data published 
in the 1955 “Survey of Buying Power,” and which are there- 
fore available for the analysis of markets, both consumer and 
industrial. The first set of four cards relates primarily to con- 
sumer goods. Card 1 offers basic data on population, families 
and income available for the U. S., states, counties, cities and 


available for all counties. In this card columns 7 through 36 
indicate the number of consumer units respectively earning in 
1953, after taxes: $0 to $2499; $2500 to $3999; $4000 to $6999; 
$7000 to $9999; and over $10,000. Columns 37 to 71 inclusive 
indicate the total earnings of consumer units falling into each 
income group. Total earnings for all five 


groups equal the net 
metropolitan areas. Card 2 offers for the same areas the basic 


data on retail sales and its main components. Card 3 indicates 
those market factors taken from Cards 1 and 2 that are most 
commonly used in the analysis of consumer markets. Card 4 
presents the new data on the distribution of net income, now 


buying income total for counties shown on Card 1. 


The four industrial cards offer the basic data on number of 
plants and employes in each of the 19 two-digit industrial 
classifications recognized by the Census Bureau. 
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Impressions 
for *2.80... 


and still going strong 


For more than ten years, the familiar little trade- 
marked figure of Reddy Kilowatt has been doing 
a selling job for electric companies on the surface 
of this business gift Zippo. 

You can see from the honorable marks of use 
how the owner keeps his Zippo constantly with 
him! Each time it flashes into flame, the donor’s 
business message flashes into view—an estimated 


73,000 times to date! 


That's mileage for a message — frequency of 
impression, and impact you seldom get in ary 
other woy! What better way to have your trade- 
mark seen and discussed? 

Men become so attached to faithful, easy- 
lighting Zippos that they carry them everywhere! 
Your message will be seen by scores of people 
daily—at business meetings and on outings and 
social occasions, for many years. The man you 
give a Zippo to will never give it up! Yet the 
investment is very modest. Send coupon now! 


ZIPPO MANUFACTURING CO., Dept. S-34, Bradford Pa. 


Please give me full information about business gi 
Name 
Firm 


Address 


S REDDY KILOWATT. 
ss ee 


Reddy Kilowatt is a registered 


trademark and is used by permission. 


LIGHTS EASILY... 
ANYWHERE... ALWAYS 


Zippo Manufacturing Company, Bradford, Pa. 


In Canada: Zippo Manufacturing Co., Canada Lto., 
Niagara Falls, Ont 


ft Zippos. 
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expressed as percentages of U. S. A.). 
In this case families are substituted 
for population, as should be the case 
wherever the product is sold on a 
household basis, rather than to per- 
sons. Similar formulas have been suc- 
cessfully used by manufacturers of 
refrigerators, vacuum cleaners, sewing 
machines and ranges. 


Products with Quality Appeal 

For a wide variety of high-priced 
products, reliance on the income fac- 
tor alone, no matter how heavily 
weighted, is not desirable because the 
income percentage is based on an 
aggregate. The total income figure 
for a county or city will include in- 
come of all classes, and frequently the 
contribution of high income families 
will be dampened by the income of 
low income groups. 

For this reason, the income distribu- 
tions underlying the income totals in 
the Survey (see card 4, page 45) 
offer far better indicators of potential 
for high quality products. Consider, 
for example: 


Income of 
Consumer 
Units earn- 
Popula- ing over 
tion $7,000 
(in i (in 
thousands 
664.7 997 , 636 
1,364.8 1,077,431 


thous. 


Westchester, N. Y. 
St. Louis, Mo. 


Ratio ; -487 : .926 


The population factor credits St. 
Louis (county and city) with more 
than twice the potential of West- 
chester. Manufacturers of table salt 
will probably find this accords with 
their sales performance in these areas. 
For higher-priced products, the in- 
come factor credits St. Louis with 60 
percent more potential than West- 
chester. However, with respect to the 
income of consumer units earning over 
$7,000, the two areas are very close 
in potential. One would expect the 
two areas to account for equal sales 
volume for such products as quality 
liquor brands, cars falling into the 
Mercury and Buick price classes, high 
fidelity radio-phonograph equipment, 
etc. Turning finally to income of fam- 
ilies earning over $10,000 (income 
data for such families available on 
IBM cards although not published in 
the Survey), we find: 


(in thousands of dollars) 


Westchester 755,243 
St. Louis 669,676 


The Westchester potential for the 
sale of Cadillacs, and similar products 
aimed at consumers earning over 
$10,000 per year, would appear to be 
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20 percent greater than that of St. 
Louis. 

The marketing importance of in- 
come distributions can be underlined 
by this fact. The sales response to 
practically all goods and _ services, 
other than basic necessities, will bear 
some relationship to the income of 
the consumer. These relationships can 
be fairly easily determined by sam- 
pling surveys. A recent survey of life 
insurance ownership conducted by the 
Survey Research Center of the Univer- 
sity of Michigan indicated that about 
50 percent of all families earning 
under $2,500 were insured, whereas 
the percentage for families earning 
between $2,500 and $4,000 was about 
80, and for families earning over 
$4,000, the percentage was about 92. 
These percentages could then be ap- 
plied to the number of consumer units 
falling in each income bracket, to 
yield for each county a theoretical or 
potential number of units that should 
carry life insurance if the national ex- 
perience were duplicated in each 
county. The life insurance industry 
could then determine, by comparison 
with actual numbers of persons in- 
sured in each county, which counties 
have as yet not tapped their full life 
insurance potential. 

While the life insurance industry is 
peculiarly fortunate in being able to 
assemble sales data on an industry 
basis, the same procedure can be fol- 
lowed on a company basis. The dis- 
tribution of a particular quality brand 
of liquor could be established by set- 
ting up a system of graded weights 
on consumer units falling in each in- 
come bracket. In this way, a weighted 
potential can be set up for each 
county, expressed as a percentage of 
total expected company sales. This 
would highlight areas where sales do 
not reflect the full potential of middle 
and high income brackets. 

Eventually, the results of the great 
Bureau of Labor Statistics 1950 study 
of consumer expenditures will be 
available, which will show the effect 
of income groupings on a wide variety 
of consumer expenditures for housing, 
fuel, housefurnishings, food, tobacco, 
liquor, clothing, medical care, recrea- 
tion, reading, transportation and insur- 
ance. This information when applied 
to the Survey data on income break- 
downs, will permit a great extension 
of our present knowledge of regional 
marketing patterns. 


Urban Demand 


Consumer demand for a wide vari- 
ety of goods and services seems re- 
lated to the degree of urbanization of 
an area, as well as to other factors 
discussed above. Of two counties with 
equal population and income, the one 
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that is more “urbanized” will have 
consumer expenditure patterns geared 
to a certain urban way of life—greater 
proportionate expenditures on con- 
sumer services in general, such as 
rent, recreation, personal services, in- 
surance and on such goods as fashion 
apparel lines, men’s accessories, and 
jewelry. This fact suggests the desir- 
ability of constructing a special “Index 
of Urban Demand” which will give 
emphasis to this urban factor. This 
index is similar in structure to the 
Buying Power Index, except that for 
each county we use its urbanized pop- 
ulation (expressed as a percentage of 
total U. S. urbanized population) in 
place of total population in deriving 
a weighted index of urban buying 
power. 

As an example, a large manufac- 
turer of high style belts, braces, gar- 
ters and jewelry has constructed an 
index of urban demand by giving a 
weight of 3 to urban population, 3 to 
retail sales and 4 to income, all ex- 
pressed as percentages of the U. S. 
After weighting these three factors we 
add them to arrive at the index of 
urban demand. The degree to which 
this formula steps up the potential for 
urban areas is illustrated below, for 
instance, for a rural and urban county 
in Alabama: 


Percentage of U. S. A, Autauga Jefferson 


Population... . . .0108 3734 
Urban population. . ... .0040 .4629 
Sales... . 0036 -3612 
Income not Cee 3416 
a Wh Gees scenes -0056 3538 
index of Urban Demand.......... .0042 -3839 


Here the rural county—Autauga— 
having much less of an urban popula- 
tion (.0040% of USA total) than total 
population (.0108) therefore has an 
index of urban demand (.0042) which 
is 25% less than its BPI. Jefferson 
county on the other hand, being heav- 
ily urbanized, has an index of urban 
demand which is 9% greater than its 
BPI. In this way the urban demand 
index will give a special boost to all 
urban counties, at the expense of the 
rural counties, totaling 100% for all 
counties in the U. S. This index can 
thus be used by all manufacturers and 
distributors who have felt in the past 
that for their products the BPI throws 
too much emphasis on rural areas. 


Relation of Consumer Demand 
to Commercial and Industrial 


Many manufacturers find that the 
demand for their products may not be 
confined to consumer markets, but 
may overlap the industrial and com- 
mercial markets too. One example 
would be producers of materials and 
equipment used in the construction of 
homes, factories and commercial es- 


| The “local-ness” 


of daily newspapers gives 
ACB two important jobs to do 


ACB supplies proofs-of-insertion for 

more than 1600 publishers... and 

14 Newspaper Research Services to 
over 1,100 merchandisers. 


There are 1,393 cities in the United 
States in which daily newspapers 
are published. 

Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 
media combined! 

The “‘local-ness’’ of each of these 
markets is the great reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 
local merchant. It lets advertisers 
aim their sights at a single com- 
munity rather than at a national 
statistical average. 

A “Clearing House”’ for Advertisers 
It is also the “‘local-ness’’ of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. Newspaper publishers in 
practically all of 1,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 
proof-of-insertion copies from a cen- 
trally located clearing house. ACB 
took the job and handled it with 
better than 95% accuracy. 

’ Once again the “‘local-ness’’ of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know “‘who’”’ 
advertised ‘‘what”’ in these 1,393 
local and widely separated markets. 

Thus began the ACB Newspaper 
Research Services described at 
length in the column on page 38. 


ACB furnishes a complete, accurate & dependable service 


See page 38 for listing 
of ACB Service Offices 


tablishments. Another example may 
be the problem of fire insurance com- 
panies whose coverage rates differ 
with respect to homes, plants and 
commercial establishments. In such 
cases, county potentials may be de- 
veloped as follows: National (or state 
wide) aggregates have to be estab- 
lished for each of the three types of 
demand. Each may then be automat- 
ically distributed among all counties, 
using the number of occupied homes, 
expressed as a % of the USA, to in- 
dicate the relative importance among 
all counties of consumer demand. In 
the same way the industrial aggregate 
may be apportioned among all coun- 
ties by use of data available on IBM 
cards on the number of factory em- 
ployees in 1954. Finally, it has been 
found that the % of USA retail sales 
is so highly correlated with such types 
of commercial activity as wholesaling, 
finance, insurance, utilities, warehous- 
ing, etc., that it can be safely used to 
distribute any commercial aggregate. 
The results may be illustrated by con- 
sideration below of estimates of fire 
insurance potentials for two counties 
in Massachusetts, obtained by use of 
the above three factors to distribute 
state-wide aggregates: 


Thus in the above estimates, proper 
emphasis has been given to the 
greater relative importance of manu- 
facturing in Worcester as compared 
with Suffolk. 


Other Uses of Survey 
Data on Cards 


a. Classification By Size and Mark- 
ket. Many companies find it desirable 
to regroup cities into various classi- 
fications not found in the Survey. The 
IBM cards facilitate the distribution 
of city cards into size groupings for 
population, families, retail sales, etc. 
Certain interesting market character- 
istics emerge from such analysis. Al- 
though per capita and per family in- 
come vary directly with city popula- 
tion size, the largest per capita food 
sales are found in cities with popula- 
tions of between 2,500 and 50,000; 
the highest general merchandise sales 
per capita in cities with populations of 
between 250,000 and 1,000,000; the 
highest per capita sales of home fur- 
nishings, radios and appliances in 
cities with populations of between 


100,000 and 250,000; the highest 
per capita automotive sales in cities 
with populations between 25,000 and 
50,000; and the highest per capita 
sales of drugs in cities with popula- 
tions of between 100,000 and 500,000. 

b. Nielsen Areas. A common pro- 
cedure followed by many companies 
and agencies is to distribute all county 
Survey data into the five Nielsen size 
classifications, which can then be sub- 
totaled regionally. 

c. Curtis Market Areas. All 3,072 
county cards are annually distributed 
and subtotaled into the 501 market 
areas delineated by the Curtis Re- 
search Department. Other national 
breakdowns in use include the 613 
Hearst Areas and 84 areas defined by 
the National Wholesale Druggists As- 
sociation. 

d. Television Areas, The major 
broadcasting networks all use Survey 
data on cards to work out market data 
subtotals for television areas. 

e. Survey cards carrying data on 
households are used as a base to es- 
tablish current circulation coverage 
ratios for all major magazines. Eleven 
cooperating advertising agencies in 
Chicago recently broke down the cir- 
culations of 60 leading magazines by 
counties and metropolitan areas, re- 
lating circulation figures to Survey 


MOVING A PLANT? 


TAKE THESE FOUR STEPS: 
© Call your local North American Agent , 


® Explain your moving problem 


© Accept his experienced counsel 


© Use his unlimited facilities 


North American Van Lines is equipped to 


move your office equipment and the house- 


hold goods of all affected personnel safely 


and swiftly to your new scene of operations. 
Save days of down-time . 


transferred employees happy with a “wife- 


approved” North American move. 


LS 


. make your 


Look for this dependable trade-mark 
under ‘“Movers’”’ in the yellow pages 
of your phone book. 


| Write for this interesting booklet on company-paid moving service. * Address Dept. SM-55 


NORTH AMERICAN VAN LINES, Inc. 


GENERAL OFFICES: FORT WAYNE I, INDIANA 


North American Van Lines Canada, Ltd. roRONTO, ONTARIO 
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A MORE THAN 1,100,000* WESTERN 


...Goes home with the homemaker (s) 


e WESTERN FAMILY is distributed monthly 


through the 


5,000 stores that account for 


MORE THAN HALF of the West’s retail food 
sales volume. These 5,000 leading Western 
grocers demand more and more copies of 
WESTERN FAMILY Magazine each month. 


It takes consistent READERSHIP for DE- 
MAND to exceed SUPPLY. 


For facts, see WESTERN FAMILY in 
NEW YORK e CHICAGO e 


SAN FRANCISCO 


GUARANTEED CIRCULATION —1,100,000* 


*Grocer Paid Circulation—1,170,950—April, 1955, issue 


data. A similar study was also made 
by them on newspaper circulation. 
Survey cards are also used as a base 
to establish number of radio and tele- 
vision homes, by county. 

f. Supermarket Sales by County. 
The research department of The 
American Weekly has used IBM Sur- 
vey data on foods sales to segregate 
sales of supermarkets. Ratios of super- 
market sales to total food sales have 
been found to range from under 25 
percent in Cook County to over 75 
percent in Los Angeles. 

g. Growth Factors. Data on house- 
holds taken from successive Surveys 
have been found to be useful in es- 
tablishing growth trends, by county, 
in residential construction. 

h. Many users of Survey data are 
interested in maintaining back series 
for each county and city in order to 
isolate divergent regional trends. One 
difficulty in the use of past Surveys of 
Buying Power for such a purpose is 
that we do not publish past estimates 
for changes in level resulting from the 
publication of new and more accurate 
information available from the Census 
Bureau. Although on the whole valid 
indications of trend movement will 
emerge from comparisons of estimates 
in the 1955 Survey with past Surveys, 
there will be occasional discrepancies 
due to revision of levels. For those in- 
terested in long term trends by coun- 
ties, Market Statistics, Inc., has devel- 
oped sets of IBM cards containing 
comparable data on population and 


sales for 1939, 1940, 1948, 1949, 
1950, 1951, 1952, 1953, and 1954, 
covering all counties. Indices of 
change have been calculated and com- 
pared with the national change. 

i. Calculation of Discretionary In- 
come. Calculations have been made of 
“subsistence” expenditures, by county, 
for food and housing. When deducted 
from net effective income, these yield 
a measure of “discretionary” income, 
available for non-essential expendi- 
tures. 

j. Forecasts of Market Data. Several 
large companies use Survey data on 
cards to project trends for one-to- 
three-year periods, in an effort to 
avoid basing current quotas entirely 
on past experience. 

k. Degree of Retail Concentration. 
Users of Survey data will note that 
frequently the retail sales of an area 
will exceed the net income. This does 
not mean that the residents of the 
area are living beyond their means, 
but that the retail outlets of the area 
are serving many residents of contigu- 
ous areas. Per-capita sales ratios of 
many areas will reflect, therefore, not 
only the income level of the area, but 
also the degree of retailing concentra- 
tion—the extent to which retail sales 
are boosted by sales to residents of 
other areas. A county index of retail- 
ing concentration, useful for certain 
marketing problems, has been con- 
structed by dividing the retail sales 
percentage by the income percentage. 
In the case of goods sold directly to 


consumers, potentials based on sales 
data should be adjusted for variations 
in the degree of retailing concentra- 
tion. 

Another measure of retail concen- 
tration may be obtained by multiply- 
ing the population of each area by 
some average consumption ratio (e.g. 
per capita sales for the U. S.) and 
subtracting such “resident consump- 
tion” from the sales total, to yield 
estimates of the sales to non-residents. 

]. Industrial Markets. Data on in- 
dustrial plants and employment are 
available on cards for all 3,072 coun- 
ties, and not just for the leading 100 
counties published in the Survey. The 
layout-form on page 45 indicates the 
nineteen industrial classifications for 
which such data are available. The 
only industrial classes omitted are 
ordnance and miscellaneous manufac- 
turing. 

See section on Industrial Potentials 
for discussion of various uses of 
Survey industrial data. 

The above can only suggest some of 
the many new developments made 
possible by the availability of Survey 
data on cards. The research staffs of 
SALES MANAGEMENT and Market Sta- 
tistics, Inc., will gladly offer, without 
charge, advice and consultation serv- 
ice on any marketing problem that 
may require such use of Survey data. 
Address communications to either 
SALES MANAGEMENT or to Market 
Statistics, Inc., 432 Fourth Ave., New 
York 16, N. Y., MUrray Hill 4-3559. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 
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This new Prudential building. largest and finest office build- 
ing in the Southeast. will be ready for occupancy in June. 
It will become headquarters for a number of important 
Southern companies, and will house the Regional Offices 


of many national firms active in the South. 


Excellent location for your business 
One of the many advantages of this superb building is its 
ideal location . . . in Jacksonville—gateway to the fastest 
growing state east of the Rockies. Florida has shown a 46% 
increase in population in the last 10 years, and according 
to the Bureau of Census the state is in for a whopping 34% 
gain between 1950 and 1960. 


Cross-Section of industry converging on Jacksonville 
New industries, large and small, are converging on Jackson- 
ville from virtually all sections of the United States. One 
reason is its convenience to all of the Southern states. Other 
reasons, as told to us recently by some of the new arrivals, 


include: excellent housing facilities, dependable personnel, 


moderate taxes and, of course. the fine temperate climate. 
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Strategic new 


business center for 


southern markets 


... the handsome 22-story Prudential Building 


in Jacksonville. Florida 


Telephone, Write or Wire 
For complete information and a colorful brochure about 
Jacksonville and the new Prudential building, telephone, 
write or wire: O. Forrest McGill, General Manager. The 


Prudential Insurance Company, Box 4579. Jacksonville. Fla 


Some Important Features 
of the New Prudential Building in Jacksonville 
e Extensive floor space that can 


accommodate very large offices 
all on one floor. 


Finest, largest and most mod- 
ern office building in Florida. 


Air-conditioned throughout. 


Auditorium available to ° Spacious parking area. 


papense ¢ Magnificent location overlook- 


ing Jacksonville Harbor and 


W ell located—just across bridge 
St. Johns River. 


from downtown Jacksonville. 
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SALES MANAGEMENT 


We present here, for the fourth suc- 
cessive year, a survey of industrial po- 
tentials which has no counterpart any- 
where else, not even in official Census 
of Manufactures records. We present 
current data on employment and value 
added for all counties in the U. S. that 
are of marketing significance in any 
one of twenty different industrial 
classifications. 

The data here record the tremen- 
dous shifts in industrial markets that 
have taken place in the post-war pe- 
riod, which, for some categories, such 
as electronics and aircraft, have in- 
volved radical transformations of in- 
dustrial marketing patterns. How 
many people realize, for instance, that 
one million more workers are em- 
ployed today in the electrical machin- 
ery and transportation equipment in- 
dustries than in 1947? Where are the 
new and expanded plants which ac- 
count for this tremendous expansion? 
Our tables following provide the only 
systematic record of these changes, 
which have occurred too rapidly to be 
tabbed as yet by an official agency. 
The results of the 1954 Census of 
Manufactures, which will constitute 
the first official recognition of these 
vast changes, will not be available 
until the latter part of 1956. 

Precisely because this information 
had never before been available, has 
it literally revolutionized the technique 
of setting sales quotas for industrial 
products. We know of no better way 
to illustrate this point than to cite 
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again an actual case, that of one of 
the nation’s largest manufacturers of a 
certain kind of equipment used in the 
apparel industry. For years, they wrote 
to us, they had been preparing their 
area quotas by using local directories 
listing the names of apparel manufac- 
turers. Here they ran into a common 
problem that (1) such directories are 
not uniformly available for al! areas, 
(2) many company names have no 
real existence, i.e., there is no plant 
operation associated with the name, 
(3) there is no way of evaluating the 
importance of any given name, short 
of an individual research job for each 
listed company. These difficulties in 
general have always impeded the job 
of setting systematic sales quotas for 
any areas other than the major metro- 
politan areas (for which Census data 
were available), not only in this par- 
ticular industry, but for all other in- 
dustries. 

When‘ the research department of 
this major supplier of apparel equip- 
ment saw our initial estimates of value 
added in apparel manufacture in 200 
leading counties, their first reaction, 
they told us frankly, was one of skep- 
ticism. This vanished completely, how- 
ever, when they transferred the SALEs 
MANAGEMENT data on to maps, color- 
ing each listed county, and compared 
this map with a similar map prepared 
from their sales records. The agree- 
ment between the two maps was close 
enough to convince them that here at 
last was an objective opportunity to 


Phe Survey of 


tadudiial Buying Power 


test the reasonability of their sales 
volume in one county as compared 
with another. Here again, they re- 
ported, they found substantial agree 
ment with their own sales experience, 
but now their interest was centered on 
areas in which divergences appeared 
between their sales figures and the 
SM potentials. 

At this point, they contacted the 
SALES MANAGEMENT research depart- 
ment, asking for an opportunity to 
check into our data at first hand. They 
explained in effect, that they were now 
convinced that our data offered them 
a chance to revise their sights, but 
that a thorough-going re-alignment 
would disturb so many sleeping dogs 
that they would be called upon to de- 
fend the new quotas against the most 
critical kind of scrutiny. We were nat- 
urally delighted, for this was precisely 
the problem we had anticipated, and 
described our techniques, as: we do 
below, but with more illustrative de- 
tail. Sufficient to say, our data, both 
published and unpublished, now serve 
as the basis of the sales quotas for this 
leading industrial supplier. 

Over the four years that the Survey 
industrial data has been available, 
many manufacturers have evolved a 
fairly standard technique for develop- 
ing industrial potentials. We may take 
as ar example a product such as valves 
and fittings useful, let us say, to plants 
in the following industries: chemicals, 
petroleum and coal products, primary 
metals and instruments. The manu- 
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-+- applying your product to the aH 
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FOR GREATER SALES 
PRODUCTION... HERE | 


With ADVERTISING (Mechanized Selling) " 
functioning properly on Steps 1-2-3 the sales- ( 
man can concentrate more of his valuable 
selling time on the important job of produc- 
ing finished orders. 


McGRAW-HILL PUBLISHING COMPANY, INC. -- cn = 
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tacturer is usually in a position to 
estimate what dollar potential he 
should (or hopes to) realize from 
each industry. Let us say for in- 
stance that he hopes for a sale of $2.4 
million to the chemical industry. His 
problem is to ascertain precisely where 
the potential can be realized. Since 
there are about 600,000 workers in all 
U. §. chemical plants, he may, by 
assuming a constant ratio of $4 per 
chemical worker, apply this ratio to 
our estimates of chemical employment 
in all counties of the U. S. to yield a 
theoretical chemical potential in every 
county, 

With the use of a county set of 
IBM cards, containing the employ- 
ment estimates in these four indus- 
tries, this procedure can be applied 
automatically to each industry so that 
for each county in the nation the sepa- 
rate industry potentials may be added 


to yield a county potential specially 
geared to the operations of the valve 
manufacturer. All the county poten- 
tials will add to the company total 
potential, and at the same time will 
reflect the different industrial struc- 
ture of every county in the nation. 
One manufacturer of a product of 
wide industrial use reported to us that 
the method described above was so 
successful that he was reluctant to 
allow us to report any specific details 
because they regarded their tech- 
nique of calculating potentials with 
our data as constituting a competitive 
advantage over other companies in 


the field! 


How the Data Were Derived 


Those familiar with industrial mar- 
keting data will know that the Census 
Bureau has never released data on em- 
ployment and value added by industry 
for all counties, chiefly because of the 
Census Bureau’s necessary adherence 
to the “disclosure” rule. Being pro- 
hibited by law from publishing any 
statistics that disclose information re- 
ported by individual companies, the 
Census has followed the practice of: 

(a) Showing employment for a par- 
ticular industry or locality only when 
three or more companies are involved. 

(b) Showing value data for any in- 
dustry or locality only when three or 
more companies are involved, and pro- 
vided also that one or two companies 
do not produce a very large propor- 
tion of the combined output of these 
industries. 

(The insistence on having at least 
three companies involved was based 
on the fact that publication of a total 
for two firms would enable either firm 


INDUSTRIAL PRODUCTION 


1946 
“ANNUAL AVERAGE—~ 
SOURCE: FEDERAL RESERVE BOARD 


GRAPHIC BY PICK-S. 8.1 


to establish the statistics of the other 
firm by subtraction.) 

Since manufacturing is highly de- 
centralized, there are countless num- 
bers of cases’ where a single firm or a 
pair of firms will dominate the entire 


- activity of a single county, and conse- 


quently would require concealment in 
Census publications. 

In preparing the estimates of em- 
ployment and value-added in 1954 
published here, it must be emphasized 
that no attempt was made to’ use 
unpublished Census materials, Our 
starting point was a tabulation of 
1947 Census of Manufactures data 
which showed for each county in the 
United States, the number of plants 
in each of three different size-cate- 
gories for twenty industrial classifica- 
tions. For each of these 180,000 
“cells,” oar research staff prepared es- 
timates of the average number of em- 
ployes, and of the average value- 


COLORADO: 
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BE SURE TO CHECK ALL FACTORS 
WHEN CONSIDERING A LOCATION TO SERVE THE 
GROWING WESTERN MARKET 


You will discover 


OGDEN, UTAH is the logical location due to: 


A central location to conveniently reach the entire western market. 
The largest rail switching terminal in the West. 
Electric Power rates 21% below the national average. 


Availability of natural gas. 


Eleven motor truck lines radiating service over 3 federal and 5 state highways. 


Level sites available at moderate cost. 
An ample supply of productive, loyal labor. 


Area complies with established industrial dispersion criteria. 
A community interested in the success of new business. 


All communications in strictest confidence 


WEBER COUNTY INDUSTRIAL BUREAU 


BEN LOMOND HOTEL 


SUITE 230 


OGDEN, UTAH 
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Lt0ck This Industrial Study... 
The only Survey 


OF ITS KIND... COVERING 
HORIZONTAL INDUSTRY 


Mill & Factory, in conjunction with a leading 

independent research organization, has just 

completed a new PRODUCT USE AND READER 

BUYING INFLUENCE STUDY... Over two 

hundred and fifty industrial products are 

now included ...A total of over 18,000 in- 

dustrial executives were surveyed to compile @ CAN PUT THIS STUDY 
this all-industry study... 


@ TO USE...IN YOUR OWN 


@ MARKETING PLANS 
»ee YOU 


Mill & Factory, with this study, offers you 
valuable market data on the proportion of 
industrial plants that are using your type 
of products... Furthermore it shows sales- 
managers how to get their sales message to 
the men their salesmen must see to sell... 
Mill & Factory is one publication that gives 
you the facts on how many readers have 
buying authority for your product line... 


Be sure to write for your copy of... 
PRODUCT USE AND READER BUYING 
INFLUENCE STUDY... 


Mills Factory 


A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET + NEW YORK 17, N. Y. 


a RRR eR RN RT > RMT 
fa j : 
regardless of title 7 
Mill & Factory reaches the men, your salesmen must see to sell! 
MAY 10, 1955 


for manufacturing? 


W 


H 
Y 
$ 


Is ample power available 


Can industries operate all 
year without weather hazards? 


Does Lubbock’s trade area 
produce \ of the nation’s cotton? 


Is Lubbock the 3rd fastest 
growing major city in the U. S.? 


INDUSTRY PROSPERS IN LUBBOCK, TEXAS— 


BECAUSE Electric and natural gas 
companies have facilities 
valued at $225,000,000. 


BECAUSE 3,550 hours of sunshine 
annually give the area a 
mild climate 


BECAUSE Abundant water flows from 
22,300 irrigation wells. 


BECAUSE A city with modern plan- 
ning offers opportunities 
to all age groups. 


FOR A COMPLETE BROCHURE THAT TELLS ALL THE ANSWERS WRITE: LUBBOCK, TEXAS—CHAMBER OF COMMERCE 


added per employe for each plant 
listed by the Census Bureau. These 
estimates were based on a series of 
studies for each industrial group of 
the variation in the size of plant and 
value-added per employe, and the 
results checked against Census pub- 
lished data and refined with the use of 
employment and payroll data taken 
from Social Security tabulations, 
which in some aspects offer more de- 
tailed information than the Census. 
After the 1947 base data were estab- 
lished, projections were made to 1949, 
1950, 1951, 1952 and 1953 on the 
basis of the Social Security payroll 
tabulations, which served to bring the 
data up to 1953. The annual Survey 
of Manufactures for the years 1950, 
1951, 1952 and 1953 helped check 
our original estimates, and permitted 
final projections to 1954 based on 
BLS data on employment and sales 
trends in the twenty major industrial 
classes. A thorough check of new 
industrial installations made since 
1947 was also made to ensure inclu- 
sion of new plants not covered either 
in the 1947 Census or by the Social 
Security tabulations. ll the data 
developed at each stage of the in- 
quiry have been transferred to IBM 
cards and are consequently available 
for special industrial market analyses. 
The most obvious and immediate use 
that such data can be put to is the 
preparation of rankings of the leading 
counties for each industrial category. 
Thus we learn how regional industrial 
concentration varies from industry 
to industry. 

Industrial suppliers can use these 
rankings and the data on which they 
are based to establish sales quotas in 
precisely the same manner that the 
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companion tables for population, sales, 
and income are used for consumer 
marketing problems. 

One note of caution must be 
sounded. Consumer markets are far 
more stable than industrial markets. It 
is not uncommon in some industries 
for employment and value added in an 
area dominated by a few plants to fall 
as much as 50 per cent or increase by 
200 per cent within a single year. Con- 
sequently, the margin of error that 
must of necessity be accorded our es- 
timates of Industrial Potential is far 
greater than is the case for our re- 
gional estimates of population, sales, 
and income whose range of fluctua- 
tion is far more narrow. Because of 
this, we make no attempt to present 
our results in units of thousands of 
dollars, but use million dollar units, 
and do not show data for counties 
with less than one million dollars of 


SOUTH BEND—MISHAWAKA 
INDIANA 


Located in the Heart of the Na- 
tion on the Chicago to New York 
Toll Road. Low Transportation 
Costs to markets. Good Water, 
Power and Natural Gas in abund- 
ance. Skilled Labor Supply. 


For information write 


COMMITTEE OF 100 OF 
SOUTHBEND AND MISHAWAKA 


205 N. Main Street, South Bend 1, Ind. 


value-added in any industrial class. 
Value added is the Census term for 
the difference between value of prod- 
uct and cost of materials and fuel. The 
Census Bureau regards value added 
as the best indicator of the contribu- 
tion made by any manufacturer. 
Thus, the value added by a diamond 
polisher, to take an extreme example, 
would more accurately measure his 
contribution than would the value of 
product. 

In addition to showing value-added 
for each county, we have added the 
employment data, for we found that 
many industrial marketing people pre- 
fer employment as an indication of 
magnitude of operations. There is, of 
course, considerable variation in the 
ratio of value-added to employment 
from county to county, and, more par- 
ticularly, from industry to industry. In 
1953, for instance, the average ratio 
of value added per worker was as low 
as $4,530 in leather manufacturing, 
and as high as $12,190 in the manu- 
facture of petroleum and coal prod- 
ucts. In addition, we found industrial 
concentration in general to be so high 
that frequently only 100 counties will 
account for the bulk of activity in any 
given industry. We emphasize, how- 
ever, that in order to secure the rank- 
ings of the leading 100 counties as 
published here, it was necessary to 
make estimates for every county in the 
nation. Thus, those who wish to ac- 
count for 100 per cent of the activity 
of any industry can secure from our 
research department IBM listings of 
the leading 200, 300, or even 500 
counties. The number of counties re- 
quired to list 100 per cent will differ 
of course from industry to industry, 
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“FEED MATERIALS* PLANTS | 


ZAPRIVATE COMBINED ELECTRIC PLANTS! : 
MB PRIVATE UTWITY ELECTRIC PLANTS| : 

TVA STEAM PLANTS | 

== TEXAS GAS TRANSMISSION LINES | 


\ Check EVANSVILLE 


in debt-free Indiana 
for Preferred Plant Sites 


If your industrial development includes plant ex- 
pansion or relocation . . . get ALL the facts 
NOW on this progressive community of 133,800. 
A major port, ample water for processing, plenty 
of power, gas, natural coal and oil resources, 
centralized for economical rail, truck, air and 
water transportation—Evansville’s industries are 
well stabilized. Pool of dependable, loyal, skilled 


,. INDIANA 


fey NASHVILLE 
* 


TENNESSEE 


workers available. Write NOW for: 
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Evansville, 
Indiana 
Heart of the 

American Ruhr.” 


Straight Facts File—4 Brochures filled 
with up-to-date data 


Sound and Color Film: “Balance Point 
U.S.A.” See us by helicopter! 


Complete Analysis and Economic Survey 
by Indiana University. 


Latest New Projects Bulletin 
7 
At 


ele 


7 149 Locust Street 
Evansville 8, ind. 
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being greatest in food and Jeast in 
tobacco. 

A good deal of effort was expended 
in the past to secure reliable current 
estimates of the number of plants, but 
we found that the bulk of the fluctua- 
tion in numbers of plants is confined 
to small plants employing less than 
five persons. 

Rather than attempting to offer 
1954 estimates of number of plants 
of varying quality, we have repeated 
in the listings the 1947 Census figure 
on number of plants, although the em- 
ployment and value-added figures do 
cover all new plants of more than 100 


employes coming into existence after 
1947, 

Once again, then, we release our 
industrial potential data with the in- 
vitation to industrial marketing people 
to give us their reactions and sugges- 
tions for improvement. In working on 
industrial potential data over the past 
four years, our research department 
has accumulated considerable mate- 
rial on industrial marketing that may 
prove useful. Each year new uses for 
the data come to our attention. For 
instance, one large railroad found it 
possible to use the data for a problem 
that had never before been solved: 


e., to make estimates of the volume 
of freight tonnage originating, in each 
county, for each of the major indus- 
trial classifications. 

All questions on this material will 
be cheerfully answered by the staff of 
Market Statistics, Inc., which, serving 
as the research arm of SALES MAN- 
AGEMENT, has the major responsibility 
for its development. Those interested 
in the use of the IBM cards under- 
lying the data should write or phone 
Dr. Jay M. Gould, Managing Director 
of Market Statistics, Inc., 432 Fourth 
Avenue, New York 16, New York. 
MUrray Hill 4-3559. 
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Industrial Potentials by Industries 


| 1947 


1954 INDEX OF CHANGE 1954/1947 


1947 =100 


| 
INDUSTRY Value Added 
(in millions 


of $) 


Value Added 
(in mittions 
of $) 


Value Added 
Per Employe 
$ 


| Employment Employment Value Added 


Per Employe 
$ 


Value Added 


Employment | Value Added | Per Employe 


Total, all Industries 74,426 
Food and Kindred Products. 9,025 
Tobacco Products. ..... 641 
Textite Mill Products. . 5,341 
4,443 
2,497 
1,378 
2,875 
4,269 
5,365 
2,015 
1,303 
1,533 
2,306 
5,765 
4,921 
7,812 
3,894 
5,869 
1,080 
2,090 


5,207 112,911 
6,258 11,602 
5,723 970 
4,333 4,878 
4,106 5,095 
3,927 3,281 
4,279 1,865 
6,389 4,413 
5,971 5,985 
8,489 9,031 
9,504 2,700 
5,031 1,830 
4,002 1,627 
4,991 3,532 
4,982 9,721 
5,067 7,405 
5,056 12,048 
4,861 7,326 
4,965 12,912 
4,675 2,035 
4,504 4,919 


7,111 m1 137 
8,153 130 
10,319 180 
4,646 107 
4,385 107 
4,832 123 
5,634 132 
8,326 130 
7,733 130 
12,057 142 
12,108 127 
7,439 148 
4,532 113 
7,374 104 148 
8,490 99 170 
7,239 105 143 
7,864 99 156 
7,147 128 147 
7,555 145 152 
7,373 119 158 
6,211 171 138 


Manufacture of Food and Kindred Products, Leading Counties 


Estimates for 100 counties with 63% of 1954 Employment; 64% of 1954 “Value Added” 


Lumber, except Furniture 
Furniture and Fixtures 

Paper and Allied Products 
Printing and Publishing 
Chemical Products. . . 
Petroleum and Coal. . 

Rubber Products... . 

Leather and Leather Products..| 
Stone, Clay and Giass Products| 
Primary Metais 
Fabricated Metals . 
Machinery, except Electrical 
Electrical Machinery 
Transportation Equipment 
Instruments 

Miscellaneous. . . 


Value Em- | 
Added ploy- 


COUNTY t |} No. 
‘ele 


Est. (in 
millions) 


Value Em- 
ploy- 


Added 
COUNTY 


Plants) Est. (in thou- 


| millions) sands) 


| 


804 a ‘ 11.9 
Los Angeles, Cal. . 375 Santa Clara, Cal...| 11.6 


Value ; 
Added 


Est. (in 
millions ) 


Value 
Added 
> COUNTY 
and 
Est. (in STATE 
millions) 


COUNTY 


Denver, Colo... 
Harris, Tex. 


Philadelphia, Pa. 
New. York, N. Y.. . 
Kings, N. Y....... 
St. Louis City, Mo. 
Wayne, Mich...... 
Baltimore City, Md. 
Milwaukee, Wis.. 

Allegheny, Pa. . 


..| 17.2 


Douglas, Neb... . 
San Francisco, Cal. 


Hamilton, Ohio. . . 
Suffolk, Mass... . 
Cuyahoga, Ohio 
Hennepin, Minn. 


Erie, N. Y........| 


Middlesex, Mass. . 
Hudson, N. J...... 
Dallas, Tex... ... 
Tarrant, Tex...... 
Marion, ind....... 
Fulton, Ga. 
Wyandotte, Kan... 


11.4 
11.4 
10.4 
10.4 
10.2 
9.4 
8.8 
8.6 


St. Clair, Hi. 

King, Wash.. 
Jackson, Mo... ... 
Camden, N. J.. .. 
Monroe, N. Y.... 
Buchanan, Mo..... 
Franklin, Ohio... .| 
Caihoun, Mich... . 
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THESE THREE FREE 


MARKET FACTS 
ABOUT THE PROFITABLE DAIRY INDUSTRIES 


Here are three information-packed brochures designed to make your market 
and media selection easier. Completely covers the entire Dairy Industries 
field and offers you an accurate picture of this tremendous, profitable market. 
Here is a stable market — one that is growing steadily —a market you can- 
not overlook when planning future advertising. schedules. 

Get a comprehensive picture of these markets — production charts by states 
for all dairy products —the processing of milk from farm to consumer — lists 
of advertisers — market coverage — product sales — equipment used — circu- 
lation and rates. 

These brochures are designed to help you intelligently determine where your 
sales possibilities exist. 


THE OLSEN PUBLICATIONS 
pin-point separate branches of the dairy industry as well as blanket 
the entire industry. Write or phone for complete market data. 


Date 
FOLDERS 


for Advertisers 
and 
Advertising 
Agencies 


THESE FREE SERVICES AVAILABLE to complement your advertising and sales program — lists of 
jobbers and dealers — contact with salesmen calling at dairy industry plants — product listing in 
jobbers’ and dealers’ bulletins — monthly market letter — production statistics — data sheets — 
figures on sales potentials — counsel and advice when solicited. 
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Manufacture of Food Products, Leading Counties—(Cont'd) 


GZ) Estimates for 100 counties with 63% of 1954 Employment; 64% of 1954 “Value Added” 


| Em- | Value Em- | Value Em. | Value | Em- Value 
ploy- | Added ploy- | Added ploy- Added ploy- Added 
COUNTY ment | No. COUNTY ment | No. COUNTY ment | No. COUNTY ment | No, 
and (in of @ and | (in | of and (in of and (in of 
STATE thou- | Plants! Est. (in STATE | thou- | Plants! Est. (in STATE thou- | Plants| Est. (in STATE thou- | Plants! Est. (in 
sands) millions) | millions) sands) millions) sands) | millions) 


-——-| -——|—— = 


Multnomah, Ore...| 6.9 | | Washington, D. C. : 32 Polk, fa..........] 3.4] 64 27 
Shelby, Tenn..... 9 | Mower, Minn. | 4.7 | 37 Sedgwick, Kan. 3.4 75 27 York, Pa. 

Black Hawk, ta. | Jefferson, Aia. | 4. 30 San Diego, Cal... 3.4 97 30 Orange, Cal. 

Woodbury, ta. x Wapello, ta. 3.3] 19 26 New Haven, Conn.| 2.8 
Oklahoma, Okia. : Davidson, Tenn.. 36 Montgomery, Ohio} 3.3 90 30 Luzerne, Pa....... 

Polk, Fla...... t Henrico, Va. 34 Cumberland, Me...| 3.2 63 26 Vanderburgh, Ind. .| 
Bronx, N. Y...... .0 | Dade, Fla. 34 Brown, Wis... . 3.1 31 Dubuque, la... ..| 
Sacramento, Cal...| 6.0 | | Westchester, N. Y 60 Passaic, N. J. 

Peoria, Il. | 5. Vigo, Ind.........! Albany, N. Y. 3.0 27 Norfolk, Va..... 

Fresno, Cal... 6 | Providence, R. 1. Lucas, Ohio... 3.0 Spokane, Wash. 

Duval, Fla........| 3.0 | Summit, Ohio... . 

Kent, Mich. . . | 3.0 I — 
Salt Lake, Utah 3.0 Total Above 
Sussex, Del.......| 2.9 Counties. ..... 890.0 |14997 | 7,464 
Hampden, Mass. 2.9 | | ET PEG MRE 
Pierce, Wash. 2.9 | % of U.S.A. Total.| 62.8 | 37.6 | 64.3 
Macon, Ill... . |} 2.9 | 
Hartford, Conn....| 2.9 


Minnehaha, S. D. 


Ramsey, Minn... . ° | Hillsborough, Fla. 
San Joaquin, Cal.. 1 Contra Costa, Cal..| 
Dauphin, Pa. . Essex, Mass... 
Dane, Wis. 
Linn, la. ‘ Berks, Pa..... 
Dakota, Minn. 0 | | Lancaster, Pa. 
Bexar, Tex........| 4. Mecklenburg, N. C.| 
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Manufacture of Tobacco Products, Leading Counties 


Em- 


| Em- | Vatue 


ploy- Added ploy- Added 
COUNTY . COUNTY ment | No, COUNTY COUNTY ment | No. 
: | j 
and ( and (in | of and i and (in of 
STATE thou- | Plants; Est. (in STATE thou- | Plants) Est. (in STATE | thou- | Plants) Est. (in STATE | thou- | Plants) Est. (in 
sands millions) | millions) sands) | millions) millions) 


Forsyth, N.C.....| 12.5| 10| 168 | Gadsden, Fia......| 1.2 | Lancaster, Pa.....| | 18 
Henrico, Va. 10.2 | Charleston, S. C. Nash, N.C.... | 
Jefferson, Ky. 8.0 | Wilson, N. C. Lehigh, Pa. 
Durham, N. C. | St. Louis City, Mo. | Camden, N. J. | 
Philadelphia, Pa. Hudson, N. J. Mercer, N. J. 
Hillsborough, Fla. Fayette, Ky. Orleans, La, F 
Rockingham, N. C. Middlesex, N. J. Pittsylvania, Va.. 
Luzerne, Pa. Pitt, N. C. Lenoir, N. C. 

York, Pa. Allen, Ohio 
Duval, Fla. 


Ohio, W. Va.. 
Vanderburgh, Ind..| 
Cook, Hil... . 
Cabell, W. Va. 
Dallas, Ala. 
Christian, Ky. 
Wayne, N. C. 


| 
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Queens, N. Y. 
Essex, N. J... 
Shelby, Tenn. 
Butler, Ohio... 


Halifax, Va. 
Lackawanna, Pa. ; 9! Wayne, Mich. 
New York, N.Y...) . Robeson, N. C. 


ano 


Dinwiddie, Va.. 


~ 


HERE IS Suging POWER 


CALL THESE THREE PUBLICATIONS OFFER 
NATIONWIDE INDUSTRY COVERAGE 


us . The Dairy Industries Unit . . . for the most potent selling combination available to the Dairy Industry. Hand picks your 
, buyers in every department of this vast, profitable, expanding market. Sales concentration with impact in publications 
that individually offer more ABC paid circulation and more advertising pages than any other offered. And the Unit offers 
COLLECT blanket editorial concentration . . . individual vertical coverage . . . yet horizontal industry coverage. 
THE ICE CREAM REVIEW — 18.1% more paid subscribers, 34% more advertisers, and 22% more total pages of adver- 
tising during 1953, than the next publication. 
long distance THE MILK DEALER — 25% more paid subscribers, 120% more advertisers, and 113% more total pages of advertising 
when you want during 1953, than the next publication. 
information THE MILK PRODUCTS JOURNAL — the ONLY monthly ABC publication in the field — serving the industries that 
process over half of the nation’s milk. 
. THE OLSEN PUBLICATIONS pin-point separate branches of the dairy industry as well as blanket the entire industry. 
BRoadway Your advertising message belongs in the OLSEN PUBLICATIONS for the most effec- 
tive concentration at the lowest cost per thousand. 


1-1135 INCLUDE THE UNIT OCTOBER CONVENTION-EXPOSITION ISSUES 
WHEN SCHEDULING ADVERTISING SPACE 


THE OLSEN PUBLISHING COMPANY 


1445 North Fifth Street Milwaukee 12, Wisconsin 
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Manufacture of Tobacco Products, Leading Counties—(Cont'd) 


G7 Estimates for 100 counties with 99% of 1954 Employment; 99% of 1954 “Value Added” 


COUNTY 
and 
STATE 


Northumberland, | 
a 
Vance, N. C. | 
Granville, N.C... .| 
Dutchess, N. Y....| 
Los Angeles, Cal... | 
Hillsborough, N. H.| 
sateen el 
Davidson, Tenn.. 
Dauphin, Pa. 
Sumner, Tenn. 
Suffolk, Mass. 
Kings, N. Y. 
Cuyahoga, Ohio 
Wake, N.C..... 
Johnson, N. C. 


Em- 
ploy- 


| 


¥ Value 


ment | No. | 


(in 


sands) 
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of | 


Added 


| thou- | Plants, Est. (in 


millions) 


COUNTY 
and 
STATE 


own es & 
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Berks, Pa.... 
Lowndes, Ga... . 
Green, Tenn... .. 
Bexar, Tex...... 
Weakley, Tenn. 
Guilford, N. C. 
New Haven, Conn. 
Lucas, Ohio. . | 
Edgecombe, N. C...| 
Auglaize, Ohio 
Coffee, Ga. 


Hancock, Ohio | 
Washington, Ky.. .| 
Westchester, N. Y. 
Boyle, Ky. 
Hamilton, Ohio. . 
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Vaiue 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


Em- 
ploy- 
ment 
(in 
thou- 
sands) 


No. 
of 


Plants) 


| Value - 


Added 


Est. (in 
millions) 
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Warren, Ky. : 
Adams, Pa... ... 
Passaic, N. J. 
Mason, Ky....... 
Pinellas, Fla. 


Lee, N.C... 
Hartford, Conn. 
Milwaukee, Wis. 
Bourbon, Ky... 
Marion, S.C... 
Nottoway, Va. 
Prince Edward, Va. 
Bronx, N. Y. , 
Baltimore City, Md. 
Fairfield, Conn. 
New Castle, Del. 


1 
1 
1 
1! 
1 
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8 — 
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| 
| 
| 
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COUNTY 
and 
STATE 


Em- 
ploy- 
ment 

(in 
thou- 


| 


No. 
of 
Plants 


| Value 
Added 


Est. (in 
millions) 


San Francisco, Cal. 


Allegheny, Pa..... 
Hampden, Mass. 
Norfolk, Va.. . 


Total Above 
Counties 


| | 
| 95.0 | 865 
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cms ec com ont 


961 


] 
% of U.S.A, Total.! 99.0 | 79.9 | 


*Less than $500,000 in value-added 


Manufacture of Textile Mill Products, Leading Counties 


Gaston, N.C..... 
Bristol, Mass. 
Passaic, N. J. 
Guilford, N. C.... 
Greenville, 8. C.... 
Spartanburg, $. C.. 
Cabarrus, N. C.... 
Middlesex, Mass. 


New York, N. Y. 
Berks, Pa. 
Anderson, S.C... 
Worcester, Mass. 
Alamance, N. C.. 
Pittsy/vania, Va. 


Catawba, N. C.. 
Troup, Ga... . 
Hillsborough, N. H. 
Lancaster, Pa... 
Forsyth, N.C... 
Windham, Conn... 


Hamilton, Tenn.. 


283 
103 
130 
383 

58 


176 
103 
92 
109 
95 


Chambers, Ala... . 
| 
Fairfield, Conn... .| 
Randolph, N.C... .| 
Montgomery, Pa... | 
Greenwood, S. C...| 
Floyd, Ga..... 
New London, Conn.| 
Montgomery, N. Y.) 
Cieveland, N.C... .| 
Androscoggin, Me. 
Hudson, N. J. | 


Cook, i... 

Fulton, Ga. 
Spaulding, Ga. 
Berkshire, Mass... | 
Rockingham, N. C. 
Iredell, N.C... .. 


Luzerne, Pa. 
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Laurens, S.C..... 
Davidson, N. C... 
Kent, R. 1... 
Cuyahoga, Ohio. . 
Walker, Ga...... 
Lackawanna, Pa. 


Union, S. C. 
Hartford, Conn. 
Upson, Ga. 
Pickens, S. C. 
Lehigh, Pa. 
Alken, S. C. 
Norfolk, Mass. 
Stanly, N. C. 
Cherokee, S. C. 
Talladega, Ala. 


Chester, S. C. 


Northampton, Pa.. 


Tallapoosa, Ala... 
Burke, N. C. 
Chattooga, Ga... .. 


Washington, R. 1...) 


Kennebec, Me.. 

Queens, N. Y.... 
Delaware, Pa.... 
Essex, N. J...... 


| 
| 


- 
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26 
25 
25 
26 
18 
24 
18 


24 
24 
23 
23 
19 
23 
21 
22 
22 
21 


21 
18 


Richmond, N.C... 
Caldwell, N.C..... 
Los Angeles, Cal... 
Richmond, Ga..... 
Tolland, Conn... .. 
Calhoun, Ala.. 

Westchester, N. Y. 
Buncombe, N. C... 
Durham, N. C. 

Orange, N. Y...... 


Halifax, N. C...... 
Richland, S. C.... 


Columbia, Pa 
Oneida, N. Y...... 
Etowah, Ala. 
Milwaukee, Wis... 
Polk, Ga... 
Coweta, Ga....... 


Total Above 
Counties. ... 


% of U.S.A. Total 


o-_ 


ed 
eoo--nrnNO@ 


Baa 


71.9 


Manufacture of Apparel and Related Products, Leading Counties 


Estimates for 100 counties with 78% of 1954 Employment; 84% of 1954 “Value Added” 


13248 | 
2227 
1004 | 
1265 | 
1166 | 
785 | 
68 | 
169 
125 | 
337 


1487 
223 
213 
212 
190 

93 
99 
57 
39 
77 


St. Louis City, Mo.| 
Bronx, N. Y...... 


312 


8.7 | 
8.2 
8.1 
7.7 
7.6 
7.1 
7.0 
6.9 
6.7 
6.2 


102 
148 
308 
123 
123 
135 

67 
115 
122 


NSeseessesses 


24 
26 
19 
21 
18 
18 


SALES MANAGEMENT 


Manufacture of Apparel and Related Products—(Cont'd) 


«D Estimates for 100 counties with 78% of 1954 Employment; 84% 


COUNTY | ment | 
and | (in | 
STATE | thou- 
|sands)| 
ee | | 
Montgomery, Pa.. .| 

York, Pa. 
Northumberland, 

Pa... 

Berks, Pa. 
Cabarrus, N. C.. 
| 


| 4.8 


Cumberland, N. J. 
Milwaukee, Wis. 
Greenville, S. C.. 
Hampden, Mass. 
Whitfield, Ga. 


Spartanburg, S. C..| 
Lebanon, Pa. 
Bucks, Pa. 

Tarrant, Tex. 


of 1954 “Value Added” 


No. 
of 


Plants) 


60 


| Value 
Added 


Est. (in 
| millions) 


COUNTY 
and 
STATE 


I 
17 
N 


Bexar, Tex. 
Ramsey, Minn.. 
Ulster, N. Y. ee 
Erie, N. Y..... 


Knox, Tenn. 


| Em- 
| p loy- 
ment 
(in 
thou- 


sands) 


E! Paso, Tex......| 
Atlantic, N. J......) 


Dauphin, Pa.. 


Henrico, Va.......| 


Gullford, N. C. 


Essex, Mase......| 


Providence, R. i. 
Carbon, Pa. 
Harris, Tex. 


Value 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


15 
13 
13 
14 


13 
13 
12 

9 
12 

6 
11 

8 
"1 
10 


Cambria, Pa...... 
Franklin, Pa. 
Davidson, Tenn... . 


Dutchess, N. Y.... 
Greenwood, S. C... 
Marion, Ind. 


St. Joseph, Ind... . 
Suffolk, N. Y..... 
Multnomah, Ore... 
Hartford, Conn... . 
Campbell, Va. 
Columbia, Pa. 


Em- 


ploy- 
ment 


(in 


thou- 
sands) 


2.4 


— 


—~nwn rv 


Value 
Added 


Est. (in 
mi,lions) 


No. 
of 
Plants 


COUNTY 
and 
STATE 


| Em- | Value 
| ploy- | Added 


| ment 


(in = 
| thou- | Plants Est. (in 
millions) 


sands)| 


10 


Mercer, N. J...... 


Camden, N. J. 


Roanoke, Va 


Carroll, Md. 
Cabell, W. Va..... 
Haralson, Ga... 
Allegheny, Pa... .. 


Total Above 
Counties. . 


Floyd, Ga.........| 
Wicomico, Md... . . 


Covington, Ala... . 
Sheiby, Tenn..... .| 


| } 
.|907.8 | 27762 


» 


nN @anoeoewneon & 


—_—— 


=_ 


4270 


McLennan, Tex... . 
Albany, N. Y. 
Jefferson, Ky. 


weed wierd med 


% of U.S.A. Totat.! 78.1! 89.6! 83.8 


Orange, N. Y....../ 
Wayne, Mich. 


Graves, Ky...... | 
Lycoming, Pa.....! 


10 
10 


-~ 
~aaeowvoosnwn 
NOonoossoa 


~_— 


Manufacture 
2D Estimates for 100 


of Lumber and Products,* Leading Counties 


counties with 1% of f 1954 Employment; 50% of 1954 “Value Added” 


Lane, ———y 1 
Humboldt, Cal.. 
Douglas, Ore. 
Cook, til. 
Coos, Ore. , 
Los Angeles, Cal. 
Grays Harbor, 
Wash, 
King, Wash. 
Cowlitz, Wash. 
Linn, Ore....... 


“~N@OOON 
“anpaaa— 


ana @ 
o-n a 


Multnomah, Ore... | 
Shelby, Tenn. 
Snohomish, Wash..| 
Pierce, Wash. 
Mendocino, Cai.. 
Penobscot, Me. 
Jackson, Ore. 
Jefferson, Ky. 
Siskiyou, Cal... 
Kiamath, Ore. 


oowwetreeeaaraa 
~owoer-N Oo 2 oO 


Bergen, N. J.. 
Oxford, Me... 
Lincoin, Ore... .. | 
Lassen, Cal...... 
Lewis, Wash......| 


Titlamaook, Ore. 


NON NNN & 
sonoeo- 


wae ES 
67 
78 
51 


| Clarke, Ala. 


Queens, N. Y... 


Somerset, Me. 
Fulton, Ga... 


| Hennepin, Minn. 
Kings, N. Y. 


| Josephine, Ore... .| 
Clackamas, Ore... 
| Spokane, Wash... . | 


Harris, Tex. . 


| Shasta, Cal... . 
| Clallam, Wash. 


New York, N. Y. 


| Jones, Miss. 


Rapides, La...... 


| Henrico, Va 


Dubuque, ta. . 


Thurston, Wash. 
Montgomery, Tex.. 
Franklin, Me... 
Phillips, Ark.. . 
Jefferson, Ala... . 
Winnebago, Wis. 
St. Louis, Minn.. 


Chatham, Ga...... 


| 


; 
: 


2. 
2. 
2. 
2 


| 


~_—_ st ot oe WP NH PP 
eomoowomwoo<"<-- 


Montgomery, Ala. . | 


aaa el 


—~—N wWwwwaew 


—_ << = 


@ennonqaeno® 


‘eal Tex.. | 
Piumas, Cal. a 
Floyd, Ind. | 
Marion, Ore. 
Whatcom, Wash.. | 
Mobile, Ala.......| 
Pulaski, Ark... . 
St. Louis City, Mo | 
Bradley, Ark... ...| 
Aroostook, Me.. 
Cumberland, Me...| 
Sumter, S.C... 
Pacific, Wash... . .| 
York, Me,........| 
Hillsborough, N. H.) 
Skagit, Wash,.... . 


Milwaukee, Wis... 


Polk, Ore. 
Tangipahoa, La... 
Alameda, Cal 
Nansemond, Va... . 
Choctaw, Ala...... 
Taylor, Fla... 
Wayne, Mich. 
Marathon, Wis. 
Norfolk, Va. 
Duval, Fla. 


1 
1 
1 
1 
1 
1 
1 
1. 
1 
1 
1 
1 
1 
1 
1 
1 


8 | 
8 
8 | 
8 
8 | 
7 | 
7 
7 
7 | 
7 
7 
7 
7 
7 
7 
6 
6 
6 


Aananenaanaem 


ry 
13 


——— S. C.. 
Dallas, Ala. 
Bowie, Tex.. 
Benton, Ore. 
Lauderdale, Miss. 


Philadelphia, Pa.. .| 


Ashiey, Ark. 
Florence, 8. C. 
Crook, Ore. 
Butte, Cal. 


Charleston, S. C. 
Deschutes, Ore. 
Bibb, Ga....... 
Cuyahoga, Ohio 
Missoula, Mont.. 
Eldorado, Cal. 
McCurtain, Okla.. 
Curry, Ore, 
Baltimore City, 
_ 
Kent, Mich.. 


Total Above 
Counties 


% of U.S.A. Total 


36 
29 | 
27 | 
48 
35 | 
88 


_ 


1. 
1 
1 
1. 
1 
1 


1 


Sadana De! 


écadadtaas 


1 
1. 
1 


_ = _ 


aaabanadddd 
NnNSN@anRO@ 


| 
269.4 (5,157 


' 39.7 ' 19.7 


* Except furniture, 


Manufacture 
Estimates for 100 


of Furniture and Fixtures, Leading Counties 
counties with 74% of 1954 Employment; 85% 


of 1954 “Value 


Added” 


Los’Angeles, Cal... | 
| 18.0 | 
8.6 
7.9 
7.0 | 
5.3 | 
5.3 


Kent, Mich.. . | 
New York, N. Y...| 
Kings, N. Y.... ive 
Worcester, Mass...| 
Philadelphia, Pa... 
St. Louis City, Mo. 
Davidson, N. C.... 
Chautauqua, N. Y.. 


19.2 | 


132 
121 
51 
57 
47 
34 
32 
27 
21 
33 


Guilford, N. C. 


Caldwell, N. C..... 
Cuyahoga, Ohio. . . 
Baltimore City, Md. 
Wayne, Mich..... 
Mahoning, Ohio... 
Catawba, N.C..... 
Hamilton, Ohio 


4.5 


90 
30 
18 
24 
95 
73 


12 
60 
47 


Fulton, Ga. 
Jefferson, Ky. 
Kenosha, Wis. . . 


Middlesex, Mass. . 


27 
16 
21 


Union, N. 1. 
Sebastian, Ark... 
Winnebago, IIi.. 
Burke, N. C.. 

Suffolk, Mass. 
Muskegon, Mich... 
St. Joseph, Ind. . 
Allegheny, Pa... . 
Dubois, Ind. 
Stark, Ohio 


| 
| 
| 


1 
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Manufacture of Furniture and Fixtures, Leading Counties—(Cont'd) 
of 1954 “Value Added” 


@ Estimates for 100 counties with 74% of 1954 Employment; 85% 


COUNTY 
and 
STATE 


Trumbull, Ohio 


Multnomah, Ore... 

Vanderburgh, Ind. 

Bronx, N. Y... 

Manitowoc, Wis. 

Alameda, Ca!. 

Northumberland, 
Pa... 


2Peannneeaoe 


Hinds, Miss. ‘ 
Sheboygan, Wis.. . 
Lycoming, Pa... . . 
Ottawa, Mich. 
Elkhart, Ind. 
Hennepin, Minn. 


| Value 


Added 


COUNTY 
and 
STATE 


Value 


COUNTY 
and 
STATE 


ploy- 
ment 


i 


Value 


COUNTY 
and 
STATE 


Em- 
ploy- 
ment 

(in 
thou- 
sands) 


Value 


Hamilton, Tenn... . 


Pierce, Wash... .. 
Jackson, Mo..... 
Columbiana, Ohio 
Monroe, N. Y..... 


Cattaraugus, N. Y.. 


Kankakee, Il. 


waaea 


enon 


oe emeoaonageqea & 


_ 


Stephens, Ga...... 


Davidson, Tenn... . 
Forsyth, N.C... .. 
Dupage, !il........ 
McDowell, N.C... 
Carroll, Va. 
Wilkes, N. C. 


King, Wash....... 
Surry, N.C...... 
Randolph, N. C. 
Milwaukee, Wis.. . 


Hambien, Tenn... . 
Oklahoma, Okla. 


eocoocooco -- 


ea nwreeoeoved 


sR 
ee no @ oe 


ris8aks 


-eoqauqeoeoeodqoq 


vagnooeesqe 


Mecklenburg, N.C. 


Middlesex, N. J... 


Bartholomew, Ind.. 
Shelby, Ind. 
Montgomery, Pa.. 
Pulaski, Ark.. . 


NNN NNN N@@ & 


— 
eo 
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N@OnGewaqogwcanw 
ea eee eoeaaaga 


_~_= 


Total Above 
Counties....... 


% of U.S.A. Total. 


5,175 


67.3 


Manufacture of Paper and Allied Products, Leading Counties 


Estimates for 100 counties with 67% of 1954 Employment; 66% of 1954 ‘Value Added” 


Cook, til. 

Kings, N. Y. ‘ 
Philadelphia, Pa. 
New York, N.Y... 
Los Angeles, Cal.. 
Kalamazoo, Mich. 
Wayne, Mich...... 
Middlesex, Mass. 
Hampden, Mass... 
Winnebago, Wis. 


21.7 
11.4 
10.5 
10.3 
10.0 
9.6 
8.3 
8.2 
7.7 


| 
| 
Butler, Ohio. j 
St. Louis City, Mo.| 
Queens, N. Y..... 
Chatham, Ga. 
Hudson, N. J. 
Worcester, Mass.. 
Mobile, Ala. . 
Hamilton, Ohio. . . 
Niagara, N. Y..... 
Outagamie, Wis. . 


Bergen, N. J...... 
Wood, Wis. - 
Cuyahoga, Ohio... 
Milwaukee, Wis... 
Oswego, N. Y... 
Brown, Wis. 
Essex, N. J. 


260 
199 
160 


160 


SS2SS2RRN8 


a 
= 
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Baltimore City, Md. | 
Penobscot, Me.. . 
Allegheny, Md.. 


Cumberland, Me.. 
Henrico, Va... 
Shelby, Tenn. 
Clark, Wash... ... 
Monroe, Mich. 
Saratoga, N. Y.. 
Montgomery, Ohio 
Oxford, Me... . 
Coos, N. H. 
Suffolk, Mass. 


Kennebec, Me.. 
Berkshire, Mass... | 
Marathon, Wis... 
Fulton, Ga........| 
Erie, N. Y..... 
York, Pa. 
Alameda, Cal. 
Harris, Tex....... 
Washington, La.. 
New Haven, Conn. 


Bin diccces 
Morehouse, La. . 
Snohomish, Wash.. 


3.5 
3.5 
3.5 


eeeuwnwwwo w 
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35 
2 
2 


23 
26 
24 


Ramsey, Minn.... . 
Jones, Miss... .. 
Northampton, Pa.. 
Georgetown, S. C. 
Escambia, Fia..... 
Marion, Ind. 
Ouachita, La. 


Delaware, Pa. 
Jefferson, N. Y. 
Camden, N. J.. 
Bucks, Pa... 
Clackamas, Ore.. 
Alleghany, Va. 
Essex, Mass. 
Haywood, N.C... 
Ouachita, Ark... . 
Jefferson, La...... 


Dallas, Tex... ... 
Will, Ul. 


Providence, R. |. 
Contra Costa, Cal. 
Jackson, Miss... . . 
Koochiching, Minn. 
Cowlitz, Wash. 
Hennepin, Minn. 


2.5 
2.4 
2.4 
2.3 
2.3 
2.3 
2.3 


| 
| 
| 


27 
22 
7 
27 
25 
19 
19 


15 
15 
26 
16 
7 
18 
16 


Ross, Ohio. ......) 
Transylvania, N. C.| 
Middlesex, N. J.. .| 
Rockland, N. Y... .| 
Allegheny, Pa... ..| 
Berrien, Mich... . .| 
St. Lawrence, N. Y.| 
Duval, Fila... . -| 
8 eee, 
Marinette, Wis. 


Hartford, Conn. 
Washington, N. Y. 
Darlington, S. C. 
Cariton, Minn. 
Bronx, N. Y. 
Monroe, N. Y..... 
Madison, tii...... 
New London, Conn.| 
Passaic, N. J. | 
Jackson, Mo...... 


Totai Above 
Counties 


% of U.S.A. Total 


NNN NNN @ &® @& 
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14 
7 
7 
11 
12 
15 
13 
19 


Printing and Publishing, Leading 


@7D Estimates for 100 counties with 77% of 1954 Employment; 


Counties 
79% of 1954 “Value Added” 


104.0 
77.5 
29.2 
29.0 
15.4 


Philadelphia, Pa. 

Los Angeles, Cal... 
Suffolk, Mass... . . 
Wayne, Mich......| 14.0 
Cuyahoga, Ohio. ..| 13.4 
St. Louis City, Mo.) 11.5 
Hamilton, Ohio. ..| 11.5 
San Francisco, Cal.| 10.7 


3,322 
1,747 
640 
1,030 
495 
454 


Washington, D. C.. 
Milwaukee, Wis. 
Baltimore City, Md. 
Ramsey, Minn.. 
Montgomery, Ohio 


Hennepin, Minn... 
Essex, N. J.... 


10.4 
9.9 
9.0 
8.7 
8.0 
7.5 
7.3 
6.5 
5.9 
5.4 


213 
247 
236 
108 


Dallas, Tex....... 


5.4 
5.4 
5.2 
5.2 
5.0 
5.0 
4.9 
4.8 
4.7 


4.7 


184 
164 
102 


37 
40 
31 
61 


Davidson, Tenn... . 


Franklin, Ohio... . 


4.7 
4.3 
4.2 
4.0 
4.0 
3.8 
3.8 
3.8 
3.8 
3.7 


30 
35 
41 
26 
27 
23 
31 
27 
37 
27 
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SALES MANAGEMENT 


CONSTRUCTION 
MARKETERS! 


CONSTRUCTION EQUIPMENT Magazine 


presents an important guide 


to your market’s buying power. 


Srsey of 
More than 2,100 users of construction equipment and counter 
materials report on 112 major products in terms of inven- 
tories, consumption, etc. These users represent this in- 
dustry in such divisions as contractors, government units, 
utilities, industrial plants, mines, logging, etc. 


Boe 
MATER *¢ALE 


The “Survey of Equipment and Materials Used in 
the Construction Field” is in geographical balance 
with the dollar volume of construction work, the circula- 
tion of CONSTRUCTION EQUIPMENT Magazine, 
and construction-engineering employment. It’s a yard- 
stick to help you derive market potentials. 


It’s available to you as a construction marketer. There 
is no charge for this study! Contact your local 
CONSTRUCTION EQUIPMENT representative or 
send us your request on your company letterhead. Ad- 
dress correspondence to 


= - nal a * - * al = - 


Construction 


Equipment 


THE EQUIPMENT APPLICATION MAGAZINE 


205 EAST. 42N0 STS Er 
NEWS Cas 9 vss... Me Bs 


CONOVER-MAST PUBLICATION 


Printing and Publishing, Leading Counties—(Cont'd) 


& Estimates for 100 counties with 77% of 1954 Employment; 79% of 1954 ‘Value Added” 


COUNTY 
and 
STATE 


King, Wash. 
Providence, R. |... 
Worcester, Mass.. 
Albany, N. Y. 
Clark, Ohio 

Dade, Fla. 
Hartford, Conn. 
Multnomah, Ore.. 
Henrico, Va.. 
Tarrant, Tex. 


Union, N. J. 
Orleans, La. 
Middlesex, N. J. 
Niagara, N. Y. 
Passaic, N. J. 
Bergen, N. J. 
Jefferson, Ala. 


| ment 


| 


~ | Value 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


Em- | 
| wloy- | 


ment 
(in 


Value 
Added 


Est. (in 
millions) 


Em- 

| ploy- 

COUNTY | ment 
and (in 


sands) 


31 
21 
20 
19 


Bronx, N. Y. 


Bexar, Tex...... | 


Kent, Mich. 


Lackawanna, Pa. 


Shawnee, Kans. 


Onondaga, N. Y.. . 


Lucas, Ohio. . 
Oklahoma, Okla. 
Summit, Ohio 
Douglas, Neb. 


Sedgwick, Kan... .. 


York, Pa. 
Norfolk, Mass. 


Se ee ee | 
NN @W@eeoesged & 


enn 


12 
15 
17 


11 
19 
15 
23 
14 
18 
7 
13 
17 
16 


"1 
10 
11 


} 
STATE —_| thou- 
| 


San Diego, Cal... 
Shelby, Tenn..... 
Sullivan, Tenn... 
Stark, Ohio 

Salt Lake, Utah... .| 
Peoria, lil. 


Raoeeaesae 


Tulsa, Okla. 

Will, ti... 

Lake, Ind... .. 
eee 
Mecklenburg, N. C.| 
Maricopa, Ariz... . . 
Santa Clara, Cal. 
Lancaster, Pa... 
Montgomery, Ind... | 
Schenectady, N. Y.) 
Northampton, Pa... 


wwewwwweaaeadaea 


| Value 
Added 


| Plants} Est. (in 
millions) 


Em- | Value 

| ploy- | & 
COUNTY | | ment _- 
and (in ; OD 
STATE thou- ‘Prant Est. (in 
| sands) millions) 
ee | | 
| } } 


| 


SI 


Camden, N. J. 1 
Bristol, Mass. 1 
Dauphin, Pa. 1 
Chemung, N. Y. 1 
Duval, Fla........| 1. 
1 
1 
1 
1 
1 


_ 


eonwewreomenon 


Winnebago, Wis... 
Luzerne, Pa. 
Essex, Mass... . 
Lancaster, Neb. 
Pulaski, Ark... 


—~sa aa awn wnwn 


| 
| 


Total Above 


Counties 597.8 |17,141| 4,754 


% of U.S.A. Total.| 77.2 | 59.1 


Manufacture of Chemicals and Allied Products, Leading Counties 


Estimates for 100 counties with 74% of 1954 Employment; 78% of 1954 “Value casero 


Cook, e... 
Philadelphia, Pa. 


Anderson, Tenn... . 


Wayne, Mich, 

Los Angeles, Cal. 
Kanawha, W. Va.. 
Middlesex, N. J... 
St. Louis City, Mo. 
Union, N. J. 
Hamilton, Ohio 
pee 

Kings, N. Y. 
Hudson, N. J. 
Essex, N. J. 
Cuyahoga, Ohio 
Erie, N. Y. 

Harris, Tex... 
New York, N.Y... .| 
Sullivan, Tenn.. 
Niagara, N. Y. 
Benton, Wash. 


| 
| 
Marion, Ind. | 
Baltimore City, Md. 
East Baton Rouge,| 
Sivccee 
Jefferson, Ky. 


"634 | 
291 


170 


aes | 
15 | 


62 


177 | 


409 
274 
192 
176 
251 
230 
153 
154 
182 
154 


185 
168 
149 
140 
118 
151 
110 


Cy N. Y. 
Wyandotte, Kan. 
Salem, N. J. 
Davidson, Tenn. 


Saint Ciair, tH. 
Rockland, N. Y. 
Alameda, Cal. 
Allegheny, Pa.. . 
Chesterfield, Va.. 


Somerset, N. J... .| 


Passaic, N. J. 


Hamilton, Tenn.... 


Carter, Tenn. 
Giles, Va... . 


Lake, Ohio. ......| 
Onondaga, N. Y...| 


Will, t........ 
Bergen, N. J... 
New Castle, Del. 
Delaware, Pa. 
Lake, Ill... 


Galveston, Tex... 


Shelby, Tenn. 
Milwaukee, Wis. 


eeowowws 2&2 2 ee 
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“99 
106 
73 
47 


—" Fia.. 
Wood, W. Va.... 
Contra Costa, Cal. 
Sussex, Del. 
Hampden, Mass. 
Summit, Ohio 
New Haven, Conn. 
Brazoria, Tex. 


‘eh dale al 
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Lake, Ind. 

Henry, Va... . 
Bucks, Pa. ' 
Kalamazoo, Mich. 
Aliegany, Md... 
Fulton, Ga. 
Roanoke, Va.. . 
Camden, N. J. 
Mifflin, Pa.. 
Caicasieu, La. 


nen ewww 
eomooo-- 


Anne Arundel, Md.) 
Hennepin, Minn... | 


San Francisco, Cal.; 
Putnam, W. Va... .| 
Orange, Tex... ...| 


en & 


Hutchinson, Tex. 2.2 


Richmond, N. Y. 2 
Essex, Mass. 2 
Norfolk, Va... 2 
Fairfield, Conn... . 2 
Rensselaer, N. Y.. 2. 
Franklin, Ohio. 2 
Suffolk, Mass. 2 
Ramsey, Minn.. 1 
Westchester, N. Y.| 1 
Westmoreland, Pa. 1 


seeooo4unwn 


Jackson, Mo. 
San Bernardino, 
Cal. 
Eddy, N. M. 
Montgomery, Pa.. 
Mobile, Ala. 
Jefferson, Tex. 
Des Moines, ta. 
Lucas, Ohio 
Jefferson, Ala... .. 
Elkhart, Ind, 


NNNN@®@& ew 
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Total Above 


a 
Counties. . 556.4 4 i, 134 | 7,073 


= 


Prince George, Va.| 
Dallas, Tex... .. 
Nueces, Tex. 


74.3 | 60.9 | 78.3 


_ 


Buncombe, N. C. 
Augusta, Va. 


| 
| 
Middlesex, Mass. Fe 


Midiand, Mich. % of U.S.A. Total 


-_ 
_ 
= 


Petroleum and Coal Products, Leading Counties 
@/D Estimates for 100 counties with 96% of 1954 Employment; 97% of 1954 ‘Value Added” 


32 Kings, N. Y....... 
i 39 Jefferson, La..... 
Baltimore City, Md. L 28 Natrona, Wyo. 

| 2. 23. | Jackson, Mo. ... 
| 27 Beaver, Pa........ 


Los Angeles, Cal...| 18.3 
Jefferson, Tex.....| 16.9 3 
Lake, Ind.........| 11.4 
Philadelphia, Pa...| 11.0 | 
Harris, Tex...... 7] 


10 
10 | 
57 
2 


Union, N. J... 


1 

“1. 

Will, tt 1. 
1 


Jefferson, Ala... .. y 37 Middlesex, N. J... 
Hutchinson, Tex... . 28 
21 
13 


Delaware, Pa......| 4 
| 
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PLASTICS 


TECHNOLOGY 


THE MAGAZINE 


OF APPLIED ENGINEERING 


FOR THE TECHNICAL MEN RESPONSIBLE FOR 


APPLIED RESEARCH 


DEVELOPMENT PLANT OPERATIONS 


... A NEW, VITAL TECHNICAL MAGAZINE 


THAT REACHES THE MOST IMPORTANT SEGMENT 


OF THE PLASTICS INDUSTRY 


There is no other magazine like PLASTICS 
TECHNOLOGY. It alone deals 100% with 
the day-to-day engineering problems of 


the men who, last year, produced and used» 


three billion pounds of synthetic resins. 


The need for Plastics Technology grew out 
of the great community of interest on the 
part of all plastics technologists, whether 
their function be management, design, de- 
velopment, applied research, plant opera- 
tion, technical service or consultation. 


Here is a great, new opportunity for the 
sales executive whose men sell to the plas- 
tics industry. Now his advertising can talk 
specifically in their own language, to those 
important men whose plans are so hard to 
discern until they have just about decided 
whose salesmen to call in! 


What do you know about your product 
that these technical men should know, or 
should be reminded of, again and again? 


PLASTICS TECHNOLOGY 386 Fourth Ave., New York 16, N.Y. 
A BILL BROTHERS PUBLICATION 


MAY 10, 1955 


Petroleum and Coal Products, Leading Counties — (Cont'd) 


COUNTY 
and 
STATE 


Montgomery, Kan. 
Crawford, tll. 
St. Charies, La. 
El Paso, Tex. 
Mahoning, Ohio. 
St. Bernard, La. 
Webster, La. 
Dutchess, N. Y. 
Salt Lake, Utah 
Saint Clair, i. 
Throckmorton, 
Tex. 


Lawrence, lil. 
Potter, Tex. 
Baltimore, Md. 
McKean, Pa. 
Yellowstone, Mort, 


Em- 
ploy- 


Value 
Added 
ment | No 


(in “< 


thou- Plants) Est. (in 
sands) millions) 


1" 
NN 
4 
12 
14 
13 
13 

6 
10 
10 
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COUNTY 
and 
STATE 


St. Louis City, Mo. 


McLennan, Tex.. 
Cambria, Pa... 
Milwaukee, Wis. 
Tarrant, Tex. 


Butler, Pa. 
Lorain, Ohio 
Alameda, Cal. 
Hancock, W. Va. 
Bergen, N. J... 
Norfolk, Mass. 
Kanawha, W. Va.. 
Somerset, N. J. 
Allen, Ohio 
Creek, Okla. 


Boyd, Ky. 


“i & & & & 
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millions) 
10 
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COUNTY 
and 
STATE 


Chatham, Ga. 
Fayette, Pa... 
Payne, Okla... 
Davis, Utah..... 
Sedgwick, Kan. 
Puebie, Colo... 
Jefferson, Ky. 
Brazoria, Tex. 
Oklahoma, Okla. 


Caddo, La.. . 
Stephens, Okla. 


ploy- | 
ment 


(in | 


| ao 
“ |@D 


| thou- | Plants) Est. (in 


Westmoreland, Pa.| 


Essex, N. J... 


| 


Richmond, N. Y...| 


Fayette, ti. 
Allegheny, WN. Y.. 
Utah, Utah 


sands), _miltions) 


— 
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COUNTY 
and 
STATE 


Montgomery, Pa.. 
Northampton, Pa. 


York, Pa. o¢ 
Trumbull, Ohio 


Hennepin, Minn. 
Warren, Pa.. 

St. Louis, Minn.. 
Garfield, Okla. 
Multnomah, Ore. 


Total Above 
Counties 


% of U.S.A. Total 


Em- 
ploy- 
ment 
(in 
thou- 


sands) 


4 
4 


4 
4 


| Added 
No. | 
of 
Plants Est. (in 
millions 


a 


Manufacture of Rubber Products, 


Summit, Ohio 

Los Angeles, Cal.. 
Middlesex, Mass. 
New Haven, Conn. 
Wayne, Mich. 
Montgomery, Ohio 
Cook, til. 
Providence, R. |. 
St. Joseph, ind. 
Denver, Colo. 


Mercer, N. J. 
Bristol, Mass. 
Montgomery, Pa. 
Passaic, N. J. 
Shelby, Tenn. 
Norfolk, Mass. 
Erie, N. Y. 
Hampden, Mass. 
Eau Claire, Wis. 
Etowah, Ala. 


Fairfield, Conn. 
Marion, Ind. 
Richland, Ohio 
Allegheny, Md.. 
Philadelphia, Pa. 
Bristol, R. 1. 
Morris, N. J. 


55.0 
15.6 
10.2 
9.1 58 
68 


368 
136 
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Baltimore City, Md. 
Lake, Ohio 
Allen, Ind. 


Erie, Pa. 
Broome, WN. Y. 
Hancock, Ohio 
Polk, ta. 
Mahoning, Ohio 
Tuscaloosa, Ala. 
Adams, Miss. 
Suffolk, Mass. 
Wayne, Ohio 
Hamilton, Ind. 


Queens, N. Y. 
Stark, Ohio 
Ashiand, Ohio 
Ottawa, Okla. 
Rock Island, Ill. 
Elkhart, Ind. 
Kings, N. Y. 
Oakland, Mich. 
Jackson, Mich. 
New Castle, Del. 


Alameda, Cal. 
Portage, Ohio 
Essex, Mass. 


7 
6 
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2 NN 


15 

9 
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1 
10 
10 
10 
12 
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Gibson, Tenn. 
Shawnee, Kan. 
Cumbertand, Pa. 
Lee, la. 
Lawrence, Ohio 
Montgomery, 
Tenn. 
Medina, Ohio 


Tippecanoe, Ind. 
Orange, Cal. 
Lancaster, Neb. 
Essex, N. J. 
Auglaize, Ohio 
Geauga, Ohio 
Sandusky, Ohio 
Dodge, Wis. 
Cuyahoga, Ohio 
Delaware, Ind... 


Wabash, Ind... . 


Haywood, N.C... 


Caicasieu, La... 
La Crosse, Wis. 
Middlesex, Conn.. 
Hartford, Md. 
Crawford, Ohio. 
Windsor, Vt. 
Carroll, Md. 


Leading Counties 


Estimates for 100 counties with 98% of 1954 Employment; 98% of 1954 “Value Added” 


1 
1 
1 
1 
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Berrien, Mich. 


Worcester, Mass. 
Kent, Mich. 
Dutchess, N. Y. 
Hillsborough, N. H. 
Huron, Ohio 
Colbert, Ala. 
Coshocton, Ohio. 
Marion, Mo. 
Wexford, Mich. 
Middlesex, N. J. 


Hunterdon, N. J. 
Henrspin, Minn. 
Ottawa, Ohio 
Bucks, Pa. 
Adams, Pa. 
Erie, Ohio 
Daviess, Ind. 
Saint Clair, ti. 
Harris, Tex... 
Huntington, Ind. 


Total Above 
Counties 


%, of U.S.A. Total. 97.6 | 69.5 97.9 | 


240.1 


6 


aqeaaqQnages a @ 


5 6 


nN" N =| Wann @ 
ee &wwwe @ & 


_ 
w 


Nen=—-NN eS — @ 
wwwnwe ee ew 


608 1,792 


Manufacture of Leather and Leather Products Leading Counties 


G7 Estimates for 100 counties with 82% of 1954 Employment; 85% of 1954 “Value Added” 


.| 13.0 | 


24.5 | 453 | 123 
22.6 /1,122 | 134 
14.0; 38| 64 
3} 42 
11.9} 103) 59 


7.8 | 
7.8 | 
6.7 

6.3 | 
5.2 | 


178 | 88 
134 41 
76 | 
32 | 
178 


Rockingham, N. H. 


Davidson, Tenn... .| 


York, Me. 
Lancaster, Pa. 
Kennebec, Me.. 


3.0 | 12 
| 2.9 | 13 
2.8 10 
2.7 8 
2.6 10 


York, Pa. 


Somerset, Me... .. | 


Bristol, Mass. 
Denver, Colo... 
Luzerne, Pa. 


= 


14 


10.0; 119; 43 
0.9) 4) 41 
9.4| 203| 38 
8.6| 314) 38 
8.0| 68 31 


Strafford, N. H.. .. 
Fulton, N.Y... ... 
Essex, N. J...... 
Scioto, Ohio... . 
Franklin, Mo. 


4.6 21 
4.4) 213 
3.7 84 
3.4 § 
3.2 9 


Hamilton, Ohio...| 2.5 | 1 Hudson, WN. J. 

Queens, N.Y... 2.5 | 13 Norfolk, Mass. 

Campbell, Va.... 2.5 | 9 Dauphin, Pa.. . 10 
2.3 12 
2.2 


14! 


New Castle. Del... | 15 | Herkimer, N. Y....| 
Franklin, Ohio... .! 8 Berks, Pa. 
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RUBBER 
ORLD 


The Technical Authority 


of the Rubber Industry 


Now in ‘its 66th year 


RUBBER WORLD is the leading publication serving the $5 BILLION rubber industry. 


It is edited for the technical man in production and research, providing accurate data 


and information to aid him in solving today’s problems and in developing tomorrow's 


potential. 


A comparison of audited circulation statements shows that 
RUBBER WORLD reaches almost 30% more manufac- 
turers of rubber products than the next publication in the 


field. 


RUBBER WORLD is the first publication in the field to 
provide advertisers with an audited circulation statement 
(BPA), more than 65% of this circulation being paid. 
The subscription renewal rate is over 94%. 


RUBBER WORLD is the only publication serving the rub- 
ber industry to be edited by a technically trained and edu- 
cated editor, with actual production experience in the 
rubber industry. 


RUBBER WORLD is the only paper to insure its readers 
of technical accuracy in all of its articles by use of an 
Editorial Advisory Board. This Board consists of ten men, 
each prominent in a specific phase of the industry, Pro- 
posed articles are submitted to these men for checking and 
initial editing before final approval by the editor of 
RUBBER WORLD. 


RUBBER WORLD annually publishes more original tech- 
nical material than any other publication. 


RUBBER WORLD, since 1889, has been the leading tech- 
nical authority in the industry, maintaining this position 
of high regard through a sound and aggressive editorial 
and business policy. 


There are more than 1200 domestic rubber companies, which will produce approximately $5 BIL- 


LION in goods in 1955. To maintain this production, which top men in the field estimate will equal 
the peak year of 1953, the industry will spend $1 BILLION for equipment, raw material, and other 


ingredients. 


Perhaps your company is not now selling to this important industry, but it may be that you have prod- 
ucts which can be used by rubber manufacturers. RUBBER WORLD will be glad to discuss your 
products and help you to find out whether or not this field will offer you a market. 


Why not write RUBBER WORLD now, and perhaps open a new market for your company-—a year- 


around market and a developing source of sales. 


RUBBER WORLD 


The Technical Authority of the Rubber Industry 


386 Fourth Avenue 
New York 16, New: York 


BPA INP. 


MAY 10, 1955 


Other Bill Brothers Publications 
FLOOR COVERING PROFITS 
FOUNTAIN & FAST FOOD 
GROCER-GRAPHIC 
PREMIUM PRACTICE 
PLASTICS TECHNOLOGY 
SALES MANAGEMENT 
SALES MEETINGS 
TIRES-TBA MERCHANDISING 
YANKEE FOOD MERCHANT 


Manufacture of Leather and Leather Products, (Cont'd) 


Estimates for 100 counties with 82% of 1954 Employment; 85% of 1954 “Value Added” 


Em- Value Value Em- Value Em- Value 

ploy- Added Added pley- Added 

COUNTY ment 
and (in 

STATE thou- 

sands) 


3 


No. 
of 
Plants 


efi 


Fairfield, Conn....| 1 
Cumberland, Me...| 1 
Orange, N. Y. 1 
Penobscot, Me....| 1. 
Sheboygan, Wis...| 1. 
1 
1 
1 
1 


_ 
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Oxford, Me... .. 

Rock, Wis........ 
CapeGirardeau, Mo. 
Gasconade, Mo.... 
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Baltimore City, Md. 
Biair, Pa. 
Randolph, tt 
Cole, Mo......... 
Middlesex, N. J... 
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% of U.S.A. Total.| 81.6 | 81.4 


Manufacture of Stone, Clay, Glass Products, Leading Counties 


@7D Estimates for 100 counties with 67% of 1954 Employment; 67% of 1954 “Value Added” 


Los Angeles, Cal...| 20.0 
10.7 
-| 10.5 
8.4 
8.4 
7.8 
7.8 
Steuben, N. Y.....| 6.9 
La Salle, til... .. 6.3 
Lucas, Ohio......| 6.3 


— 


~ 


SZ2LZSSELSIER 


New York, N.Y... . 244 
St. Louis City, Mo. 
Licking, Ohio... .. 


Onondaga, N. Y.. . 2 19 10 Webster, la. 4 14 
Marion, W. Va... . . 12 
Salem, N. J....... . 18 Okmulgee, Okla... 
Fairfield, Conn... . A 13 
14 
19 
"1 


Madison, tli....... 
Tuscarawas, Ohio 
Kanawha, W. Va.. 
Somerset, N. J... . 
Cuyahoga, Ohio 
Middlesex, N. J... 
Stark, Ohio.......| 
Westmoreland, Pa.| 6.1 46 Lawrence, Pa.... 
Washington, Pa....| 5.8 Jefferson, Ala... .. 
Worcester, Mass...| 5.6 | 27 Alameda, Cal...... 
Baltimore City,Md.| 5.0 
6.0 Kings, N. Y....... 
4.8 Albany, N. Y.... 
4.7 Jefferson, Mo.. .. . 
Audrain, Mo...... 
Fairfield, Ohio. .. y Hamilton, Tenn... . 
Niagara, N.Y.... 


1 


13 
13 Jefferson, Ohio.... 
"1 
4 Passaic, N. J...... 
13 
11 
14 
13 
12 
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Huntingdon, Pa... . 
Middiesex, Mass. . 
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Northampton, Pa.. 
Wood, Ohio. 
Muskingum, Ohio 
Harrison, W. Va. 
Erie, N. Y..... ; . 
Franklin, Ohio } 3. Lake, .......... 2.2 
Columbiana, Ohio . Washington, Vt....| 2. Santa Clara, Cal. 
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Manufacture of Primary Metals, Leading Counties 


Estimates for 100 counties with 83% of 1954 Employment; 81% of 1954 “Value Added” 


Allegheny, Pa.....| 88.0 | 107 
Lake, Ind.........| 60.7 
Cook, 1M..........} 59.2 | 
Cuyahoga, Ohio...) 45.2 
Wayne, Mich. | 34.0 
Erie, N.Y........| 29.4 
Beaver, Pa. . 28.3 | 
Mahoning, Ohio...| 27.5 | 
Baltimore Co., Md.| 27.2 | 
Jefferson, Ala.....| 26.4 | 
© SM, 1955. 


-| 23.6 178 Worcester, Mass... 5 43 
21.0 163 Jefferson, Ohio.... . 6 
.| 20.0 169 Saginaw, Mich... . le 12 
19.4 182 is " 23 
16.3 1 10 
.| 14.2 t 6 
13.4 ike : 10 
12.8 — x 49 
12.0 d 35 
Madison, tl. 11.3 Philadelphia, Pa... d 88 


6.5 48 
6.3 
6.2 


St. Louis City, Mo. 
St. Lawrence, N. Y. 
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SALES MANAGEMENT 


Looking for a new plaut site,? 


OFFERS INDUSTRY 
12 Distinct Advantages 


RICH MARKET AREA 


5,000,000 people, with an effective buying in- 
come of over $9,750,000,000, live within 25 
miles of industrial Long Beach. 


LARGE LABOR POOL 
Probably no other area offers such a vast reservoir 


of skilled, semi-skilled and technical workers, 
mostly home-owners. 


LOW TAXES 
The city property tax structure is virtually unique, 
due fo large municipal oil revenues. The city has 
no sales nor income tax.: 


PROFIT-MAKING CLIMATE 
Plants in this area cost less to build, to operate 
and to maintain. Worker energy and job interest 
are appreciably higher. 


BETTER LIVING 
Ideal climate (air-conditioned by nature), ade- 
quate housing, and sea, mountain and desert 
recreation are big advantages. 


AVAILABLE RAW MATERIALS 
Crude petroleum (and by-products), cotton, wool, 
lumber, and other metallic and non-metallic 
materials come from Western states. 


CHEAP NATURAL GAS 
Natural fuel supplies of high heating value are 
available from near-by oil fields, under lowest 
rate schedules on the Pacific Coast. 


ABUNDANT WATER SUPPLY 
Local city-owned wells, plus ample supplies of 
Colorado River water, assure resources for even 
the most optimistic city growth. 


LOWEST ELECTRIC RATES 
Electric power, practically unlimited, is available 
to industries at rates which are among the lowest 
in the nation. 


TRANSPORTATION SAVINGS 
An inter-city and three transcontinental railways, 
a major airport, and all major common carrier 
truck lines service the area. 


MOST MODERN PORT 
The city’s unusual industrial growth has paralleled 
the development of the debt-free harbor, truly 
America’s most modern port. 


ECONOMIC STABILITY 
The long, successful operation of the local plants 
of world-famous industries is one indication of 
the area’s economic stability. 


The Long Beach Chamber of Commerce, acting for the City of Long Beach, happily performs a variety of personal and 
confidential services fo industrialists. Specific data and surveys are furnished. WRITE FOR FREE BROCHURE. 


CHAMBER OF COMMERCE—DEPARTMENT OF INDUSTRY 


200-L East Ocean Boulevard. 


MAY 10, 1955 


Long Beach 2, California 


Manufacture of Primary Metals, Leading Counties — (Cont'd) 


COUNTY 
and 
STATE 


Hancock, W. Va. 
Jackson, Mo... .. 
Utah, Utah 
Onondaga, WN. Y. 
Oneida, N. Y. 
Lawrence, Pa... . .| 
Niagara, N.Y... 
Etowah, Ala. 

Essex, N. J. 
Hamilton, Tenn. 


San Bernardino, 
Cal. - 
Hamilton, Ohio 


COUNTY 
and 
STATE 


Alameda, Cal. 


Em- 
| ploy- 
| ment | 
| (in 


ae 


of 


| Value 
Added 


| thou- | Plants! Est. (in 


sands) 


Providence, R. |... | 


Burlington, N. J. 
Marion, Ind. 

St. Clair, Mich. 
Kings, N. Y. 
Hampden, Mass. 
Saint Clair, tH. 
Scioto, Ohio 


Butler, Pa. 
Berrien, Mich. 


| millions) 


COUNTY 
and 
STATE 


ploy- 
| ment 
(in 

| thou- 
sands) 


Plants) Est. (in 


Saint Louis, Minn..| 3.2 | 


New York, N. Y. 
Salt Lake, Utah. . .| 
Montgomery, Ohio! 
Howard, Ind. 
Queens, N. Y. 
Multnomah, Ore... | 
Bucks, Pa. 


Hartford, Conn. 
Maricopa, Ariz.. 
Colbert, Ala. 
Franklin, Ohio 
Carbon, Pa. 
Lake, til. 
Oakland, Mich. 
Alien, Ind. 
Will, Hl. 


| 3.2| 


3.2 | 
3.1 


| 3.0) 


3.0 | 
3.0 


2.9 


2.9 


' millions) 


COUNTY 
and 
STATE 


| ment | 
] 
| (in 


No. 
of 


Added 
@ 


| thou- | Plants| Est. (in 


millions) 


| sands)| 
New Castle, Del. t 15 
Passaic, N. J. 
Fulton, Ga. 
San Mateo, Cal. 
Albany, N. Y. 
Winnebago, III. 
Peoria, Ill. 
Brooke, W. Va. 
Campbell, Ky. 
Bergen, N. J.... 
Cabell, W. Va. 


Total Above 


Counties 945.1 |3,179 


% of U.S.A. Total. 82.5 | 59.3 


Fabricated Metal Products, Leading Counties 


Estimates for 100 counties with 82% of 1954 Employment; 84% of 1954 “Value Added” 


Cook, Hil... 82.9 1,558 | 
Wayne, Mich......| 55.0 | 633 
Los Angeles, Cal. | 45.6 |1,149 
Philadelphia, Pa...| 37.1 478 


Cuyahoga, Ohio...| 34.8 | 524 


453 
362 
254 
284 


Kings, N. Y. 
Allegheny, Pa. 
Hartford, Conn. 
St. Louis City, Mo. 
New York, N. Y. 


24.1 
19.9 
18.0 
17.5 
15.9 


650 
182 
173 
225 
958 


Baltimore City, Md. 14.8 | 425 


Hamilton, Ohio 
Erie, N. Y. 
Kent, Mich. 
Milwaukee, Wis. 


13.5 
13.2 
12.9 
12.8 


158 
156 

99 
217 


113 
99 
97 
96 

106 


Worcestor, Mass. 


Queens, N. Y. 253 
Essex, N. J. 
Hennepin, Minn. 


Winnebago, Ili. 


| 12.0 
| 11.6) 340 
} 11.3 | 160 
11.0 55 
11.0 | 142 


92 
87 
84 

1 85 
78 
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ADVERTISERS 


TEC 
A LEY 


= 


sulting in sales. 


11,322 


PLACED 


42,293 
ADVERTISEMENTS 


3 Ways you can Profit from 
ADVERTISING IN THOMAS REGISTER 


t e Advertising in T. R. provides a foundation for all other advertising. 
2 e Advertising in T. R. will establish your name in industry. 


Advertising in T. R. continually produces “‘top quality” inquiries re- 


WITH THE HELP OF 


1,608 


AGENCIES 


in the 
1955 Edition 


Your T.R. representative can show you how your company 
will profit from product descriptive advertising in Thomas 
Register. Write Thomas Publishing Company, 461 Eighth 
Avenue, New York 1, N. Y. for address of representative 
in your area, or, look in Volume IV of T.R. for his address. 


THOMAS REGISTER 


SALES MANAGEMENT 


Fabricated Metal Products, Leading Counties — (Cont'd) 


Em- Value 
ploy- | Added 

COUNTY ment | No. | 
and in of @D 
STATE thou- | Plants! Est. (in 
sands millions) 


Fairfield, Conn. . 62 
Franklin, Ohio J 77 
New Haven, Conn. ; 65 
Jefferson, Ky. . 61 
Hudson, N. J. ; 53 
Suffolk, Mass. ‘ | 67 
Middlesex, Mass. ‘ 55 
Alameda, Cal. ‘ 67 
Mercer, N. J. , 60 
Butler, Ohio 


San Francisco, Cal. 
Summit, Ohio 
Hamilton, Tenn. 
Harris, Tex. 
Providence, R. | 
Bronx, N. Y. 

Lake, Ind. 

Beaver, Pa. 

Stark, Ohio 

Lucas, Ohio 


Montgomery, Pa. 


82% of 1954 Em 


COUNTY 
and 
STATE 


(in | of | 

thou- | Plants) Est. (in 

sands)! | millions) 
Jefferson, Ala. 6.2 46 
Union, N. J. 6.0 47 
Marion, Ind. 5.8 36 
Genessee, Mich. , 45 
Madison, Ind. ‘ 37 
Onondaga, N. Y...| 5.3 | 36 
Lorain, Ohio a 38 
King, Wash. 0) 43 
Oakland, Mich. 


York, Pa. 

Bucks, Pa. 
Mahoning, Ohio. 
Westmoreland, Pa. 
Erie, Pa. 

Oneida, N. Y. 
Trumbull, Ohio. . 
Multnomah, Ore.. 
Bergen, N. J. 
Jackson, Mo. 


Nassau, N. Y. 
Manitowoc, Wis. 


ployment; 84% of 1954 


“Value Added” 


COUNTY 
and 
STATE 


Chautauqua, N. Y. 
Hampden, Mass. 
Essex, Mass. 
Monroe, N. Y. 
Henrico, Va. 
Ramsey, Minn.. 
Sedgwick, Kan. 
Westchester, N. Y. 


Dallas, Tex. 

La Crosse, Wis... 
Dade, Fla. 
Passaic, N. J. 
Lancaster, Pa. 
Macomb, Mich. 
Ohio, W. Va. 
Davidson, Tenn. 
Vanderburgh, Ind. 
Bristol, Mass. 


Lehigh, Pa. 
Racine, Wis. 
Orleans, La. 


Em- 
ploy- 
ment 
(in 
thou- 
sands) 


3.4 
3.4 


. 


Value 
Added 
| ment | No. 


| (in of JM 


| thou- | Plants) Est. (in 
sands) | millions) 


Em- | 
| ploy- 


Value 
Added 
COUNTY 
and 
Plants Est. (in STATE 


millions) 


27 Columbiana, Ohio 2.4 
24 Contra Costa, Cal... 2.4 
28 Elkhart, Ind. 2.4 
21 Calhoun, Mich.. 2.3 
21 Kankakee, Ill. 2.3 
Roanoke, Va. 2.3 
Richland, Ohio 2.2 


Hancock, W. Va. 
Tulsa, Okla. 
Sandusky, Ohio 
Lackawanna, Pa. 
Ottawa, Mich. 
Delaware, Pa. 
Fulton, Ga. 

Berks, Pa. 
Jackson, Mich. 
New London, Conn. 
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Total Above 


Counties 841.5 |12,910) 6,243 


%, of U.S.A. Total | 82.3 | 77.1 84.3 
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THIS IS IEN’S MARKET 


WHY THEY READ IEN 


America’s best-rated and fastest-growing indus- 
trial plants, in all manufacturing industries, sup- 
plemented by government agencies and consult- 
ing firms whose decisions affect quantity purchases 
by industry. 


Readers in plants rated 
$100,000 or over 


Readers in plants rated 
$1,000,000 or over 


100% of the editorial content of INDUSTRIAL 
EQUIPMENT NEWS is concerned with product 
news and information. As the original and lead- 
ing service in this field, IEN concentrates on 
interpreting product news accurately, completely, 
promptly. 

Readership verification indicates that 99.4% 


of verified readers use IEN for finding and 
buying equipment, parts and materials. 


Sell 


HOW EVERY IEN AD GETS 


WHO READS IEN PREFERRED POSITION 


to 


Industrial 
Equipment News 
can help you find 
and sell specifiers, 
buyers and users 
of industrial 
equipment, parts, 


materials 


64,000 copies (toral distribution 70,500) go each 
month to operating, engineering and production 
men; plus qualifying individuals in government 
arsenals, shipyards, proving grounds; plus selected 
readers in engineering firms. These men are the 
real specifiers and buyers of industrial products. 
90.7% of INDUSTRIAL EQUIPMENT NEWS 
circulation is by reader request. 

Note functional breakdown: 


Readers in production management 41.7% 

Readers in plant engineering and 
operation .. 

Readers in purchasing 

Readers in product design and 
engineering 


Newspaper make-up, tabloid size, permits highly 
efficient use of space, with editorial items in center 
column, flanked by advertisements. 


ADVERTISING RATES 


Standard 1/9 Page Units: 


Six times, at 
Twelve or more times, at 


Industrial Equipment News 


Thomas Publishing Company 
461 Eighth Avenue, New York 1,N.Y.... Affiliated with Thomas Register 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Indu trial data for all counties—not just the leading 100—are available on IBM cards. Address 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559., 
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Has your 


selling program 


| 


this plus factor 


needed today ? 


Your selling efforts in metalworking take 


on added strength when you put STEEL’s 
new sales aids to work! 


Let’s say you have a good product. Your sales force is substantial. You’re 
adequately tooled up to do a selling job. An almost unbeatable combination. 


But, this one essential factor may be missing: 
Latest market information you need for most effective sales direction geared to today’s potentials! 
For example, take STEEL’s comprehensive planning guide, ‘Metalworking Markets 
in the U.S.”. It will help you... 

1. Establish a workable blueprint for greater sales 

2. Re-check sales territories based on new information 

3. Channel your sales efforts in big-potential areas 

4, Pinpoint your best sales possibilities by products, plants and operations 
It’s based on a continuing flow of census data STEEL itself uses to make sure its 
editorial content reaches the greatest concentration of buying power in the industry— 


key men at every management level responsible for more than nine-tenths of all 
metalworking business! 


Talk to the man from Steet about this unique “‘sales finder” and other new 
market data he’ll gladly share with you. Steet, Penton Building, Cleveland 13, Ohio. 


BUILD THE STRENGTH OF PAS4a a9 
INTO YOUR SELLING PROGRAM 


Manufacture of Machinery,* Leading Counties 


@ZD Estimates for 100 counties with 80% of 1954 Employment; 82% of 1954 “Value Added” 


Value | Em- | | Value 
Added | ploy- | 

C | ment | No. 
laa | ot | 
| thou- | Plants! Est. (in 
millions) millions 


Cuyahoga, Ohio 

Los Angeles, Cal... | 
Milwaukee, Wis...| 49.2 | 
Montgomery, Ohio) 40.5 
Hartford, Conn... .| 35.2 
Philadelphia, Pa. 29.3 
Worcester, Mass..., 23.1 | a 
Fairfield, Conn. 5 Oakland, Mich... 
Delaware, Pa. | 
Wayne, Ind... 

New York, N.Y... 
Middlesex, Mass. .| 
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22. 
Hamilton, Ohio. ..| 22.5 
Tazewell, til. 22.3 
Providence, R. 1... 19.2 
Stark, Ohio | 18.1 
Allegheny, Pa.....| 17.5 
St. Louis City, Mo.) 16.5 | 
Hampden, Mass...) 16.5 
Onondaga, N. Y. 16.5 | 
Harris, Tex.......| 16.2 | 
Union, N. J, 15.4 


Herkimer, N. Y.. 
Tompkins, N. Y.. 
Polk, ta. 

Bristol, Mass. 
Jasper, la. 
Multnomah, Ore.. 
Macomb, Mich. 
Lawrence, Pa. 
Oneida, N. Y. 


Butler, Ohio 
Saginaw, Mich... .| 
Lenawee, Mich... . 
Venango, Pa. 


Alameda, Cal. 
Muskegon, Mich... | 
Kent, Mich.......| 
Racine, Wis... 
Monroe, N. Y... 
York, Pa. 

Essex, Mass. 
Suffolk, Mass... . 
Ramsey, Minn.. 
Berks, Pa. 
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Shelby, Tenn. 
Rock, Wis. 
Passaic, N. J. 
Westchester, N. Y.| 
Linn, ta. 
Lancaster, Pa. 
Montgomery, Pa.. 
York, Me. 

La Porte, Ind. 
Litchfield, Conn.. 


= 
a 
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Hudson, N. J. 

Kings, N. Y. a 345 
Essex, N. J. m 301 
Winnebago, Ill. ° 107 | 
Erie, N. Y. s 172 
Jefferson, Ky. | 13.8 50 | 
Hennepin, Minn...| 13.7 | 197 | 


Total Above 

Counties 1220.5 12,561 9,927 
% of U.S.A. Total. 79.7 70.1 82.4 
Black Hawk, la. 
St. Joseph, Ind. 


Baltimore City, Md. 


* Except Electrical Machinery. 


Manufacture of Electrical Machinery, Leading Counties 


Estimates for 100 counties with 86% of 195 


Em- Value | Value Em- Em- Value 
ploy- Added ploy- ploy- 
COUNTY ment | No. COUNTY COUNTY COUNTY ment 
and (in of and and i and (in 
STATE thou- | Plants) Est. (in STATE thou- | Plants Est. (in STATE STATE thou- Plants Est. (in 
sands) millions sands) millions sands millions 
Cook, til. 119.0 Hartford, Conn. 9.3 
Los Angeles, Cal...| 50.8 Lucas, Ohio......| 8.4 
Philadeiphia, Pa...| 35.3 Suffolk, Mass.....| 7.8 
Schenectady, N. Y.| 31.2 } | 


Allen, Ohio 
Jackson, Mo. 
Lancaster, Pa. 
Somerset, N. J. 


Cabell, W. Va. 
Sangamon, Ill. 
Adams, Ill. 

Lycoming, Pa. 


Essex, N. J... .. 
Milwaukee, Wis. 
Allegheny, Pa. 
Hudson, N. J. 
Essex, Mass. 
Cuyahoga, Ohio 


Middlesex, Mass. 
New York, N. Y. 
Marion, Ind. 

St. Louis City, Mo. 
Kings, N. Y. 
Camden, N. J. 
Onondaga, N. Y. 


29.5 
29.0 
28.2 
27.4 
24.6 
23.6 


23.1 
17.5 
15.9 
13.8 
13.5 
13.3 
13.1 


Mercer, Pa.......| 7.3 | 


New Haven, Conn. 
Wayne, Mich. 
Westchester, N. Y. 
Baltimore City, Md. 
Union, N. J. 
Hampden, Mass. 
Baltimore, Md. 
Hennepin, Minn. 
Forsyth, N. C. 


Bristol, Mass. 
Elk, Pa. 
Providence, R. |. 


7.0 | 
6.9 
6.6 


Seneca, Ohio 
Howard, Ind. 
Kane, tit. 


Erie, Pa. 

Beaver, Pa. 
Chemung, N. Y. 
Racine, Wis. 
Davidson, Tenn.. 
Bronx, N. Y. 
Washtenaw, Mich.. 
Mercer, N. J. 
Norfolk, Mass. 
Strafford, N. H. 


a 
-oso 


Windham, Conn. 
San Mateo, Cal. 
Shiawassee, Mich. 
Bucks, Pa. 

San Francisco, Cal. 
DeKalb, tl. 
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Elkhart, Ind. 
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Ramsey, Minn... 


Fairfield, Conn. 12.9 
Madison, Ind. 12.7 
Allen, ind. | 12.7 


Lehigh, Pa. 
Niagara, N. Y. 
Santa Clara, Cal. 
Middlesex, N. J. 
Daviess, Ky. 
Linn, ta. 
Montgomery, Pa. 


Hillsborough, N. H.| 
Stark, Ohio 


| 
Richland, Ohio 
Clinton, Pa. 


Muskingum, Ohio 
Washington, Pa... . 


eo enrevraeeqenqcnas 
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Total Above } 
Counties 881.9 3,012 


Monroe, N. Y. 12.4 
Montgomery, Ohio 12.3 
Berkshire, Mass... 11.8 
Hamilton, Ohio. ..| 11.8 
Passaic, N. J. 11.5 
Queens, N. Y. 10.2 
Erie, N. Y. | 10.0 


% of U.S.A. Total.| 86.0 | 75.8 
Dallas, Tex... . 
Worcester, Mass...| 
Oneida, N. Y. 
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Lorain, Ohio... 
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HOW METALWORKING BUYING 
FOWER IS CONCENTRATED 


Of more than 50,000 metalworking plants, only about 
2,000 have more than 500 employees. Yet these feu 
plants employ 24 of all workers in all plants. 


Only 13% of all metalworking plants account for 
79% of the total product value. Equipment, tools, 
materials and accessories are purchased in the same 
proportion. 


This buying power is also concentrated geographi- 
cally. Using sales of machine tools as an index of 
activity, 87.7% of the buying power is in 14 states. 
MACHINERY concentrates 88.78% of its U. S. 
circulation in these same 14 states. 

These are facts. They show why it is necessary to 
judge a publication by its coverage of buying power, 
rather than by mere circulation totals. 


REACHING THE BUYERS YOUR 
SALESMEN CAN'T SEE 


To advertise metalworking products successfully you 
must cover the right plants. But you must also reach 
the real buying authorities in those plants—the en- 
gineering and production executives representing 
every phase and level of management. 


MACHINERY 


correlates 


CIRCULATION TO 
BUYING POWER 


in every major 
Metalworking 
Market 


_* 


These men are of utmost importance. Many of them 
do not see materials or equipment salesmen. Nor, for 
that matter, trade-paper subscription salesmen. 
MACHINERY’S combination of Paid Circulation and 
Directed Distribution penetrates the volume-buying 
plants by reaching these hidden buying authorities 
who—because they are inaccessible—are often missed 
by a publication which depends on all-paid circula- 
tion alone. 


HOW MACHINERY FINDS 
THE REAL BUYERS 


MACHINERY conducts a continual census to locate 
buying executives. Most of these men have long been 
subscribers to MACHINERY. Whenever we find a 
man who is not-—and who has proved purchasing 
authority—we send him a personal copy of MA- 
CHINERY every month. 

Better than 20% of MACHINERY’S circulation is 
Directed in this manner. The balance is Paid. Re- 
cipients of Directed copies must request continuance 
every six months. 

This form of coverage, which includes selective sub- 
scription selling, makes sure that your message pene 
trates the volume-buying plants thoroughly—and 
reaches more of the important, but often inaccessible, 
buying authorities. 


M5 MACHINERY 


—The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products. 


Published by The Industrial Press, 93 Worth Street, New York 13, N. \. 
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Transportation Equipment, Leading Counties 
@ZD Estimates for 100 counties with 94% of 1954 Employment; 94% of 1954 “Value Added” 


Em- Em- Value Em- Value Value 
ploy- 
COUNTY ment | No. COUNTY 
(in of and 
thou- STATE 
sands) 


14.8 Camden, N. J..... 
.| 14.5 Middlesex, Mass. . 
13.5 
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Hamilton, Ohio. . .| 
Niagara, N. Y. | 
St. Louis City, Mo. 
Norfolk, Va... | Allen, Ind........ 
Franklin, Ohio 
Lucas, Ohio... | Delaware, Ind... 
Cobb, Ga. 
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Clark, Ohio % of U.S.A. Total 


Instruments and Related Products, Leading Counties 


Estimates for 100 counties with 98% of 1954 Employment; 99% of 1954 “Value Added” 


Em- | Value Em- | Vaiue Value Value 
ploy- | Added plov- Added Added 
COUNTY ment | No. | COUNTY " . : 

| (in | of @ and GD 

thou- | Plants! Est. (in STATE Est. (in Est. (in 

sands) | millions) millions) millions) 
Bucks, Pa......... * 16 
Norfolk, Mass... .. ° 4 
Lancaster, Neb.. a “4 
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SALES MANAGEMENT 


Total Manufacture, Leading Counties 
Estimates for 100 counties with 62% of 


1954 Employment; 65% 


of 1954 “Value Added” 


- -|822.6 


--|341.8 
- - 300.6 


. +. 1233.9 
.-/180.4 


St. Louis City, Mo. 


Essex, N. J....... 
Hamilton, Ohio. . . 
Erie, N. Y........ 
Hudson, N. J...... 
Middlesex, Mass. . 
Hartford, Conn... . 
Baltimore City, Md. 
Providence, R. |... 
New Haven, Conn. 
Fairfield, Conn... . 


Monroe, N. Y.. . 
Worcester, Mass.. 
Suffolk, Mass... .. 


-|110.2 


Em- 
ploy- 
ment 
(inj 
thou- 
sands) 


617.3 
564.3 
543.1 


235.6 


179.0 


147.9 
147.5 
147.2 
140.6 
137.6 
127.7 
120.5 
119.1 
115.1 
113.0 


110.1 | 


Summit, Ohio 
Montgomery, Ohio 


..| 93.8 | 492 | 


| 92.4 | 595 | 


Value 
Added 


Est. (in 
millions) 


COUNTY 
and 


Jefferson, Ala... .. 
Middlesex, N. J... 


Oakland, Mich... . 
Montgomery, Pa... 
Onondaga, N. Y.. 


Em- 
ploy- 
ment 

(in 
thou- 
sands) 


23838 
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millions) 


COUNTY 
and 
STATE 
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Multnomah, Ore... 
Lancaster, Pa... .. 
Broome, N. Y..... 
Winnebago, lil... .. 
New Castle, Dei... 


Trumbull, Ohio. . . 


Em- 
ploy- 
ment 
(in 
thou- 
sands) 


55.7 


-| 55.2 


.-| 63.2 


52.6 
50.9 


47.8 
47.1 
46.6 


44.5 
43.8 


42.8 


Est. (in 
millions) 


COUNTY 


Em- 
ploy- 
ment 

(in 


Value 
Added 


Est. (in 
millions) 


28 888388 
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&% of U.S.A. Total 


184 
235 
238 
194 


Counties..... ; 


© SM, 1955. 


BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 


their authority is the Survey, with a very few exceptions. They know the Survey is reliable. And 


they know too that the people they are talking to—advertisers and advertising agencies—rely 


on the same authority. 


MAY 10, 


1955, 


THIS MAKES THE PICTURE CLEAR! 


It is not just the fact that you miss most of the big 
farm market when you confine yourself to urban 
media. It takes a farm magazine to really get home 
among farm families—to let them know you are 
really addressing them. 


Nothing can match FARM JOURNAL for impact, 
for coverage and for economy among farm fam- 
ilies. It is America’s largest, most successful farm 
magazine, first with farm families by hundreds of 
thousands—first with advertisers by millions of 
dollars! 


FARM JOURNAL 


THE MAGAZINE FARM FAMILIES DEPEND ON 
Published by Farm Journal, Inc., Philadelphia 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 


@ Most business men sense the fact that while the total farm 
population has declined, the rea/ farm market is very big and getting 
bigger. But, too many have not had a clear understanding of how, 
why and what it means to them. Maybe this will help. 


Comparing the actual records of 25 specific farms enrolled in the 
Farm Bureaus Farm Management Service continuously since 1925 
—choosing for this comparison the 3 years 1925 through 1927 and 
the 3 years 1950 through 1952—gives a very clear picture of what 
has been happening. 


HERE ARE THE HIGHLIGHTS OF THIS STUDY*— 


THe Farms Have Become BiGGeR—the average number of acres 
per farm has risen from 235 to 264 acres. 


It Takes Fewer MEN To FARM THESE BIGGER FARMS—thanks to 
mechanization, labor is down from 2.07 to 1.77 men per farm. 


Goop FARMING Is Bic Business—the capital invested per farm has 


increased by $52,296. The total capital investment per farm is now 
$113,657. 


THe ToTaAL ANNUAL CASH Receipts Rose SHARPLY—from $6,076 
per farm to $17,534 per farm. 


THe Farm Famity EARNINGS Rose From $4,095 Per YEAR To 
$9,584 Per YEAR—not just because the farms were bigger and the 
prices higher. Modern methods and know-how have greatly in- 
creased the production per acre. Using the same prices for both 
three year periods, the value of crops produced per acre rose 26% 
and the value of livestock produced per acre rose 40%! 


The story is much the same wherever you go. There are now more 
than two and one half million farm families enjoying a better than 
average standard of living. The real farm market—for luxuries, 
conveniences and services—is big and growing bigger! 


*The whole story is told in detail in an article by M.L. Mosher 
in the May, 1954, issue of Illinois Farm Economics which is 
published by the University of Illinois, College of Agriculture, in 
cooperation with the United States Department of Agriculture, 
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Reflecting the continuing drop in 
farm prices in 1954, farm dollar 
income (including Government pay- 
ments to farmers) stood at $29.7 
billion, which, while reflecting a drop 
of 4% from 1953, represents the third 
highest level in history. The farm 
market today still is, therefore, an 
extremely fertile field for the sale of a 
wide range of industrial and home 
consumption commodities. 

The farm market may be measured 
in several ways. If we add to the $29.7 
cash income about $2 billion esti- 
mated as the rental value of farm 
dwellings, a total gross farm income 
of about $32 billion may be derived. 
Farm production expenses in 1954 
amounted to $22.5 billion, leaving 
about $12 billion as the total 1ealized 
net income of farm operators. To this 
can be added the net change in farm 
inventories, the wages received by 
farm laborers, plus about $6 billion 
of income from 


FARM WAGE RATE 


IN THE U. S. 
388 


non-farm sources, 


1946'47‘48 ‘49°50 ‘51°52 ‘53 1954 
—— ANNUAL AVERAGE ———~” 
SOURCE: U.S. DEPARTMENT OF AGRICULTURE 
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bringing the total income of the farm 
population up to about $19 billion, 
about 7% of total national income. 

The reason why the farm market 
still represents a particularly high 
quality market is that the huge in- 
creases in dollar income achieved since 
1939 were accompanied by a sharp 
drop in farm population, with a 
marked resultant upgrading of per 
capita income levels in farm areas. 
The farm population in 1950 totaled 
25 million persons, about 16.6% of 
total population, as contrasted to 
nearly 31 million persons in 1939, 
when the farm population accounted 
for nearly 24% of the total. 

The measure of farm income which 
appears to have the greatest use in 
marketing is what we call “gross 
dollars from farming,” i.e., cash re- 
ceipts from farm marketings plus Gov- 
ernment payments. Estimated at $29.7 
billion in 1954, this figure measures 
the sum total available to the farm 
population for expenditures on the 
entire range of goods and services 
required for either consumption or 
production. 

Our state estimates of gross dollars 
from farming are projections for 1954, 
based on data for the first ten months 
of the year available from the Bu- 
reau of Agricultural Economics. The 
allocation among counties was based 
on county reports on the value of 
farm products sold in 1949, as ascer- 
tained by the Census Bureau in the 
1950 Census of Agriculture. In effect, 
therefore, we assume no alteration in 
1953 in the relative distribution of 
farm income within each state from 
that established by the Census Bureau. 

It will be noted that in some 
counties farm income totals exceed 
total Net Effective Buying Income. In 


he Farm 


Market Section 


almost all such cases, it will be founa 
that farm expenses, i.e., deductions 
from gross income for wages, feed, 
fertilizer, depreciation, interest, etc., 
constitute a relatively high propor- 
tion of gross farm income, and that if 
all adjustments were to be made, net 
farm income would fall short of Net 
Effective Buying Income. The rela 
tion between net and gross farm in- 
come varies considerably according 
to types of farming. Thus, in South- 
ern states, the ratio of net,to gross 
farm income would fall short of Net 
whereas in highly mechanized farming 
areas the relation between net and 
gross will fall below 50%. It was 
felt, however, that the gross farm 
income represented a better indicator 
of the importance of the farm market 
than would net farm income. The 
gross figure is certainly most im- 
portant in assaying the county’s poten- 
tial for farm equipment, supplies and 


materials. 
PRICES 
moe RECEIVED BY FARMERS 
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Gross Cash Farm Income by States and Counties 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS 
CASH FARM 

STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 


GROSS 
CASH FARM 
INCOME 


Franklin. ... 


Greene 
Hale. ... 


Henry...... 


Houston . 
Jackson 
Jefterson 
Lamar 
Lauderdale 
Lawrence 


17,197 
752 
147,045 


San Luis Obispo 


COLORADO 
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Gross Cash Farm Income by States and Counties —(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS GROSS GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM CASH FARM 
INCOME STATE INCOME INCOME INCOME INCOME 

and Esti- Esti- Esti- Esti- 
COUNTY JM mates mates JM mates JM mates 
(in thousands) (in thousands) (in thousands) (In thousands) 


4,640 6,549 ie 18,592 
3,035 See 13,922 
1,933 ae 
130 .., 
4,972 SoS 9,645 
3,490 eae 
1,488 ee 
4,778 pet ‘jade 4,502 
5,554 ee 
5,558 
10,590 = 
2,570 i 18,601 
2,644 15,809 
5,385 -_ 4,485 
27,205 
1,058 
13,909 
46,606 
43,667 
7,739 
10,242 


7,562 
9,955 
17,418 
2,943 
41,095 
25,671 
17,419 
28 459 
13,394 
49,925 


5,838 
32,592 
43,917 
29,848 
23,528 
28 ,506 
56,171 
25 637 
25,774 
20,688 


7,973 
15,569 
14,336 
3,766 
13,590 
23,492 
8,473 
20,858 
A 22,531 
Moultrie 14,198 


ILLINOIS 


36.473 
19,720 
4,691 
21,320 
22,195 
2,411 
Jasper. me Srila dadscaahecsiin 6,319 
Jeff Davis.......... OE aes ‘ 11,777 
5,359 


15,150 
17,882 

6,054 
38,743 
10,500 

9,222 
22,008 
13,000 
28.098 
25,782 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


STATE 
and 
COUNTY 


Williamson 


Winnebago 
Woodford 


Total 


INDIANA 


Blackford 
Boone 
Brown 


GROSS 
CASH FARM 
INCOME 


DD wri 
(in thousands) 


20,738 
9,450 
13,662 
13,506 
2,071 
5,190 
4,084 
11,327 
2,858 
4,662 


12,295 
10,960 
13,136 
14,055 
16,557 

7,924 
20,050 
13,504 

2,704 
15,074 


9,005 
10,760 
8,702 
9,508 
4,331 
19,995 
13,293 
6,560 
6,829 
7,986 


9,743 
16,823 
11,946 

5,625 
10,771 
17,568 
13,556 
19,970 
11,837 


1,072,180 


GROss) 


CASH FARM 
INCOME 
ra) Esti- 
JM mates 
(in thousands) 


23, 366 
52,008 
23,724 
11,930 
29,304 
25,073 
28 ,661 
49,856 
26 ,663 
31,992 


15,549 
10,654 

9,095 
11,093 
15,741 
27,336 
11,255 
26,631 
17,115 
22,275 


38,994 
16,688 
25,391 


.. 2,273,886 


1,031,614 


2,590 
2,234 
3,244 
4,540 
2,476 
2,620 
2,847 


SALES 


MANAGEMENT 


Big figures do not always mean big 

value. Coverage and influence in its market are 
better indices of a medium’s worth than 

its mere audience size... 

With 1,300,000 circulation, SUCCESSFUL 
FARMING is a big medium. It reaches a majority 
of its market —26% of all the commercial 
farms in this country; and 42% of all farms 
earning $10,000 or more a year. 

SF farms represent only one fifth of the 
country’s total, but produce almost half 
of the grains, dairy and livestock products. 
Their investment in land and buildings is 
larger. They own a majority of the farm 
machinery used. 


SF subscribers are a better market than 


general media circulation —average just under 


$10,000 a year from farming alone. And 
represent a market of $11 billion annually, 
the equivalent of another national suburbia. 

In influence with its market, SUCCESSFUI 
FARMING is not surpassed by any medium. Fifty 
years of helping the country’s best farmers 
make more money, save work, live better, 
have earned for it a respect and confidence 
that makes advertising more productive, 
more economical. 

As consumers, SUCCESSFUL FARMING families 
are one of the best class markets in the world 
today. Any SF office can tell you more. 


MEREDITH PUBLISHING COMPANY, Des Moines 
... with offices in New York, Chicago, Detroit, 
Philadelphia, Cleveland, Atlanta, Los Angeles 
and San Francisco. 


Gross Cash Farm Income by States and Counties —(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM 


STATE INCOME INCOME STATE INCOME 
and 


COUNTY COUNTY 2 mates 


Carter 8,984 


8,241 
12,791 
18,680 
20,960 


Ectill... 
Fayette. . 
Fleming, . 
Weiitad actssasece 
Franklin. .......... 


15,711 


12,211 
13,766 
8,675 
2,439 
1,651 
2,690 
2,818 
14,172 
120 


4,080 
1,505 
13,396 
2,002 


14,816 


4,389 
17,489 
8,618 
20,711 
4,109 
80 
22,991 
3,803 
15,079 
14,438 


13,009 
28,094 
22,730 
29,219 


SALES MANAGEMENT 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM 

STATE INCOME STATE INCOME STATE INCOME INCOME 
and and Esti- and Esti- and Esti- 


Esti- 
COUNTY COUNTY mates COUNTY SM mates COUNTY JM mates SM mates 


(in thousands) (in thousands) (in thousands) (in thousands) 


4,175 bescise cote Lafayette.......... 18,967 
3,475 Deu ta res 10,732 
2,210 8,260 
31,732 eanecceess er 9,927 
5,018 eee 10,107 
3,528 hes $ 9,283 
4,060 , 5,716 
1,319 
10,209 
2,298 ee 1,681 
1,845 ccameeeareee 3,081 
2,921 Lciguineted oe 9,100 
25,888 6,746 
4,961 — 5,814 
2,581 ° 16,029 
10,994 8,600 
10,336 
6,872 


Caldwell... 
Callaway... 


Phillips... 
Pondera. . . 
Powder River 
dcneskendets 


Chariton 
Christian... . 


16,010 
11,788 ‘6,702 

16,065 
4,345 

16,216 
8 2P 

10,497 
fee, 

12,978 
os 1,014 
; 3,339 
14,008 6.688 
5,368 
10,941 peg 
15,816 ’ 
11,965 
14,187 
21,725 
21,881 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


i ieee 
CASH FARM 
INCOME 


DD vrs 


(in thousands) 


STATE 
and 
COUNTY 


Hamilton 
Harlan 
Hayes 


Holt 
Hooker 
Howard 
Jefferson 
Johnson 
Kearney 


Keith 
Keya Paha 
Kimball 
Knox 


21,488 
5,476 
19,423 


See explanation of “Gross Dollars from Farming,’ 


GROSS 
CASH FARM 


NEW HAMPSH!RE 
Belknap... 2,687 
Cirroll oy 1,638 
Cheshire 4,804 
Coos... 4,451 
Grafton a 7,172 
Hillsborough 15,566 
Merrimack 9,214 
Rockingham 12,373 
Strafford 
Sullivan 


Total 


NEW JERSEY 
Atlantic... 14,032 
Bergen..... 11,599 
Burlington 27,543 

6,390 
3,369 
33,055 
3,827 
22,616 
9,314 
24,868 


13,294 
16,581 
40,127 
11,384 
19,823 

4,708 
20,311 
11,460 
18,024 

6,351 


NEW MEXICO 
Bernalillo 
Catron 
Chaves 
Colfax 
Curry 
De Baca 
Dona Ana 
Eddy 
Grart 


NEW YORK 


NORTH CAROLINA 

Alamance... 6.664 
2,918 

2,547 

6,471 

4,739 

1,821 

14,814 

14,199 

9,864 

4,522 


6,358 
1,531 
4,229 
1,793 
2,682 
2,450 
9,351 
4,751 
9,348 
1,078 


4,163 
1,058 
14,482 
23,437 
9,463 
8,978 
3,116 
32 
6,217 
3,198 


Tyrrelt 
Union 


Vance 
Wake 
Warren 
Washington 
Watauga 
Wayne 
Wilkes 
Wilson 
Yadkin 
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ss Dollars from Farming,” page 79 
——— ae ee —=<—<—<—<— === penton erent eres emery 


STATE 
and 
COUNTY 


Yancey 


Total 


CASH FARM 
INCOME 
Esti- 
JH mates 
(in thousands) 


NORTH DAKOTA 


Adams... 
Barnes 
Benson 
Billings 
Bottineau. . 
Bowman. . 
Burke 
Burleigh 
Cass 
Cavalier 


Dickey 
Divide 
Dunn 
Eddy. 
Emmons 
Foster 


Golden Valley. . 


Grand Forks. . 
Grant 
Griggs 


Hettinger 
Kidder 

La Moure 
Logan 
McHenry 
Mcintosh 
McKenzie 
McLean 
Mercer 
Morton 


Mountrail 
Nelson 
Oliver 
Pembina 
Pierce 
Ramsey 
Ransom 
Renville 
Richland 
Rolette 


Sargent 
Sheridan 
Sioux 
Slope 
Stark 
Steele 
Stutsman 
Towner 
Traill 
Walsh 


Ward 
Wells 
Williams 


Acams 
Allen 
Ashiand 
Ashtabula 
Athens 
Auglaize 
Belmont... 


STATE 
and 
COUNTY 


Brown 


Delaware 
Erie 
Fairfield 
Fayette 
Franklin 
Fulton 
Gallia 
Geauga 
Greene 
Guernsey 


Hamilton 
Hancock 
Hardin 
Harrison 
Henry 
Highland 
Hocking 
Holmes 
Huron 
Jackson 


Jefferson 
Knox 
Lake 
Lawrence 
Licking 
Logan 
Lorain. 
Lucas 
Madison 
Mahoning 


Pickaway 
Pike 
Portage 
Preble 
Putnam 
Richland 


Ross 
Sandusky 
Scioto 
Seneca. . 
Shelby 
Stark 


CASH FARM 
INCOME 

Esti- 

JM mates 
(in thousands 


11,068 
15,494 
4,951 


16,107 
16,369 

7,973 
16,956 
11,162 

8,377 
13,461 
12,212 
26,259 
12,320 


12,995 
7,738 
15,294 
16,018 
16 ,503 
20,817 
5,471 
7,552 
15,687 
4,699 


9,599 
19,146 
16,552 

3,463 
18,946 
15,050 

2,484 
12,274 
13,405 

2,865 


3,340 
12,548 
6,725 
3,229 
16,544 
13,540 
15,702 
12,496 
18,159 
9,239 


12,255 
12,604 
4,077 
18,776 
17,938 
4,285 
15,772 
4,340 
9,760 
8,648 


3,832 
7,601 
10,804 
4,218 
19,189 
3,457 
10,485 
16,665 
19,970 
9,583 


13,773 
15,234 

4,939 
14,141 
14,827 
16,194 


COUNTY 


Summit 
Trumbull 
Tuscarawas 
Union 


Van Wert 
Vinton 
Warren 
Washington 
Wayne 
Williams 
Wood 
Wyandot 


Total 


GROS: 
CASH FARM 
INCOME 
Esti- 
mates 


(in thousands) 


6,879 
9,819 
9,375 
14,615 


15,012 


OKLAHOMA 


Adair 
Alfalfa 
Atoka 
Beaver 
Beckham 
Blaine 
Bryan 
Caddo 
Canadian 
Carter 


Cherokee 
Choctaw 
Cimarron 
Cleveiand 
Coal 
Comanche 
Cotton 
Craig 
Creek 
Custer 


Delaware 
Dewey 
Ellis 
Garfield 
Garvin 
Grady 
Grant 
Greer 
Harmon 
Harper 


Haskell 


Pottawatomie 
Pushmataha ..... 
Roger Mills 
Rogers. . 

Seminole 
Sequoyah 
Stephens 

Texas. 


Tillman 
Tulsa 
Wagoner 
Washington 
Washita 
Woods 
Woodward 


Total 


OREGON 
Baker 
Benton. . 
Clackamas 
Clatsop... 
Columbia. . 


Gilliam... 
Grant..... 
Harney. 
Hood River 
Jackson 
Jefferson. . 
Josephine. 
Klamath 


Multnomah. . . 
iaenss 
Tillamook. . . 
Umatilla... .. 


Union....... 
Wallowa.... 
Wasco 
Washington 
Wheeler . 
Yamhill 


375,113 


PENNSYLVANIA 


17,415 


STATE 
and 
COUNTY 


Columbia....... 
Crawford... ... 


Cumberland. . 


Elk.... 
Erie. . 
Fayette 
Forest 
Franklin 
Fulton 


Lackawanna. . 
Lancaster. . ; 
Lawrence........ 


Northumberland . 
Perry 


Philadelphia 


Schuylkill........ 
Snyder. ... - 
Sullivan 
Susquehanna 
Tioga...... 
Unien..... 


Venango... 


© SM, 1955. 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS 
CASH FARM 
STATE INCOME 


and Esti- 
COUNTY autos 
(in thousands) 


GROSS 
CASH FARM 
INCOME 


7 Esti- 
COUNTY JM mates 
(in thousands) 


GROSS 
CASH FARM 
INCOME 


GROSS 
CASH FARM 
STATE INCOME 


and Esti- 
COUNTY JM mates 


RHODE ISLAND 


Charlies Mix........ 12,225 
ee 11,353 
14,511 


#8 


~ 
~_— = 


Eze22898 


--. 


i 
ow — 


Seee2s88= 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS GROSS 


CASH FARM CASH FARM 


STATE STATE 


and 


and 
COUNTY COUNTY 


10,029 


1,982,517 


Shackelford 
Shelby 


4,234 
3,292 
2,067 
4,661 
3,540 
18,331 
14,317 


7,782 
3,185 
15,009 


Gross Cash Farm Income by States and Counties —(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 79 


GROSS 
CASH FARM 
INCOME 

Tp Et 


GROSS 
CASH FARM 
INCOME STATE 


DD wer: on 
mates § COUNTY 
(in thousands) 


STATE 
and 
COUNTY 


Gross | 


CASH FARM 
INCOME 


Esti- 
BUD nates 
(im thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 


DD wre 


(in thousands) 


Calumet 


4,679 


Winnebago....... 


14,948 


8,416 Wood 11,516 


Total 981 , 568 
14,673 
12,473 
2,511 
22,279 
8,798 
4,655 
14,193 
16,147 
10,012 


WYOMING 


Hot Springs. . .. 


Jackson Johnson 


Jefterson 


Kanawha Laramie 


Lincoin 
Natrona 
Niobrara 
Park 

Platte 
Sheridan 
Sublette 
Sweetwater 
Teton 


Lewis 
Lincoln 
Logan... 
McDowell 
Marion . 
Marshall 
Mason 
Mercer 
Mineral 
Mingo 


3 


~—f2 8 = 
= 
SZSSeERE 


Uinta 

Washakie 

Weston... 

Yellowstone 
National Park . 


_ 
— 
_ 


Total 
U.S. Grard Total. 


n= -—@ he 
S888 
= 

esa 


it’s the SURVEY 


It may be General Electric Company . . . Foote, Cone & Belding . . 


. the United Cerebral Palsy 
Associations . . . the UAW-CIO . . . the Traveling Library & Extension Dept. of the State of 
Wisconsin . . . the Board of Governors of the Federal Reserve System . . . a citizens’ “watchdog” 
or the N. J. 


committee on state expenditures . . . the N. Y. Regional Planning Committee . . . 


Education Association .. . 


Wherever reliable local data on population, income, sales are needed to launch a project or 


determine a course of action— it’s the SURVEY. 


SALES MANAGEMENT 


In this section, the editors of SALEs 
MANAGEMENT, in response to many 
requests, focus attention on the differ- 
ential rates of growth affecting all the 
counties of the nation. Analysis of 
growth rates provides valuable in- 
sights into the dynamics of economic 
change which should supplement any 
consideration of the relationships 
among counties based on the economic 
magnitudes of any given time period. 

For example, sales managers will, 
on the basis of such standard indi- 
cators as population, sales, income or 
combinations thereof, decide that 
County A has three times the poten- 
tial of County B, and the sales quotas 
may reflect that relationship. Yet the 
ease with which these potentials may 
be realized will frequently reflect the 
fact that in an area enjoying boom 
conditions, with rapidly rising popu- 
lation and sales trends, sales quotas are 
fairly easily met and even over-ful- 
filled. On the other hand, areas with 
lagging growth trends may offer 
greater sales difficulties. 

However, this fact should not be 
over-emphasized. By and large, the 
bulk of consumer demand is concen- 
trated in the large established urban 
and metropolitan areas of the country, 
whose growth trends, of necessity, are 
closely geared to the national aver- 
ages. More often than not, counties 
displaying abnormally high growth 
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Growth Trends: 


Population, Retail Sales, 


Residential Construction 


rates will reflect genuine local boom 
conditions, but confined to relatively 
small areas. Therefore, the estimates 
below should be used with caution, 
as essentially concerned with but a 
single, and frequently limited, aspect 
of the quality of markets. 

The index of population is based on 
the April 1950 Census figure; the 
index of retail sales is based on the 
1948 Census benchmark figure. It will 
be noted that there is usually some 
rough correspondence between the 
sales and population growth, in that 
counties with above-average gains in 
population generally enjoy above- 
average gains in sales. To evaluate the 
significance of the indexes it should 
be borne in mind that the correspond- 
ing U.S. Index of Population Growth 
is 107.2, while the U.S. Index of 
Retail Sales Gain is 130.3. 

Closely related to the indexes of 
growth, and therefore included in this 
section, are estimates for each county 
of the average annual change in the 
number of occupied dwelling units 
since 1950. The period extending 
from April, 1950, to Jan. 1, 1055, is 
one which coincides with one of the 
greatest residential construction booms 
in history. Over this period we esti- 
mate the average annual rate of house- 
hold formation to be somewhat over 
one million (1,002,580). 

One immediate result of presenting 


such average annual gains for each 
county is to highlight the fact that 
the bulk of the gains in household 
formation are concentrated in the 
large urban and suburban counties. 
Another interesting fact is that in 
many rural counties of the nation, 
household formation over the past five 
years has been negative, with the 
rate of abandonment and household 
shrinkage not quite offset by new 
construction. (Figures in italics indi- 
cate negative changes. ) 

We also present estimates of sales 
by county of lumber, building mate- 
rials and hardware dealers. Such sales 
are far more closely related to the 
maintenance of existing dwelling units 
than to new construction, and for that 
reason, perhaps, the two sets of esti- 
mates form a vivid contrast. Thus, for 
example, Los Angeles accounted for 
7.98% of the average annual gain in 
occupied dwelling units, but only 
3.03% of total retail sales of lumber, 
building materials and hardware in 
1954. 

The smaller cities, as compared 
with the metropolitan areas, rate very 
high in lumber-building-hardware 
sales. Nation-wide the metropolitan 
areas account for roughly half of the 
sales, whereas in the majority of other 
store types the percentage is closer to 
seventy. 


91 


Indexes of Population and Sales Growth, All Counties 


Estimates of population, 1955-50, and retail sales, 1954-48 


tion 
STATE 1/1/1986) 

AND 
COUNTY 


ARIZONA 


175.8 
106.8 
182.3 
116.0 
91.9 
96.9 
138.7 
. 121.2 
CALIFORNIA . 100.5 
122.5 


100.5 
106.2 
109.8 
109.4 
106.0 
137.1 
131.8 
135.4 | DISTRICT OF 
105.5 COLUMBIA 
103.1 | District of 


145.5 
115.7 
114.6 
138.1 
122.0 
110.4 . 134.3 
116.2 : ° 114.4 
94.1 . 174.5 
140.3 ° 137.2 
176.7 - 140.4 
197.4 
100.6 119.0 
106.5 ° 127.0 
122.9 . 125.4 
130.4 ° 164.3 
126.9 
104.2 ° 185.6 
114.8 le 127.8 
130.2 . 164.4 
134.7 \e 117.2 
100.8 ° 98.2 
142.9 
107.8 . A 150.3 
117.2 . 163.4 
127.1 . 112.5 
135.8 . 120.8 
107.9 
97.8 . 112.1 
104.0 112.5 
118.6 . 184.7 


SALES MANAGEMENT 


Indexes of Population and Sales Growth, All Counties—(Cont'd) 


@7D Estimates of population, 1955-50, and retail sales, 1954-48 


STATE 
AND 
COUNTY 


| 
Popula- 
tion 
1/1/1955 
(April 
1950 


Retail 
Sales 
1954 
(1948 


STATE 
AND 
COUNTY 


Popula- 
tion 
1/1/1956 
(April 
1950 


STATE 
AND 
COUNTY 


Popula- 
tion 
1/1/1955 


STATE 
AND 
COUNTY 


Popula- 
tion 
1/1/1955 


STATE 
AND 
COUNTY 


} 
Popula- 
tion 
1/1/1955 


=100) | =100) = 100) 


101.3 | 112.5 117.9 
106.2 | 118.1 119.3 
110.7 | 129.6 110.3 
107.5 | 122.4 105.9 
129.0 | 140.4 --+-| 107.6 
118.6 | 144.3 
101.5 | 119.8 


Total Counties..| 128.5 


126.3 | 145.9 
107.3 | 121.6 
101.8 | 118.0 
93.0 | 107.1 
120.2 | 136.7 
132.0 | 149.4 
127.7 | 144.9 
102.4 | 115.6 
116.2 | 125.8 
98.6 | 110.4 


GEORGIA 


120.7 | 140.7 
115.4 | 137.3 
114.0 | 136.6 
130.8 | 161.9 
116.3 | 143.5 
143.4 | 168.7 
110.0 | 117.8 
134.9 | 156.8 
112.2 | 128.0 
126.6 


126.1 | 
138.6 
123.6 
118.5 | 
115.6 | 
152.6 
111.5 
143.2 | 
111.5 
105.9 | 


104.7 
102.7 
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. To Reach the Growing 


AUGUSTA, GA. 
MARKET 


- - « You Need to Use the 


CHRONICLE-HERALD 


————DAILY and SUNDAY 


INCREASE over 1950... 


EFFECTIVE BUYING INCOME 


302,519,000) 127% 


. NEW YORK @ CHICAGO @ ST. LOUIS @ DETROIT @ DALLAS @ ATLANTA 
Represented Nationally by the Branham Co. Memprns e CHARLOTTE’ © TA d ee Loe EEC ALLAS. © ATLANTA 
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Indexes of Population and Sales Growth, All Counties—(Cont'd) 


, 1955-50, and retail sales, 1954-48 


@7D Estimates of population 


STATE 
AND 
COUNTY 


Wayne 
Webster 
Wheeler 


Bear Lake 
Benewah 
Bingham 
Blaine 
Boise 
Bonner 
Bonneville 


Boundary 
Sutte 
Camas 
Canyon 
Caribou 
Cassia 
Clark 
Clearwater 
Custer 
Elmore 


Franklin 
Fremont. . 
Gem 
Gooding 
Idaho 
Jefferson 
Jerome 
Kootenai 
Latah 
Lemhi 


Lewis 
Lincoin 
Madison 
Minidoka 
Nez Perce 
Oneida 
Owyhee 
Payette 
Power 
Shoshona 
Teton 
Twin Falls 
Valley 
Washington 


Total Counties 


ILLINOIS 
Adams. 
Alexander 
Bond 
Boone 
Brown... 


STATE 
AND 
COUNTY 


Christian 


Fayette... 
Ford..... 
Franklin 


Jersey 

Jo Daviess 
Johnson 
Kane 
Kankakee. . 
Kendall 
Knox 

Lake 

La Salle 


Lawrence 
Lee 
Livingston 


1/1/1955) 
(April 
1950 
=100) 


101.2 
96.7 
99.1 

101.8 

103.9 

104.8 | 

100.3 
96.2 

106.4 | 


Winnebago 
Woodford 


Total Counties. . 


INDIANA 
Adams 
Allen 


Franklin 
Fulton 
Gibson. . 
Grant.. 
Greene... 


J 

Popula- 
tion Retail 
1/1/1955, Sales 
(Aprit | 1954 
1950 | (1948 
| =100) =100) 
103.6 122.7 
112.6 138.7 
111.4 129.3 
102.4 126.9 
109.0 127.1 
111.2 132.1 
108.9 133.8 


106.7 128.0 
102.8 | 122.8 
108.0 © 126.3 
103.7 | 123.8 
110.0 130.1 
103.5 | 125.3 
106.8 132.7 
111.3 | 131.1 
101.3 120.2 
103.7 | 120.5 


97.6 | 118.1 
103.0 | 131.4 
96.7 | 120.8 
114.2 | 134.0 
101.9 | 1427.0 
106.4 | 130.5 
104.1 | 130.2 
103.1 | 129.8 
103.9 | 128.8 
103.5 | 127.1 


113.1 | 132.2 
118.0 151.2 
106.3 124.8 
99.5 132.2 
113.8 | 138.7 
110.0 | 131.9 
98.0 121.8 
98.7 125.5 
113.8 | 136.0 
103.4 | 122.2 


109.1, 127.7 
111.5 132.8 
105.9 | 128.2 
104.3 121.9 
105.6 124.5 
103.1 | 122.8 
107.7 | 134.3 
103.5 140.1 
108.9 | 129.1 
105.3 | 126.6 


103.0 | 125.3 
107.2 | 130.6 


| 
108.7 | 131.2 


94.3 | 113.0 
93.6 118.1 
96.6 112.9 
90.9 107.0 
100.1 | 113.0 
97.9 120.3 
108.8 | 123.8 
95.6 | 103.8 
99.5 115.9 
98.9 117.6 


103.2 | 116.4 
98.8 116.3 
98.0 113.5 
97.9 | 115.6 
98.7 114.6 
107.0 | 422.2 


STATE 
AND 
COUNTY 


Franklin. . 
Fremont 
Greene 
Grundy 
Guthrie 
Hamilton 


Hancock... . 
Hardin 
Harrison 
Henry 
Howard 
Humboldt 
Ida 

lowa 
Jackson 
Jasper 


Jefterson 
Johnson 
Jones 
Keokuk 
Kossuth 
Lee 

Linn 
Louisa 
Lucas 
Lyon ... 


Madison 
Mahaska 
Marion. . 
Marshall 
Mills 


Mitchell... .. 


Monroe... .. 


Montgomery. . 


Muscatine... 


O’Brien 
Osceola 
See 
Palo Alto 


tion 
1/1/1955 


(Aprit | 


1950 


Reta! 
Sales 
1954 
(1948 
= 100 


127.2 
115.6 
117.5 
112.0 


115.4 
114.0 
120.3 
116.0 
118.9 
116.8 
111.1 
114.8 
128.8 
118.6 


122.8 
110.5 
101.2 
115.1 
118.4 
106.6 
111.6 
118.0 
107.3 
114.6 


114.9 
114.7 
109.4 
127.8 
114.8 
121.8 
112.7 
117.2 
120.7 
128.2 


114.4 
117.2 
123.3 
116.1 
112.3 
125.2 
140.2 
119.5 
106.9 
117.0 


110.4 
114.1 
116.8 
114.7 
106.9 
119.5 
115.2 
107.0 
116.7 
116.3 


108.5 
107.6 
107.8 
108.8 
114.5 
118.7 
126.1 
115.6 
118.6 
113.5 


117.3 
120.0 
123.6 
112.8 
118.1 


SALES MANAGEMENT 


A digest of the fundamentals 


of premium merchandising —and 


how it can go to work for you 


Incentives are good medicine for 
many sales ills. This fact has come to 
be more and more widely accepted in 
the past few years. But what to do 
about it? 

Where do premiums fit in your sales 
program? How can you use them? 
How can you, perhaps, sell the pre- 
mium market? 

Answering these questions is the 
mission of this booklet, prepared by 
the editors of Premium Practice, for 
half a century the Magazine of Incen- 
tive Merchandising. 

The ideas set forth here are a distil- 
lation of 50 years of research, study 
and expert counseling in the field of 
effective premium merchandising. 

If you have a sales problem calling 
for new merchandising skills—if you 
can absorb the extra sales represented 
by some of the world’s most lucrative 
special markets—if you have any sales 
problem—this digest of promotion 
techniques can help you! 


~~ BAER PRAETICE 


386 FOURTH AVE., NEW YORK 16, 
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Indexes of Population and Sales Growth, All Counties—(Cont’d) 


@7D Estimates of population, 1955-50, and retail sales, 1954-48 


104.1 98.9 
119.8 | 162.8 
108.2 | 123.7 
110.7 | 104.1 
104.2 | 122.4 
243.6 106.0 | 130.1 


SALES MANAGEMENT 


Indexes of Population and Sales Growth, All Counties—(Cont'd) 
Estimates of population, 1955-50, and retail sales, 1934-48 


Popula- | Popula- 
Retail tion Retail tion Retail 
/1/1955| Sales STATE }1/1/1955) STATE 1/1/1955; Sales STATE 
| (April 1954 AND (April AND 1954 AND AND 
1950 (1948 COUNTY 1950 COUNTY (1948 COUNTY COUNTY 
=100) | =100) =100) ) | =100) | 


114.8 | 188.7 | Houghton 94.2 i oses 4) 116.3 and ° ° Panola. . 
113.6 | 175.8 | Huron 102.5 ; atin . 138.1 | Washington... .| 3 | -8 | Pearl River 
102.4 | 104.1 | Ingham 113.7 ; -0 | 119.6 | Watonwan.... 8 | J Perry 
111.9 | 110.6 | lonia.. 104.5 . > J 116.2 | Wilkin... 4 | ° Pike 
losco... 112.7 4 Cottonwood... . i 120.0 | Winona........| " \. Pontotoc 
101.6 | 121.1 | Iron..... 102.3 Crow Wing... .| .7 | 119.2 | Waseca..... ‘ -5 | Prentiss 
122.0 | 164.1 | Isabella.. 103.2 Dakota. . . 115.3 | Washington , ’ Quitman 
118.5 | 160.0 | Jackson. 109.8 Dodge. ... -8 | 118.4 | Watonwan 
103.8 | 144.5 | Kalamazoo 112.3 | Wilkin. . . 4 | -0 | Rankin 
126.4 | 227.8 | Kalkaska 95.7 | Douglas F 121.9 Scott. . 
Prince Georges 132.9 195.2 Faribault. | ‘ 117.6 | Winona. | ° ° Sharkey 
Queen Annes...| 102.8 154.9 | Kent 110.7 | Fillmore. . . A 120.0 | Wright.. bea 3 | ° Simpson 
St. Marys --| 133.9 | 187.4 | Keweenaw 85.6 Freeborn. . a 119.7 | Yellow Medicine . ° Smith . 
Somerset --| 101.7 97.6 | Lake 100.8 . Goodhue. A 118.1 Stone... 
Talbot -+-| 104.4 | 143.2 | Lapeer 109.7 ° Grant t 117.3 | Total Counties J , Sunflower 
Washington....| 107.2 | 121.0 | Leelanau 102.9 Hennepin 3 ee es - t .* 1. a) ee 
Wicomico......| 108.4 | 122.4 | Lenawee 112.0 | Houston 7 | 118.2 
Worcester... 107.5 125.0 | Livingston 112.6 Hubbard . 119.2 | MISSISSIPPI 
Luce... * 100.6 isanti J 115.3 | Adams 
Total Counties 112.5 134.6 | Mackinac 97.9 Alcorn. a , Tishomingo... . . 
erie omy ~~ | Macomb 129.3 | itaeca..... -0 | 128.8 | Amite. . a -9 | Tunica. . 
Jackson........ x 120.7 | Attala. ° . Union... 
MASSA- Manistee 109.0 | Kanabec. . . ‘ 120.0 | Benton. . | 3 | v Walthall 
CHUSETTS Marquette 107.2 | Kandiyohi... . .| -6 | 122.5 | Bolivar s x Warren. . 
Barnstable. . . 110.4 | 129.0 | Mason...... 102.0 Kittson...... 3 108.4 | Calhoun : J . Washington. . 
| 120.7 | Mecosta. ... 98.0 Koochiching. . ‘ 114.5 | Carroll. 


Berkshire 103.4 | 
Bristol 104.4 | 122.6 | Menominee... 102.7 Lac Qui Parle x 118.4 | Chickasaw 
Dukes 101.1 | 115.3 | Midland... 114.6 Lake...... s 124.8 | Choctaw . ° ° Wilkinson 
Essex .-| 104.4 | 118.7 | Missaukee. 103.2 R Lake of the Winston. . 
Fiankiin . . 104.2 | 121.4 | Monroe... 114.8 Woods... r 105.9 | Claiborne 
Fampden.... 107.0 | 128.9 | Montcalm. 107.0 Clarke. . d ° Yalobusha. 
Kampshire.....| 106.5 121.6 | Montmorency. 106.6 Le Sueur.... ‘ 121.6 | Clay 6 | . Yazoo. ... 
Middlesex 105.8 | 123.4 . 7 124.2 | Coahoma. : 
Nantucket | 100.4 123.9 | Muskegon.... 112.9 < 121.2 | Copiah...... | . Total Counties 
Newaygo.......| 106.1 | -0 | 122.5 | Covington Le dete 
Norfolk 110.5 129.7 | Oakland.......| 125.3 9 | 115.2 | De Soto | 
Plymouth 107.9 | 128.3 | Oceana.... | 108.0 . ° 115.8 | Forrest..... A . MISSOURI 
Suffolk 102.7 122.2 | Ogemaw..... 102.7  -/~ le 116.7 | Franklin 
Worcester 105.0 | 127.2 | Ontonagon. 99.2 .7| 119.5 George 
Osceola... 106.5 | Mille Lacs 5 | 117.4 
Total Counties 105.4 | 123.9 | Oscoda 114.8 | Morrison. . 117.4 | Greene 
‘ ~~~ Otsego : 101.0 Grenada 
Ottawa . 111.3 Mower.... J 122.0 | Hancock... 
MICHIGAN Murray... . . 119.6 | Harrison. 
Alcona P 100.7 159.5 | Presque Isie.... . Nicollet... -9 | 123.4 | Hinds... 3 
Alger. 96.9 | 109.1 | Roscommon... . .4| 121.7 | Holmes.. | 
Allegan ‘ 107.3 132.3 i = 6 ied 7 114.3 | Humphreys... . 
Alpena. .. 104.1 | 130.9 . Clai . & 132.2 
Antrim... 102.6 120.1 | St. Joseph..... , cial . 118.2 
Arenac... 102.6 | 124.1 | Sanilac....... Y Pennington. .. . 0 | 120.1 
Baraga.... 98.3 | 103.6 | Schoolcraft.....| y a Ae 3) 113.4 
110.0 | 128.1 | Shiawassee ‘ Pipestone. . 6 | 119.1 
109.3 133.7 | Tuscola 
98.7 128.2 | Van Buren.....| . eRe . 116.6 
| Pope..... d 113.1 
116.0 140.5 | Washtenaw.... J Ramsey. . A 124.0 
110.5 | 129.5 ‘ Red Lake. . 119.2 
111.9 140.5 ‘cmmes . Redwood... . 118.9 
114.9 135.0 Renville. . . ° 117.6 
102.4 125.5 | Total Counties. .| x Rice ¢ 120.6 
96.8 eh a. ) kek eo Rock. . . . 123.7 
104.4 129.5 | Roseau..... : 120.5 
111.1 136.4 | MINNESOTA St. Louis ° 120.3 
108.9 139.1 | Aitkin. . 
101.1 150.0 | Anoka.. jihes . des veel : 118.9 
Becker. seek - nas . 114.0 
98.7 | 114.5 | Beltrami.... m i Reees reel . 116.3 
97.8 | 115.9 | Benton...... R ° 117.8 
109.6 140.5 | Big Stone..... R é 121.4 
102.2 | 109.1 seis B Pease oe le 117.2 
113.1 | 166.4 A 127.8 
98.4 | 144.5 d aida es 118.4 
97.5 | 117.3 R 123.9 
108.7 | 136.4 7 | 119.4 
103.8 | 131.0 


118.1 | 128.3 i —T 5 a -1| 121.5 - . Franklin. .... 


MAY 1955 


Indexes of Population and Sales Growth, All Counties—(Cont'd) 


| Popula- Popula- | 

| tion i tion | tion | Retail tion | Retail 
STATE [1/1/1985 STATE {1/1/1958 11/1/1955, Sales STATE _|1/1/1958! Sales STATE {1/1/1985 
AND AND (April (April | 1954 AND (April | 1954 AND (April 
COUNTY COUNTY | 1950 1950 | (1948 COUNTY 1950 | (1948 COUNTY 1950 
=100) | ) =100) ) | =100 | =100 


Gasconade m 3 Texas... 100.5 121.9 | Cumberland....| 111.2 | 
Gentry. - » .6 | Vernon. . 100.9 | ; ; Essex...... 106.2 | 
Greene . x Warren... 103.0 ‘ ‘ y 124.0 | Gloucester.....| 113.6 
Grundy . a Washington | 100.0 5 - .9 | 128.3 | Hudson 103.1 
Harrison ; 3 | Wayne... 100.8 . 4 Red Willow. .4| 122.6 | Hunterdon 108.5 
Henry ‘ -9 | Webster.......) 100.1 | ‘ 7 | Richardson 6 | 122.6 
Hickory Y ; Worth... | 97.6 | A ta t Rock d 115.3 | Mercer 110.3 
Hort 6 | . Wright... 99.7 | ‘ < Saline. . 8 | 118.9 | Middlesex 111.6 | 
i wi Sarpy..... -1| 131.3 | Monmouth | 115.4 | 
Tota! Counties ; . Saunders p 118.5 | Morris 114.3 | 
eee — | Buffalo 2 | Scotts Bluft 6 | 120.0 | Ocean | 117.9 | 
Seward .0 | 120.0 | Passaic 107.0 | 
MONTANA Burt ° Salem 109.6 | 
Beaverhead " 1 | Butler 9 | Sheridan .7| 116.8 | Somerset......| 114.7 | 
Big Horn : 1 | Cass... 0 | Sherman ' 114.3 | Sussex 108.0 | 
Johnson | J “ Blaine ; Cedar . Sioux... $ 125.5 | Union 110.7 | 
Knox . , -6 | Broadwater 2 | -6 | Chase... } . Stanton -7? | 123.6 | Warren 107.2 
Laclede . a Carbon uy ° Cherry.. J ‘ Thayer ' 117.4 
Lafayette | y . Carter Cheyenne . Thomas 3 108.5 | Total Counties 110.2 
Lawrence 2 | -1 | Cascade .5 | Clay... ‘ Thurston a 119.1 eet a 
Lewis | ; : Chouteau ; .2 | Colfax ’ Valley... | 119.6 
Lincoin | J -8 | Custer. Cuming. . ‘ ; Washington .7| 124.3 | NEW MEXICO 
Linn , . Daniels ' a Wayne -6 | 123.8 | Bernalillo | 127.5 | 
Livingston 0 | e Custer... S Catron... 90.5 | 
McDonald : .5 | Dawson .4 | Dakota ° Webster .0 | 116.0 | Chaves... 125.3 | 
Deer Lodge. . ..| 5 | Dawes i Wheeler .3| 110.6 | Colfax.. 94.8 | 
Macon... .. | y s Fallon .. Dawson.... 1] York f 119.4 | Curry 115.6 | 
Madison $ - Fergus | Deuel E De Baca 
Maries 6 | ° Flathead . s Dixon 3 Total Counties. . | f 123.2 | Dona Ana 
Marion q .6 | Gallatin " 3 Dodge cht eemaees Gaye ~~ | Eddy 
Mercer b 7 | Garfield ; : Douglas Grant 
Miller ‘ . Glacier * . Dundy ; NEVADA Guadalupe 
Mississippi 4 y Golden Valley 7] 4 Fillmore : Churchill 
Moniteau : . Granite Clark Harding 
Monroe Franklin é Douglas Hidalgo 
Montgomery , ; Hill 2 | ‘ Frontier ‘ Elko Lea 
Jefferson 6 | ‘ Furnas x Esmeralda Lincotn 
Morgan ‘ <1 | Judith Basin....| 4 | Gage : Eureka Los Alamos 
New Madrid 2 | B Lake Garden “ Humboldt a Luna 
Newton : 4 | Lewis and Clark : 9 | Garfield , -3 | Lander. i McKinley 
Nodaway } ‘ ‘ Liberty x ; Gosper : Lincoln. 
Oregon 0 | .1 | Lincoin 7 | .7 | Grant 
Osage 1) E McCone A s Greeley 
Ozark } : & Madison ‘ A Hall 
Pemiscot m ¥ Meagher Nye 5 Rio Arriba 
Perry Hamilton x Ormsby Roosevelt 
Pettis ; -3 | Mineral . -5 | Harlan 5 | Pershing Sandoval 
Missoula 7 " Hayes * Storey . San Juan 
Phelps . J Musselshell ; ; Hitchcock : Washoe San Miguel 
Pike . ‘ J Park x * 5 5 White Pine Santa Fe 
Platte % 4 Petroleum Sierra... 
Polk } . J Phillips Total Counties Socorro 
Pulaski .0 | ; Pondera. . ey ee - Taos 
Putnam....... : t Powder River.. . | Torrance 
Ralls saul 1) t Powell....... 9) . . NEW 
Randolph. .... t y Prairie | HAMPSHIRE Union 
Y Belknap...... 101.3 | Valencia 
Ravalli. e z , ; Carroll.........| 100.2 
Richland ‘ ° . i : ‘ Cheshire 96.3 Total Counties 116.3 
Roosevelt y : ae Coos 103.8 | - SRR Se 
Rosebud 9 114, 1] Grafton 99.3 | 
Sanders d . ose Hillsborough 102.8 | NEW YORK | 
Sheridan 3} 128. Yass 1 | Merrimack 99.8 | Albany 104.3 | 
Silver Bow . 7 ee 8 | Rockingham | 102.4 Allegany. ..... 103.2 | 124.0 
Stillwater v 1 Ae ! Strafford } 102.5 | Bronx | 101.9) 133.4 
| Sullivan 96.0 | Broome. . | 122.1 
Cattaraugus 3| 122.9 
Total Counties..| 101.2 Cayuga. .. | . 122.7 
————— Chautauqua ’ 128.4 
Chemung. 5 | 132.0 
NEW JERSEY | Chenango : . 120.2 
Atlantic........| 105.8 | 123.7 | Clinton. : 119.1 
Bergen........| 121.2 | 147.3 
Burlington......; 117.8 | 137.0 121.5 
Camden... . | 109.4 134.9 apo : 123.3 
Cape May......| 110.4 | 128.0 ie 8 | 123.5 


Mora 
Lyon. . . Otero 


Quay 
Mineral 
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Indexes of Population and Sales Growth, All Counties—(Cont'd) 


STATE 
AND 
COUNTY 


Dutchess 
Erie 

Essex 
Franklin 
Fulton. 
Genesee...... 
Greene. . 
Hamilton 
Herkimer. ... 
Jefferson 


Kings 
Lewis. . 
Livingston 
Madison 
Monroe 


teeees| 
Montgomery... . | 


Nassau. . 
New York 
Niagara 

Oneida. . 


Onondaga 
Ontario. .. 
Orange... 
Orleans. . 
Oswego. 
Otsego 
Putnam 
Queens 
Rensselaer 
Richmond 


Rockland 

St. Lawrence. . 
Saratoga. .. 
Schenectady 
Schoharie 
Schuyler 
Seneca. . 
Steuben 
Suffolk 
Sullivan 


Tioga... 
Tompkins 
Ulster 
Warren 
Washington 
Wayne 
Westchester 
Wyoming 
Yates 


Total Counties 


NORTH 
CAROLINA 
Alamance 
Alexander... 
Alleghany 
Anson 
Ashe... ew 
Avery..... 
Beaufort . 
Bertie. . 
Bladen 
Brunswick 


Buncombe...... 


Popula- 
tion 
1/1/1955 


Estimates of population, 1955-50, and retail sales, 1954-48 


2eaouenaeouoso 


STATE 
AND 
COUNTY 


Caswell 


Cherokee 


Chowan 
Clay 
Cleveland 
Columbus 
Craven 
Cumberland 
Currituck 
Dare. . 


Davidson..... 


Frankiin 
Gaston 
Gates 
Graham 
Granville 
Greene 


Guilford 
Halifax 
Harnett 
Haywood 
Henderson 
Hertford 
Hoke 
Hyde 
Iredell 
Jackson 


Johnston 
Jones. 

Lee 

Lenoir 
Lincoln 
McDowell 
Macon 
Madison 
Martin 
Mecklenberg 


Mitchell 


Montgomery... 


Moore. . 
Nash 


New Hanover. 


Northampton 
Onslow 
Orange 
Pamlico 
Pasquotank . . 


Pender 
Perquimans 
Person 
Pitt... 

Polk 
Randolph 


| 

11/1/1985 

| (April 
1950 


| =100) | 


100.1 
107.7 
100.0 
101.1 


102.0 


| 103.8 


; | 103.9 


115.3 
121.5 


Richmond..... .| 
Robeson...... 


Rockingham 
Rowan 


Retail 
Sales 
1954 
(1948 
=100 


117.9 
144.3 
132.4 
121.9 


129.7 
164.2 
121.8 
141.7 
146.3 
153.6 
198.6 
212.0 
156.3 
117.8 


144.4 
121.9 
128.4 
136.4 
117.9 
121.8 
147.0 
127.1 
108.6 
107.3 


141.7 
133.8 
129.8 
135.1 
140.4 
144.4 
104.6 
135.1 
125.8 
135.0 


123.2 
139.0 
125.8 
158.9 
116.6 
127.1 
127.1 
135.0 
156.3 
129.8 


153.6 
148.3 
136.4 
123.1 
135.1 
112.5 
264.9 
139.0 
140.4 
137.8 


158.9 
120.5 
104.6 
131.0 
172.1 
153.6 
137.7 
125.8 
128.4 
121.8 


135.1 
136.3 
119.1 
131.0 
139.1 


STATE 
AND 
COUNTY 


Surry 

Swain 
Transylvania 
Tyrrell 
Union 


Vance. 
Wake 
Warren 
Washington 
Watauga 
Wayne 
Wilkes 
Wilson 
Yadkin 
Yancey 


Tota! Counties 


NORTH 
DAKOTA 

Adams 

Barnes 


Benson........| 
Billings... .....| 


Burleigh. . 
Cass 
Cavalier. . 


Dickey... 
Divide... . 
Dunn..... 
Eddy... 
Emmons. 
Foster 
Golden Valley 
Grand Forks. 
Grant 

Griggs. . 


Hettinger 
Kidder 

La Moure 
Logan. 
McHenry 
Mcintosh 
McKenzie 
McLean 
Mercer 
Morton 


Mountrail 
Nelson. . 
Oliver . 
Pembina. . 
Pierce... 
Ramsey 
Ransom 
Renville 
Richland 
Rolette 


Sargent 
Sheridan 


Popula- 

tion | Retail 
1/1/1955) Sates 
(April | 1954 


104.4 | 119.2 
94.7| 139.0 
107.9 | 133.8 
103.0 | 132.5 
103.7 | 131.1 


101.8 | 
111.9 | 
101.9 | 
102.4 
100.3 
104.2 | 
102.5 | 
101.0 

103.4 | 


116.5 
137.1 

92.7 
148.3 
158.9 
124.5 
178.8 
129.7 
153.5 
152.3 


| 
i 


98.1 


105.8 


133.4 


93.6 
93.5 
87.1 | 
112.5 | 
91.4 
97.4 
92.1 
107.9 
107.0 


98.7 
104.7 
110.7 
109.6 
120.2 
113.0 
114.3 
148.8 
111.9 
103.5 


103.5 

122.6 

101.1 

107.2 

108.3 

97.4 | 116.6 
85.7 | 103.6 
107.5 | 116.6 
92.7 | 104.7 
89.7 | 101.2 
97.1 | 
98.9 
90.5 | 
91.2 | 100.0 
92.3 | 116.6 
92.2) 107.1 
90.5 | 136.8 
103.5 | 160.7 
92.1 | 115.4 


107.2 | 121.4 


97.5 
102.4 
116.7 


94.5 131.0 
89.0 | 104.8 
90.5 | 89.2 
95.7 | 110.7 
94.8) 114.2 
92.5 | 109.4 
90.1 | 108.3 
98.0 | 106.9 
94.6 | 95.2 
91.8 | 113.0 


94.5 | 110.6 
91.3 | 109.4 
81.1) 89.2 
99.3 | 111.9 
97.9 | 116.6 
89.4) 114.2 
108.0 | 115.4 
84.9 | 110.8 
95.0} 104.8 
104.9 | 116.6 


STATE 
AND 
COUNTY 


Ward 
Wells.... 
Williams... . . 


Total Counties 


Auglaize. ... 


| Popula- 
| tion 
|1/1/1955) 
| (April 
1950 


Belmont.......| 


Brown 
Butler 
Carroll... . 


Champaign... . 


Cini is oo cx 


Clermont... 
Clinton . 


Columbiana. . % 
Coshocton...... 


Crawford..... 
Cuyahoga. . .. 
Darke. ... 
Defiance 


Delaware 
Gowns 


Fairfield. ..... 


Fayette 
Frankiin 
Fulton. 
Gallia. . . 
Geauga 
Greene : 
Guernsey. . 


Hamilton 
Hancock 
Hardin 
Harrison 
Henry. 
Highland 
Hocking 
Holmes 


Huron........ 


Jackson. 


Jefferson 
Knox 
Lake 


|| Lawrence 


Licking. . 
Logan 
Lorain. .. 
Lucas.... 
Madison 
Mahoning 


Marion 
Medina 
Meigs. . 
Mercer 
Miami 
Monroe 


Montgomery... 


Morgan 
Morrow 


Muskingum... 


Noble 
Ottawa 


STATE 
AND 
COUNTY 


Paulding 
Perry... 
Pickaway 
Pike... 
Portage. . 
Preble... . 
Putnam 
Richland 


Ross 
Sandusky 
Scioto 
Seneca... 
Shelby... 
Stark... 
Summit... 
Trumbull . 
Tuscarawas 
Union... 


Van Wert 
Vinton. . 
Warren 
Washington . 
Wayne. 
Williams 
Wood 
Wyandot. 


Total Counties 


OKLAHOMA 
Adair. 
Alfalfa. . 
Atoka 
Beaver 
Beckham 
Blaine 
Bryan 
Caddo 
Canadian 
Carter . . 


| Poputa- | 
| tion | eal 
11/1/1955) Sales 
| (Aprit.| 1954 
| 1950 | (1948 
= 100) 

102.3 

101.0 

104.2 

156.0 

110.5 

108.9 
105.7 | 
109.7 


107.1 
104.0 
119.1 
107.0 
107.7 
108.6 
108.8 | 
108.7 | 
105.0 | 


104.4 | 


105.3 | 
102.2 | 
111.4 
103.8 
107.8 
105.7 
106.5 
106.6 


107.6 


Cherokee. .... 


Choctaw. ..... 


Cimarron... . 
Cleveland. .... 


Delaware 
Dewey.. 
Ellis 
Garfield... 
Garvin 
Grady . 
Grant 
Greer 
Harmon. . 
Harper 


Haskell. . 
Hughes. 
Jackson. 
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LOCATE IN South Carolina 


with its EIGHT INDUSTRIAL ADVANTAGES 


Nearness to Markets 


Draw a circle with a radius of 600 miles 
around the state of South Carolina. You'll 
find that every major market from New 
York to Miami, from Detroit to New Or- 
leans, falls within this circle. That means 
that every one of these markets is just an 
easy overnight’s drive from South Carolina. 


<u Transportation in Abundance 


—.— step of the world. Truck, rail, air and sea- 


An excellent highway system, a busy sea- 
port, trucking lines, airlines, and railroads 
have placed South Carolina on the door- 


shipments moving through the state and 
to other parts of the country. 


Power Where It’s Needed 


Thirty-six power generating stations serve 
South Carolina industry with an annual 
capability of more than 4 billion kilowatt 
hours. Nine privately owned companies, 


— and three publicly owned power systems 


make low cost power available anywhere in 
South Carolina. 


intelligent, Native Born People 

The people of South Carolina are the state’s 
@reatest asset. They are 99.7% native born, 
with the traditional American pride and 
willingness to work. They are a happy, 
friendly, hospitable people with a loyalty 
to their families that is unsurpassed any- 
where. One third of a million loyal workers 
are our best advertisement .. . people who 
believe in an honest day’s work for a good 
day’s pay. 


A Wealth of Natural Resources 
South Carolina contains some of the na- 
tion’s greatest mineral wealth, and some of 
the largest woodland resources. In the 
period from 1942 to 1953, the value of major 
mineral products, as sand, clay, granite, 
vermiculite, tripled reaching the present 
figure of thirteen million dollars. The value 
of the forestry industry reached three hun- 
dred million dollars. 


Cooperative Government 

Cooperation between government and in- 
dustry; and a reasonable tax structure 
express the thinking of South Carolinians 
by supporting industry. Employee-manage- 
ment relations are ideal—encouraged by a 
government that stays out of private busi- 
ness; a government representative of its 


people. 


Temperate Climate 

South Carolina’s mild temperature means 
15% less fuel and heating costs for industry 
(according to the nation’s outstanding in- 
dustrial engineers)—and less absenteeism, 
less illness among employees and their 
families. 


Water—Pure and Abundant 


South Carolina has the second and third 
largest drainage areas on the Atlantic Coast, 
giving water any time, and in any amount. 
Both ground and surface water are known 
for purity—what little treatment some in- 
dustries require is basic and inexpensive. 


See for yourself South Carolina's great strides in industry... Send for 
“South Carolina on the March”, a survey of the past 10 years progress in the state 


For complete information of South Carolina's eight 


industrial advantages for your business: write or 
telephone LD 94. No obligation ... strictest 


confidence. 


State Development Board, Dept. SM-5, Box 927 
Columbia, South Carolina 
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Indexes of Population and Sales Growth, All Counties—(Cont'd) 


STATE 
AND 
COUNTY 


Lincoln 
Logan 
Love 
McClain 
McCurtain 
Mcintosh 
Major 
Marshall 
Mayes 
Murray 


Muskogee 
Noble 
Nowata.... 
Okfuskee 
Oklahoma 
Okmulgee 
Osage 
Ottawa 
Pawnee 
Payne 


Pittsburgh 
Pontotoc 
Pottawatomie 
Pushmataha 
Roger Mills 
Rogers 
Seminole 
Sequoyah 
Stephens 
Texas 


Tillman. . 
Tulsa.... 
Wagoner 
Washington 
Washita 
Woods 
Woodward 


G7) Estimates of popula 


Popula- 
tion Retail 
1/1/1955) Sales 
(April 1954 
(1948 


124.1 

97.7 
93.2 | 111.5 
92.6 | 121.5 
92.4 | 104.0 
91.4 | 125.3 
100.2 | 97.7 
89.2 | 116.6 
95.7 | 152.9 
94.6 | 132.9 


101.2 
95.4 | 
95.8 | 144.1 
90.2 | 110.3 
113.0 | 132.8 
116.5 
122.7 
110.3 
109.0 
126.5 


110.3 
111.5 


129.0 
111.5 
117.8 
112.7 

87.7 
132.8 
106.5 
136.6 
147.8 
106.5 


107.8 


Total Counties 101.9 


OREGON 
Baker 
Benton. 
Clackamas 
Clatsop . 
Columbia. . . 
Crook 

Curry 
Deschutes 
Douglas 


Gilliam 
Grant 
Harney 
Hood River 
Jackson. . 
Jefferson 
Josephine 
Klamath 
Lake.. 
Lane 


STATE 
AND 


Umatilla 


Union 
Wallowa 
Wasco 
Washington 
Wheeler 
Yamhill 


Total Counties 


PENN- 
SYLVANIA 
Adams 
Allegheny 
Armstrong 
Beaver 
Bedford 
Berks. . 
Blair . 
Bradford 
Bucks. 
Butler 


Cambria 
Cameron 
Carbon 
Centre 
Chester 
Clarion . 
Clearfield 
Clinton 
Columbia 
Crawford 


Cumberland 
Dauphin 
Delaware 
Elk 

Erie 

Fayette 
Forest 
Franklin 
Fulton 
Greene 


Huntingdon 
Indiana 
Jefferson 
Juniata 
Lackawanna 
Lancaster 
Lawrence 
Lebanon 
Lehigh 
Luzerne. . 


Lycoming. 


Philadelphia... .| 


Pike...... 
Potter. .. 
Schuylkill 
Snyder....... 
Sullivan 


1/1/1955 


(April 


oe ee 2 ee ee 


we eaoawnsonn 


| Popula- 


tion 
/1/1/1955 
(April 
1950 


STATE 
AND 
COUNTY 


Warren........ 
Washington. ... 


-| 104.7 


Tota! Counties..| 103.0 


RHODE 
ISLAND 
Bristol..... 
Kent. . 
Newport. , 
Providence. . 
Washington 


113.8 
110.9 
101.4 
111.0 


Total Counties 104.1 


SOUTH 
CAROLINA 
Abbeville. . 
Aiken. . 
Allendale 
Anderson 
Bamberg 
Barnwell 
Beaufort 
Berkeley 
Calhoun 
Charleston 


Cherokee. . 
Chester... 
Chesterfield 
Clarendon 
Colleton . 
Darlington. . 
Dilion 
Dorchester 
Edgefield 
Fairfield 


Florence 
Georgetown 
Greenville 
Greenwood 


Lexington. 
McCormick 


| Retail 
Sales 
1954 
(1948 

| = 100) 


| 120.3 
123.0 
124.8 


112.8 
118.0 
121.1 
120.5 
125.5 
121.1 
130.3 


125.8 


105.2 | 


125.8 
192.9 
135.4 

| 125.4 
119.3 
171.6 
132.3 

| 128.0 

| 113.3 
129.4 


124.0 
122.7 
| 126.0 
|} 121.1 
| 125.7 
| 127.4 
124.4 
127.8 
| 120.8 
117.5 


128.2 
130.9 
128.2 
124.2 
131.2 
129.0 
141.9 
124.2 
131.2 
124.3 


113.4 
135.4 
120.7 
125.0 
120.0 
128.3 
127.8 
124.0 
126.1 
141.4 


125.1 
129.2 
129.7 
118.6 


ail sales, 


STATE 
AND 


COUNTY 


Williamsburg 


York 


Campbell 
Charles Mix 
Clark. . 

Clay 
Codington 
Corson 
Custer 
Davison 
Day 

Devel. 


Dewey. 
Douglas 
Edmunds 
Fall River 
Faulk 
Grant 
Gregory 
Haakon 
Hamlin 
Hand.... 


Hanson. . 
Harding. . 
Hughes... 
Hutchinson 
Hyde..... 
Jackson 
Jerauld 
Jones 
Kingsbury 
Lake...... 


Lawrence. . 
Lincoin 


| Popula- 
tion 

1/1/1988 
(April 
1950 
=100) 


102.5 
108.8 
| 


Total Counties 106.1 | 


1954-48 


Retail 
Sales 
1954 
(1948 
= 100) 


129.5 


Popula- | 
tion 
STATE 1/1/1955 
AND 


COUNTY 


Total Counties 101.1 


TENNESSEE 
Anderson . 
Bedford... 
Benton 
Bledsoe 
Blount 
Bradley 
Campbell 
Cannon 
Carroll 
Carter 


Cheatham 
Chester 
Claiborne 
Clay 

Cocke 

Coffee 
Crockett 
Cumberland. . 
Davidson 
Decatur 


De Kalb 
Dickson 
Dyer. 
Fayette 
Fentress 
Franklin 


Grainger... 
Greene... 


Grundy. . 
Hamblen 
Hamilton. . . 


Retail 
Sales 
1954 
(1948 
=100 


131.6 


Indexes of Population and Sales Growth, All Counties—(Cont'd) 


STATE 
AND 
COUNTY 


Popula- 
| thon 
}1/1/1955 
(April 
1950 
= 100) 


Van Buren 
Warren 
Washington 


Wayne 
Weakley 
White. ... 
Williamson 
Wilson 


Total Counties 


TEXAS 
Anderson 
Andrews 
Angelina 
Aransas 
Archer 
Armstrong 
Atascosa 
Austin 
Bailey 
Bandera 


Bastrop 
Baylor 


Retail 
Sales 
1954 
(1948 


| Popula- 
| tion Retail 
STATE |1/1/1985| Sales 
AND | (April 1954 
COUNTY 1950 (1948 
=100) | =100) 
127.2 149.9 
94.8 118.7 
97.7 | 119.7 
91.6 116.1 
105.2 132.5 
102.9 120.1 
93.5 118.3 
100.6 123.1 
87.9 11.1 
121.4 153.2 


Chambers 
Cherokee 
Childress 
Clay 
Cochran 


Coke 
Coleman 
Collin 
Collingsworth 
Colorado 
Comal 
Comanche 
Concho 
Cooke 
Coryell 


103.8 
85.1 
96.4 | 
94.1 | 
100.1 
111.8 | 
88.9 
94.5 
94.8 
93.3 


128.8 
112.8 
119.6 
119.6 
130.2 
136.0 
124.7 
117.5 
119.4 
116.9 
Cottle 91.8 | 114.5 
126.1 | 138.9 
115.5 | 131.5 
99.1 | 127.3 
98.6 | 119.3 
103.4 | 125.5 
122.2 | 146.6 
115.1 | 139.7 
120.7 | 141.4 
81.4 | 111.5 


Deaf Smith 
Deita 


Denton 
De Witt 
Dickens 
Dimmit 
Donley 
Duval 
Eastland 
Ector 
Edwards 
Ellis 


122.5 
122.2 
114.3 
135.7 
114.4 
108.0 
118.1 
158.9 
124.2 
120.8 


95.2 
97.0 
91.9 
110.7 
91.7 
94.6 
92.3 
41.5 
110.0 
96.1 


El Paso 
Erath 
Falls 
Fannin 
Fayette 
Fisher 
Floyd 
Foard 
Fort Bend 
Franklin 


127.2 
92.7 
90.9 
87.0 
90.1 
90.7 | 
99.6 
94.8 
98.5 | 
83.1 | 


161.1 
121.1 
119.6 
111.0 
119.9 
119.0 
124.4 
118.1 
122.8 
109.9 


111.3 
134.7 
123.7 
132.3 
127.6 
123.8 
111.4 
114.7 
132.3 
120.4 


Freestone 

Frio 

Gaines é 
Galveston... 
Garza..... 
Gillespie 


88.5 
109.1 | 
103.2 
114.8 
111.4 
98.8 
82.6 | 
90.0 
92.1 
100.2 
99.9 | 121.5 
104.8 | 131.5 
87.2 | 112.4 
101.6 | 129.6 
116.9 | 143.5 
97.9 | 122.6 
92.8 | 117.1 
109.4 | 128.8 
97.9 | 117.3 
106.9 | 128.0 


STATE 
AND 
COUNTY 


Harris 
Harrison 
Hartley 

Haskell 

Hays 

Hemphill. ..... 
Henderson. .... 
Hidalgo 

Hill 

Hockley 


Hood 
Hopkins 
Houston 
Howard 
Hudspeth 
Hunt . 
Hutchinson 
Irion 

Jack. 
Jackson 


Jasper va 
Jeff Davis... .. 
Jefferson 

Jim Hogg 

Jim Wells 
Johnson 

Jones 

Karnes 


Limestone 
Lipscomb 
Live Oak 

Llano 


Loving 
Lubbock 
Lynn 
McCulloch 
McLennan 
McMullen 
Madison 
Marion. . 
Martin 
Mason 


Matagorda.....| 
Maverick. .... 


Retail 


| Sales 


1954 
(1948 
= 100) 


146.5 
124.0 
108.3 
120.4 
127.9 
120.7 
113.8 
145.5 
118.0 
149.8 


123.1 
109.4 
115.3 
127.3 
142.2 
113.4 
145.2 
120.1 
113.1 
128.7 


136.4 
125.0 
134.3 
111.4 
136.0 
123.8 
122.8 
125.9 
116.5 
125.7 


122.3 


150.6 
115.3 
115.6 
145.2 
130.0 
107.7 
115.1 
116.8 
112.8 


129.5 
142.3 
133.0 
117.8 
164.6 
118.3 
111.9 
126.3 
119.4 
124.8 


Estimates of population, 1955-50, and retail sales, 1954-48 


STATE 
AND 
COUNTY 


San Jacinto. . . 
San Patricio. 
Schleicher... 
Seurty....... 
Shackelford 
Shelby 


Sherman 
Smith 
Somervell 
Starr... 
Stephens 
Sterling 
Stonewall. . 
Sutton. 
Swisher 
Tarrant 


aes 


| Popula- 
tion Retail 
1/1/1955} Sales 
(April 1954 
| 1950 | (1948 
=100) | 


129.4 | 
98.8 
96.9 
94.4 | 
90.9 
96.6 


141.2 
114.5 
107.7 
120.1 
118.6 
116.3 


91.8 
91.0 | 
86.0 
93.4 
110.7 
93.4 
94.6 
132.1 
87.9 
90.2 


111.3 
110.3 
110.5 
114.7 
125.3 
120.6 
124.2 
342.4 
112.9 
113.9 


102.3 
102.2 
98.3 | 
108.2 | 
93.4 
101.4 
97.8 
104.1 
107.8 | 
134.6 


138.5 
128.0 
125.2 
133.7 
116.8 
115.5 
118.4 
119.9 
136.4 
151.7 


113.3 
94.0 
116.7 
96.7 


143.8 
115.2 
140.8 
122.3 


88.6 
100.9 
92.2 


115.7 
127.5 
117.0 


115.6 
134.2 
| 126.0 
| 109.9 
132.3 
121.6 
128.6 
133.2 
116.4 
134.4 


112.7 


| 
| 


Popula- 


STATE 
AND 
COUNTY 


Williamson... 
Wiison 
Winkler 

Wise 


Iron 

Juab . 
Kane 
Millard 
Morgan 
Piute 
Rich 

Salt Lake 
San Juan 
Sanpete 


Sevier 
Summit 
Tooele. 
Uintah... .. 
Utah. . 
Wasatch 
Washington. . 
Wayne 
Weber 


-| 


Total Counties 


VERMONT 
Addison. . 
Bennington 


Total Counties. . | 


tion 


April 
1950 


101.6 
111.0 
109.1 
100.0 


102.7 
103.7 
135.2 
109.7 
112.9 

96.8 
108.7 

90.7 
115.9 


|1/1/1956) 


111.4 


118.7 
119.4 
115.0 
125.0 
113.1 
120.3 
113.7 
115.8 
117.5 
114.3 


115.3 
114.3 
114.9 
118.6 


118.0 
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SALES MANAGEMENT 


Indexes of Population and Sales Growth, All Counties—(Cont'd) 


GYD Estimates of population, | 


Popula- | 
tion 
|1/1/1955 
| (April 
1950 
= 100) 


STATE 
AND 
COUNTY 


VIRGINIA 
Accomack 
Albemarle 
Alleghany 
Amelia........ 
Amherst. . 
Appomattox 
Arlington 
Augusta 
Bath 
Bedford 


Bland 
Botetourt 
Brunswick 
Buchanan 
Buckingham 
Campbell . 
Caroline 
Carroll 
Charlotte 
Charles City 


Chesterfield 
Clarke 
Craig 
Culpeper 
Cumberland 
Dickenson 
Dinwiddie 
Essex 
Fairfax 
Fauquier 


3 
6 
8 
2 
9 
7 
4 
0 
| 
0 


Floyd 
Fluvanna 
Franklin 
Frederick 
Giles 
Gloucester 
Goochland 
Grayson 
Greene 
Greensville 


as=eoreeaaeaeo 


Halifax 
Hanover 
Henrico 

Henry 

Highland 

Isle of Wight 
James City 

King and Queen 
King George. 
King William 


woes 


| 


Lancaster 
Lee 

Loudoun 
Louisa 
Lunenburg 
Madison... . 
Mathews 
Mecklenburg 
Middlesex 
Montgomery 


Nanserond 


Retail 
Sales 
1954 

(1948 


> © & hy w& 


cwewrwnasaswoe 


apaaBaBoawoooaen 


aUnaewaanea 


STATE 
AND 
COUNTY 


Nelson 

New Kent 
Newport News 
Norfolk 
Northampton. . 
Northumberland 
Nottoway. .... 
Orange....... 
Page 


Patrick . 


Pittsylvania. . .. 


Powhatan 
Prince Edward. 
Prince George 
Princess Anne 
Prince William. 
Pulaski 
Rappahannock 
Richmond 


Roanoke 
Rockbridge 
Rockingham... . 
Russell 

Scott. . ; 
Shenandoah. . 
Smyth. . 
Southampton 
Spotsylvania 
Stafford 


Surry 

Sussex’ 
Tazewell 
Warren 
Washington 
Westmoreland 
Wise.... 
Wythe. 

York. 


Total Counties 


WASHINGTON 
Adams 
Asotin... 
Benton. . 
Chelan. 
Clallam 
Clark 
Columbia 
Cowlitz 
Douglas 
Ferry 


Franklin 
Garfield 
Grant 

Grays Harbor. 
Island. ..... 
Jefferson... 
King. ..... 
Kitsap 
Kittitas... . 
Klickitat 


4 


| Popula- | 

tion | Retail 
|1/1/1955| Sales 
| (April | 1954 

1950 | (1948 
| =100) | =100) 
117.1 
120.8 
141.6 
137.5 
119.4 
122.2 
133.7 
122.6 


99.7 
105.1 | 
122.1 
116.1 
101.1 | 
98.8 | 
114.9 
103.4 
102.9 


102.2 
108.5 | 


cowooauenwese 


epbhoean son = 


111.8 | 
85.4 | 


153.3 

99.8 

132.2 | 
98.4 | 
120.9 | 
94.6 | 
106.7 | 
115.9 | 133.4 
98.0 | 99.0 
97.1 | 129.6 


127.0 


| | 
| Popula- | 

tion | Retail 

STATE 1/1/1955 Sales 

AND | (April | 1954 

COUNTY | 1950 | (1948 

=100) | =100) 


98.9 
95.7 | 
106.5 | 115.6 
102.3 | 132.1 
96.0 | 105.4 
Pend Oreille....| 106.5 | 147.3 
Pierce...... ‘ 110.4 124.4 
San Juan.... | 115.6 
Skagit | 421.9 
Skamania 122.0 


115.6 
115.6 


Snohomish. . . 
Spokane 
Stevens. . 
Thurston 
Wahkiakum. .. 
Walla Walla. . 


137.2 
129.1 
120.7 
106.8 
100.3 
111.8 
162.5 
108.2 
116.8 


| 
88.6 | 
105.8 
100.2 | 
95.4 
Yakima... .. 106.6 


Total Counties..| 107.9 | 127.3 


WEST 

VIRGINIA 

107.3 

Berkeley...... 
Boone.... 
Braxton... 
Brooke. . 
Cabell 
Calhoun... .. 


Doddridge 
Fayette... 


Gilmer... 
Grant... 
Greenbrier 
Hampshire. 
Hancock 
Hardy 
Harrison. 
Jackson 
Jefferson. . 
Kanawha. . 


anrnonan © = © w 


8s 


Lewis.... 
Lincoln. .. 2] 133. 
Logan.... 100.9 | 102 
McDowell 96.7 93 
Marion. ... 97.3 | 105. 
Marshall... 92.4 | 135. 
Mason.... 98.5 | 158. 
Mercer. . . 99.0 114. 
Mineral... . 94.9 122.0 
Mingo... . 101.0 | 107.3 


118 


RPasNnwo 


— 


Monongalia 99.1 

95.2 | 
95.4 | 
100.7 | 


107.2 
118.6 
127.6 
120.9 
111.8 
92.3 | 124.3 
92.6 | 133.3 
92.9 | 117.4 
98.7 | 93.8 


Pleasants. .... 
Pocahontas. ... 


955-50, and retail sales, 1954-48 


STATE 
AND 
COUNTY 


Putnam 
Raleigh 
Randolph... .. 


Ritchie... ... 


Roane 
Summers . 
Taylor 
Tucker... 
Tyler 
Upshur 
Wayne 


Webster 


Wood.... 
Wyoming. . 


Total Counties 


WISCONSIN 
Adams 
Ashland 
Barron 
Bayfield 
Brown 
Buffalo 
Burnett 
Calumet 
Chippewa 
Clark 


Columbia. . .. 


Crawford...... 


Dane 

Dodge 

Door 
Douglas 
Dunn 

Eau Claire 
Florence 
Fond Du Lac 


Forest 
Grant.. 
Green 
Green Lake 
lowa 

Iron 
Jackson 
Jefferson 
Juneau 
Kenosha 


Kewaunee. 
La Crosse 
Lafayette... 
Langlade... . 
Lincoln 
Manitowoc 
Marathon 
Marinette. . . 


Marquette..... 


Milwaukee 


Monroe.... 


1/1/1955 


(April | 


1950 


| =100) 


98.9 


Poaswrrwnr dw 


—-o-w0— 


i | 

| Popula- 

| tion | 

/1/1/1955) 
(April 
1950 


Retail 
Sales 
1954 
(1948 


STATE 
AND 
COUNTY 


Oconto 
Oneida...... 
Outagamie. . 
Ozaukee. . . 
Pepin 

Pierce 

Polk 

Portage 

Price 


Racine 
Richland 
Rock 

Rusk 

St. Croix 
Sauk 
Sawyer. . 
Shawano 
Sheboygan 
Taylor 


Trempealeau . . 
Vernon 

Vilas 
Walworth... 
Washburn 
Washington 
Waukesha... 
Waupaca 
Waushara 
Winnebago 
Wood 


Total Counties 


‘WYOMING 
Albany 

Big Horn. 
Campbell 
Carbon 
Converse 
Crook 
Fremont... 
Goshen..... 
Hot Springs 
Johnson . . 


122.4 
122.3 
111.9 
119.7 
142.0 
126.3 
165.2 
115.7 
147.3 
123.7 


136.8 
114.4 
156.5 
138.2 
111.8 
107.9 
111.8 
152.5 
111.8 
171.0 


Laramie 
Lincoln. . 
Natrona 
Niobrara. . 
Park. ... 
Platte...... 
Sheridan. . 
Sublette. . . 
Sweetwater 


107.8 
144.6 
230.2 


National Park 117.0 


Total Counties 107.4 | 131.8 
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ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 


MAY 10, 1955 


Construction Indicators, All Counties 


Materials-Hardware 
| Sales, 1954 (000) 


133,767 | 


Occupied Dwell 
Units 1954-" 
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79.0 


ARIZONA 
Apache 
Cochise 
Coconino 
Gila... 
Graham 
Greenlee 
Maricopa 
Mohave 
Navajo 
Pima 


Pinal 
Santa Cruz 
Yavapai . 
Yuma... 


Total, above 
counties 


ARKANSAS 


Hot Spring 


Howard 


a 


lizard 


STATE 


| 21,933 | 


5,968 
853 
2,159 | 
9,196 


np 


ne 
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Van Buren 
Washington 
White 
Woodruff 
Yell 


Total, above 
counties 


CALIFORNIA 
Alameda 
Alpine 
Amador 

Butte 
Calaveras 
Colusa 


Contra Costa. .. 


Del Norte 


San Luis Obispo 
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26,737 


4,389 | 
3,544 

480 
22,440 
1,224 
18,049 
4,863 
| 6,483 


|1144837 |1,982.2 


1 
1 
11 
1.2 


jes, 1954 (000) 


Rio Blanco. ... 
Rio Grande 
Routt . 
Saguache 

San Juan... 
San Miguel 
Sedgwick 
Summit 
Teller. . 


Washingten 
Weld 
Yuma. . 


Total, above 


counties 138.7 


CONNECTICUT 
Fairfield 
Hartford 
Litchfield 
Middlesex 

New Haven 
New London 
Tolland 
Windham 


Total, above 
counties 


DELAWARE 
Kent. . 

New Castile 
Sussex 


Total, above 
counties 


DISTRICT OF 
COLUMBIA 

District of 
Columbia 


Total, above 
counties 


814 1. 
: 836 1. 
.| 64,577 | 191. 
726 1. 

207 
19,624 51.8 


See page 91 for explanation of italicized figures under ‘Occupied Dwelling Units.” 
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“Outdoor Advertising is hard to equal when it comes 
to reaching people,” says H. L. Webster, 
Vice President of the WM. WRIGLEY JR. COMPANY. 


‘““WRIGLEY’S Spearmint Gum is a product which sells to everybody 
and Outdoor Advertising is one medium 


we have found that reaches everybody, everywhere, 
regardless of age, sex, race, income or locale.” 
The WM. WRIGLEY JR. COMPANY 


has used Outdoor Advertising for over 50 years. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 
outdoor advertising reaches the most 
people — most often. — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 


Trying to hit the 
BULLS-EYE in 


KANSAS CITY, SYRACUSE, 
PHOENIX and OMAHA? 


KANSAS CITY 
KCMO RADIO KCMO-TY 
Radio families in station area 1,840,370 
Television sets in station area 466,136 
Population estimate, 1/1/54 3,225,700 1,562,100 
Food & drug sales station area $767,343,000 $433,237,000 


SYRACUSE 
WHEN RADIO WHEN-TY 
Radio families in station area 748,960 
Television sets in station area 358,300 
Population estimate, 1/1/54 2,590,800 2,674,500 
Food & drug sales stationarea $827,832,000 $851,653,000 


PHOENIX 
KPHO RADIO KPHO-TY 
Radio families in station area 182,122 
Television sets in station area 116,370 
Population estimate, 1/1/54 600,000 475,000 
Food & drug sales station area $152,073,000 $125,680,000 


OMAHA 
WOW RADIO WOw.-TY 
Radio families in station area 863,758 
Television sets in station area 300,000 
Population estimate 1/1/54 3,200,000 1,297,500 
Food & drug sales station area $616,600,000 $322,460,000 


KANSAS CITY: KCMO Rodio & KOMO-TV tos sou 
MEREDITH Bititccaee Radio & WHEN.TV ....... 


Dadio aud When KPHO Radio & KPHO-TV ine xt: Arena 


OMAHA: WOW Radio & WOW-TV “i Rei. @ 
“/elevistou 


SWE LOD ASE visors wan BetlerHomes ns SHC s..carines 
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Escambia 
Flagler 
Franklin 
Gadsden 
Gilchrist 
Glades 
Gulf. . 
Hamilton 
Hardee 
Hendry 


Hernando 
Highlands 
Hillsborough 
Holmes 
Indian River 
Jackson 
Jefferson 
Lafayette 
Lake 

Lee 


Leon 
Levy 
Liberty 
Madison . 
Manatee . 
Marion 
Martin... 
Monroe. 
Nassau 
Okaloosa 


Okeechobee 
Orange 
Osceola... 
Paim Beach. . 
Pasco 
Pinellas. 
Polk... 
Putnam. . 

St. Johns 

St. Lucie 


Santa Rosa 
Sarasota 
Seminole 
Sumter 
Suwannee 
Taylor 
Union... 
Volusia 
Wakulla 
Walton 


Washington 


Total, above 
counties 


GEORGIA 
Appling. . 
Atkinson 
Bacon 
Baker 
Baldwin 
Banks 
Barrow 
Bartow 
Ben Hill 
Berrien... 


Bibb él 
Bieckley 
Brantley 
Brooks 


Construction Indicators, All Counties—(Cont'd) 


Estim 


Occupied Dwelling 
co | Units 1954-'55 (00) 


Lumber-Building 
| Materials-Hardware 


| Sales, 1954 (000) 


| Aver. Annual Change 
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STATE 
AND 
COUNTY 


Carroll 
Catoosa . 
Chariton 
Chatham... 
Chattahoochee 
Chattooga 
Cherokee 
Clarke. . 
Clay.... 


Clayton. . 
Clinch... 
Cobb. .... 
Coffee. . 
Colquitt . 
Columbia 
Cook... 
Coweta 
Crawford 
Crisp 


Dade. 
Dawson. 
Decatur. . 
De Kalb 
Dodge. ... 
Dooly. . 
Dougherty 
Douglas 
Early. . 
Echols. 


Effingham 
Elbert 
Emanuel . 
Evans... 
Fannin. . 
Fayette... 
Floyd... 
Forsyth 
Franklin 
Fulton. . . 


Gilmer. . 
Glascock . 
Glynn... 
Gordon 
Grady 
Greene 
Gwinnett 
Habersham 
Hall. ... 
Hancock 


Haralson. . . 
Harris... .. 


"4 


~ | Materials-Hardware 
& | Sales, 1954 (000) 


Lumber-Building 


Aver. Annual Change 
Occupied Dwellin 
Units 1954-'55 (00) 


Lamar... 
Lanier... 
Laurens 
Lee... 
Liberty 
Lincoin 
Long... 
Lowndes 
Lumpkin 
McDuffie 


Mcintosh 
Macon 
Madison 
Marion. . 
Meriwether 
Miller 
Mitchell. 
Monroe. 
Montgomery 
Morgan 


Murray. . 
Muscogee 
Newton. 
Oconee... 
Oglethorpe 
Paulding. . 
Peach... 
Pickens 


Stephens 
Stewart. . 
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Lumber-Building 


Material 
| Sales, 1954 (000) 
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| Aver. Annual Change 
| Occupied Dwelli 


| Units 1954-'55 ( 


- 


STATE 
AND 
COUNTY 


Se 


Wilkes. . 
Wilkinson 
Worth... 


Total, above 
counties 


IDAHO 
Adams. . 


Bannock...... 


Bear Lake 


Twin Falls. .... 


Valley... 


Washington... 


Total, above 


counties... .. 


ILLINOIS 
Adams 


Alexander. .... 


Materials-Hardware 
Sales, 1954 (000) 


| Lumber-Building 


=a 
838s | 


| Aver. Annual Chan: 
| Occupied Dwelling 


~ i & & | Units 1954-’55 (00) 


| 


~~ 


--+;|180,194 | 173.6 


bo bo me Se Se ee ee es me 


COUNTY 


Clay.. 
Clinton 
Coles 

Cook 
Crawford 
Cumteriand 
De Kalb 
De Witt 
Douglas 

Du Page 


Franklin 
Fulton 
Gallatin 
Greene 
Grundy 


Hamilton 
Hancock 
Hardin 
Henderson 
Henry 
lroquois 
Jackson 
Jasper 
Jefferson 
Jersey. . 


Jo Daviess 
Johnson. 
Kankakee 
Kendail . 
Knox. ... 
Lake...... 
La Salle 
Lawrence 
Lee.... 


Livingston 
McDonoug 
McHenry . 
McLean.... 
Macon.... 
Macoupin. . 
Madison. . 
Marion. ... 
Marshall... 


Massac... 
Menard... 
Mercer... 

Monroe... 
Montgomery 
Morgan.... 
Moultrie. . 


ates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales — 


| Lumber-Buiiding 


| Materials-Hardware 


| Sales, 1954 (000) 
| Aver. Annual Change 


Occupied Dwell! 
Units 1954-"55 (00) 
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1,997 | 
3,023 
2,706 

379 


nm 


See page 91 for explanation of italicized figures under 


MAY 10, 


1955 


“Occupied Dwelling Units.” 


STATE 
AND 
COUNTY 


Sangamon 
Schuyler 
Scott 
Shelby 
Stark 
Stephenson 
Tazewell. .. 
Union 
Vermilion 
Wabash 


Warren 
Washington 
Wayne 
White 
Whiteside 
will 
Williams 
Winnebago 
Woodford 


Total, above 
counties 


INDIANA 
Adams 
Allen 


Bartholomew. 


Benton 
Blackford 
Boone 
Brown 
Carroll 
Cass 
Clark 


Clay 
Clinton 
Crawford 
Daviess 
Dearborn 
Decatur 
DeKalb 
Delaware 
Dubois 
Elkhart 


Fayette 
Floyd 
Fountain 
Franklin 
Fulton 
Gibson 
Grant 
Greene 
Hamilton 
Hancock 


Harrison 
Hendricks 
Henry 
Howard 
Huntington 
Jackson 
Jasper 
Jay a 
Jefferson 
Jennings . 
Johnson 


Knox. ... 
Kosciusko 


RARD....00i8 
La Porte. ... 


Lawrence 


Lumber-Building 
jw | Materials-Hardware 
Sales, 1954 (000) 
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STATE | 
AND 
COUNTY 


Madison 
Marion 
Marshall 


Martin 
Miami 
Monroe 
Montgomery 
Morgan 
Newton 
Noble 

Ohio 

Orange 
Owen 


Parke 
Perry 
Pike 
Porter 
Posey 
Pulaski 
Putnam 
Randolph 
Ripley 
Rush 


St. Joseph 
Scott 
Shelby 
Spencer 
Starke 
Steuben 
Sullivan 
Switzerland 
Tippecanoe 
Tipton 


Union 
Vanderburgh 
Vermillion 
Vigo 

Wabash 
Warren 
Warrick 
Washington 
Wayne 
Wells 


White 
Whitley 


Total, above 
counties 


1OWA 
Adair 
Adams 
Allamakee 
Appanoose 
Audubon 
Benton 
Black Hawk 


Chickasaw 
Clarke 


Materials-Hardware 
Sales, 1954 (000) 


Lumber-Building 


eomen 2 ON SC 


Aver. Annual Change 


nw & ow | Occupied Dwelling 
ww © Units 1954-"55 (00) 
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Occupied Dwelling C 


STATE 
AND 
COUNTY 


Clay 
Clayton 
Clinton 
Crawford 
Dallas 
Davis 
Decatur 
Delaware 
Des Moines 
Dickinson 


Dubuque 
Emmet 
Fayette 
Floyd 
Franklin 
Fremont 
Greene 
Grundy 
Guthrie 
Hamilton 


Hancock 
Hardin 
Harrison 
Henry 
Howard 
Humboldt 
Ida 

lowa 
Jackson 
Jasper 


Jefferson 
Johnson 
Jones 
Keokuk 
Kossuth 
Lee 

Linn 
Louisa 
Lucas 
Lyon 


Madison 
Mahaska 
Marion 
Marshall 
Mills 
Mitchell 
Monona 
Monroe 
Montgomery 
Muscatine 


O’Brien 
Osceola 

Page 

Palo Alto 
Plymouth 
Pocahontas 
Polk 
Pottawattamie 
Poweshiek 
Ringgold. . 


Sac 

Scott 
Shelby 
Sioux 
Story 
Tama. ... 
Taylor. . 
Union 
Van Buren 
Wapello 
Warren 


| Aver. Annual Change 
= | Occupied Dweillin 


~~ & 4s > iv by & & iy | Units 1954-55 ( ) 


Lumber-Building 
Materials-Hardware 
Sales, 1954 (000) 
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STATE 
AND 
COUNTY 


Washington 
Wayne 
Webster 
Winnebago 
Winneshiek 
Woodbury 
Worth 
Wright 


Total, above 
counties 


KANSAS 
Allen 
Anderson 
Atchison 
Barber. . 
Barton 
Bourbon 
Brown 
Butler 
Chase 
Chautauqua 


Cherokee 
Cheyenne 
Clark. . 
Clay 
Cloud 
Coffey 
Comanche 
Cowley 
Crawford 
Decatur 


Dickinson 
Doniphan 
Douglas 
Edwards 
Elk 

Ellis 
Elisworth 
Finney 
Ford 
Franklin 


Geary 
Gove 
Graham 
Grant 
Gray 
Greeley 
Greenwood 
Hamilton 
Harper 
Harvey 


Haskell 
Hodgeman 
Jackson 
Jefferson 
Jewell . . 
Johnson 
Kearney 
Kingman 
Kiowa... 
Labette 


Lane 
Leavenworth 
Lincoln. . 
Linn 
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Aver. Annual Change | 
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Materials-Hardware 
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Construction Indicators, All Counties—(Cont'd) 


Estimates of 


AND 
COUNTY 


Marshall 
Meade 


Miami 
Mitchell 
Montgomery 
Morris 
Morton 
Nemaha 
Neosho 
Ness 

Norton 
Osage 


Osborne 
Ottawa 
Pawnee 
Phillips 
Pottawatomie 
Pratt 

Rawlins 

Reno 
Republic 

Rice 


Riley 
Rooks 
Rush 
Russell 
Saline 
Scott 
Sedgwick 
Seward 
Shawnee 
Sheridan 


Sherman 
Smith 
Stafford 
Stanton 
Stevens 
Sumner 
Thomas 
Trego 
Waubaunsee 
Wallace 


Washington 
Wichita 
Wilson 
Woodson 
Wyandotte 


Total, above 
counties 


KENTUCKY 
Adair 
Allen 
Anderson 
Ballard 
Barren 
Bath 

Bell 
Boone 
Bourbon 
Boyd 


Boyle 
Bracken 


Sales 


= Lumber-Building 


Materials-Hardware 


8 B sales, 1954 (000) 
Aver. Annual Change 


| Occupied Dwelling 
Units 1954-"55 (00) 
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See page 91 for explanation of italicized figures under ‘Occupied Dwelling Units.” 
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As close study of the ‘Survey of Buying Power’’ figures in 
this section clearly illustrates, building is done where people 
live. For instance, in Oklahoma where these figures show that 
dwelling units increased by 4.7% compared to the national 
average of 10.8% , the population growth was also below the 
national average (i.e., 2.7% population growth compared to 
the national average of 7.8% ). In contrast, in California 
where the dwelling unit increase was 27.7% (compared to 
the national average of 10.8% ) population growth was 21% 
(compared to the national average of 7.8% ). Wherever 
population growth is above the national averages the in- 
crease in dwelling units, percentage wise, is similarly above 
the national average. 

For decades the history of the building business shows 
that the distribution of the light construction dollar parallels 
our distribution of population. That is why 78% of the U.S. 


single family dwelling units are located in communities of 


less than 50,000, where 65% of total population lives (U.S. 
Census figures). All true market figures bear out these facts. 


And PRACTICAL BUILDER figures show that its distribution 
of circulation coincides completely with this pattern. Con- 
vincing evidence that PB’s audience of contractor-builders 
(largest in the industry) build where people live. This means 
that to reach all of the light construction market (residen- 
tial, non-residential and the vast remodeling and repair 
market), the only sure way is through PRACTICAL BUILDER 
... the magazine that delivers the largest builder circulation, 
the largest builder readership, and the largest builder buying 
power... at the lowest cost. 


20 STATES WHERE 1950-54 DWELLING UNIT GROWTH 
WAS GREATER THAN THE 10.8% NATIONAL AVERAGE 


% DWELLING 
UNIT GROWTH* 


% OF POPULATION 
GROWTH** COMPARED 
TO NATL. AV. 7.8% 


Arizona 43.7 33.3 
California 27.7 21.0 
Colorado 17.4 12.7 
Connecticut gp. 10.6 
Delaware 18.8 15.2 
Florida 37.1 28.5 
Indiana 11.3 08.8 
Kansas 13.2 09.0 
Louisiana 13.6 10,2 
Maryland 15.5 12.6 
Michigan 14,1 11.0 
Nevada 47.9 33.3 
New Jersey 13.2 10.3 
New Mexico 22.1 16.3 
Oregon 12.2 10.0 
Texas 16.5 12.4 
Utah 14.1 11.4 
Virginia 12.2 09.9 
Wyoming 11.8 07.4 


*See pages 104-121, this issue of Sales Management. 
**See pages 91-103, this issue of Sales Management. 


the Blue Book of the Light Construction Industry 
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INTERESTED IN THE COMMERCIAL AND 
BA. oe 


F. W. Dodge Corporation estimates that American commerce and industry will 
invest close to $3.75 billions in new building projects in 1955—nearly 40% of the 
nation’s total investment in all types of nonresidential building. 


Your approach to this great market will be most effective when it is guided 
by these three basic market facts: 
cerned, these stoff architects and engineers are the 


owners of new commercial and industrial building 
projects. They are the men whom he must sell. 


95% of the total dollar volume of all U. S. com- 
mercial and industrial building, large and small, 
is architect-engineer designed. 


@ Tre very large firm that is more or less continu- 
ously engaged in building depends on its own staff 
architects and engineers (building experts) to act 
for their management associates in the design of 
new buildings and the selection of building ma- 


@ tre average firm in commerce or industry enters 
the building market just once or twice in a lifetime. 

It is inexperienced in building design, technology, 

and building product specification. Therefore it 

; ; relies on independent architectural and engineering 
terials and equipment. : wie aay am 
firms (building experts) to design its buildings and 


In so far as the building product salesman is con- to specify building materials and equipment. 


Thus, the efficient and economical way to sell the tens of thousands of commercial 
and industrial firms of all sizes that enter the building market each year is to sell 


architects and engineers including (1) staff architects and engineers who actually 


are owners of bu‘lding projects; (2) independent architects and engineers who 


act for owners. 


You can reach more of these architects and engineers more economically with information 
on your products in Architectural Record than in any other architectural magazine. 


Here’s a representative list of commercial and 
industrial organizations in which Architectural Record 


has two or more subscribers: 


HOW MANY ARE PROSPECTS FOR YOU? 


Abitibi Power & Paper Co., Ltd. 


Addressograph-Multigraph Co. 

Aerojet General Corp. 

Air Reduction Co., int. 

Alabama Power Co. 

Allied Chemical & Dye Corp. 

Allis-Chalmers Mfg. Co. 

Alton & Southern Railroad 

Aluminum Co. of America 

American Air Filter Co., Inc. 

American Brake Shoe Co. 

American Can Co. 

American Car & Foundry Co. 

American Cyanamid Co. 

American Houses, Inc. 

American Oil Co. 

American Optical Co. 

American Radiator & Standard 
Sanitary Corp. 

American Steel Brick Corp. 


American Steel & Wire Co. 

American Telephone & Tele- 
graph Co. 

American Tobacco Co. 

American Viscose Corp. 

Ames Aeronautical 

Anaconda Copper Mining Co. 

Anchor Hocking Glass Corp. 

Anheuser-Busch, Inc. 


Appalachian Electric Power Co. 


Arabian American Oil Co. 
Ark Fuel Oil Corp. 
Armco Steel Corp. 
Armour & Co. 

Armstrong Cork Co. 
Atlantic Refining Co. 
Aveo Manufacturing Co. 
Babcock & Wilcox Co. 
Bakelite Co. 

Beckman Instrument Co. 


Bell Aircraft Corp. 
Bell Telephone Co. 
Bell Telephone Co. of Canada 


Bell Telephone Laboratories, Inc. 


Bendix Aviation Corp. 
Bethlehem Steel Co. 


Bigelow-Sanford Carpet Co., Inc. 


Birmingham Fabricating Co. 
Blaw-Knox Co. 

Boeing Airplane Co. 

Boston Edison Co. 

Bowaters Southern Paper Corp. 
Bristol-Meyers Co. 

Buckeye Cotton Oil Co. 
Burlington Mills Corp. 
Butler Manufacturing Co. 
California Research Corp. 
California Texas Oil Co. 
Canadian Bridge Co., Ltd. 
Canadian Chemical Co., Lid. 


‘anadian National Railways 
‘anadian Pacific Railway Co. 
sapitol Airlines, Inc. 

tarbide & Carbon Chemical Co. 
‘arborundum Co. 

arnation Co. 

‘arrier Corp. 

‘eco Steel Pridects Corp. 
telanese Corp. of America 
‘ertain-teed Products Corp. 
Champion Paper & Fibre Eo. 
Chesapeake & Ohio Railway Co. 
Chrysler Corp. of Canada, Ltd. 
Cincinnati Gas & Electric Co. 
Cities Service Oil Co. 

Climax Molybdenum Co. 
Colgate-Palmolive Co. 

Colonial Williamsburg, Inc. 
Columbia Southern Chemical Co. 
Commercial Solvents Corp. 
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Consolidated Aircraft Corp. 

Consolidated Edison Co. 

Consolidated Gas, Electric Light 
& Power Co. 

Consolidated Paper Corp., Ltd. 

Continental Can Co. 

Continental Motors Corp. 

Continental Oil Co. 

Convair 

Cooper-Bessemer Corp. 

Corn Products Refining Co. 

Corning Glass Works 

Crane Co. 

Cutter Laboratories 

Dallas Power & Light Co. 

Dayton Rubber Co. 

Deere & Co. 

Delaware Power & Light Co. 

Detroit Edison Co. 

Detroit Steel Products Co. 

Diamond Alkali Co. 

Diamond Match Co. 

Douglas Aircraft Co. 

Dow Chemical Co. 

Dravo Corp. 

Duke Power Co. 

Dupont Co. of Canada, Ltd. 

Duquesne Light Co. 

Eastern Airlines, Inc. 

Eastern Gas & Fuel Associates 

Eastman Kodak Co. 

Electric Boat Co. 

Electro Metallurgical Co. 

Emery Industries, Ine. 

Equitable Gas Co. 

Erie Railroad Co 

Esso Standard Oil Co. 

Ethy 1 ¢ ,Orp. 

Fairbanks, Morse & Co. 

Falconbridge Nickel Mines, Ltd. 

Ferro Corp. 

Firestone Tire & Rubber Co. 

Flintkote Co., Inc. 

Ford Instrument Co. 

Ford Motor Co. 

Ford Motor Co. of Canada, Ltd. 

Frisco Railway Co. 

Gaylord Container Corp. 

General Electric Co. 

General Foods Corp. 

General Motors Corp. 

General Motors of Canada, Ltd. 

General Petroleum Corp. 

Georgia Power Co. 

Georgia Power & Light Co. 

B. F. Goodrich Co. 

Good year Aircraft Corp. 

Goodyear Tire & Rubber Co. 

Granco Steel Products Co. 

Great Atlantic & Pacific Tea Co. 

Great Lakes Steel Corp. 

Great Northern Paper Co. 

Greenwood Mills 

Gulf Oil Corp. 

Gulf Refining Co. 

M. A. Hanna Co. 

Harshaw Chemical Co. 

Hausman Steel Co. 

Hercules Powder Co., Inc. 

Hershey Chocolate Corp. 

Holston Defense Corp. 

Joseph Horne Co. 

Hoover Co. 

Horton Steel Works, Ltd. 

Houston Lighting & Power Co. 

Hughes Aircraft Co. 

Hughes Tool Co. 

Humble Oil & Refining Co. 

Iltinois Bell Telephone Co. 
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Ingersoll Products Co. 

Ingersoll-Rand Co. 

Inland Steel Co. 

International Business Machines 
Corp. 

International Harvester Co. 

International Harvester Co. 
of Canada, Ltd. 

International Lubricants Corp. 

International Minerals & 
Chemical Corp. 

International Paper Co. 

lowa Power & Light Co. 

Johns-Manville Products Co. 

Johnson Service Co. 

Jones & Laughlir Steel Corp. 

Joy Manufacturing Co. 

Kansas City Power & Light Co. 

Kawneer Co. 

Kellogg Co. 

Kennecott Copper Corp. 

Kimberly-Clark Corp. 

Koppers Co.,.Inc. 

Krate Foods Co. 

S. S. Kresge & Co. 

S. H. Kress & Co. 

Leeds & Northrup Co. 

Lehigh Coal & Navigation Co. 

Lehigh Portland Cement Co. 

Libbey-Owens-Ford Glass Co. 

Eli Lilly & Co. 

Linde Air Products Co. 

Link-Belt Co. 

Lockheed Aircraft Co. 

Los Angeles By-Products Co. 

Lukens Steel Co. 

R. H. Macy & Co., Ine. 

Magnolia Petroleum Co. 

Glenn. L. Martin Co. 

Marvin Manufacturing Co. 

Masonite Co. of Canada, Ltd. 

Mathieson Chemical Corp. 

McColl-Frontenac Oil Co., Ltd. 

McCrory Stores Corp. 

Mead Corp. 

Merck & Co., Inc. 

Mesta Machine Co. 

Metallic Building Co. 

Metro-Goldwyn-Mayer Pictures 

Michigan Bell Telephone Co. ' 

Minneapolis-Honeywell 
Rader Co. 

Minneapolis-Moline Co. 

Minnesota Mining & Mfg. Co. 

Minnesota & Ontario Paper Co. 

Minnesota Power & Light Co. 

Mississippi Valley Structural 
Steel Co. 

Missouri Pacific Railroad Co. 

Monsanto Chemical Co. 

Morton Salt Co. 

Mountain States Telephone & 
Telegraph Co. 

Moynahan Bronze Co. 

Nashville Electric Service 

National Broadcasting Co. 

National Carbon Co. 

National Cash Register Co. 

National Cylinder Gas Co. 


New England Power Service Co. 


New Jersey Bell Telephone Co. 
New Orleans Public Service 
New York Central Railroad Co. 
New York Telephone Co. 
Niagara Mohawk Power Corp. 
Nickel Plate Railroad Co. 
Norfolk & Western Railway Co. 
North American Aviation, Inc. 
Northern Electric Co. 


NG MARKET? 


Northern States Power Co. 
Northrop Aircraft, Inc. 


Northwestern Bell Telephone Co. 


Ohio Bell Telephone Co. 

Ohio Edison Co. 

Ohio Power Co. 
Owens-Corning Fiberglas Corp. 
Pabst Brewing Co. 

Pacific Gas & Electric Co. 
Pacific Power & Light Co. 


Pacific Telephone & Telegraph Co. 


Pan American Refining Corp. 
Pan American Southern Corp. 
Pan American World Airways 
Paramount Pictures Corp., Ine. 
Penn Metal Co., Inc. 

J. C. Penney Co., Inc. 


Pennsylvania Power & Light Co. 


Pennsylvania Railroad Co. 
Pepsi-Cola Co. 

Peterson Window Corp. 
Petrolite Corp. 

Charles Pfizer & Co., Ine. 
Philadelphia Electric Co. 
Philco Corp. 

Phillips Petroleum Co. 
Piasecki Helicopter Corp. 
Pittsburgh Corning Corp. 


Pittsburgh-Des Moines Steel Co. 


Pittsburgh Plate Glass Co. 
Polaroid Corp. 

Portland General Electric Co. 
Procter & Gamble Co. 


Public Service Electric & Gas Co. 
Puget Sound Pulp & Timber Co. 


Pure Oil Co. 

Quaker Oats Co. 

Radio Corp. of America 
Ralston Purina Co. 

Remington Rand, Ine. 
Republic Aviation Corp. 
Republic Steel Corp. 

Reynolds Metals Co. 

H. H. Robertson Co. 

A. V. Roe Canada, Ltd. 
Saskatchewan Power Corp. 
Schenley Distillers, Inc. 

Scholl Manufacturing Co., Inc. 
Scovill Manufacturing Co. 
Sears, Roebuck & Co. 
Seiberling Rubber Co. 

Service Pipe Line Co. 
Shawinigan Water & Power Co. 
Sheffield Steel Corp. 

Shell Chemical Corp. 

Shell Oil Co., Ine. 

Sinclair Refining Co. 
Alexander Smith, Inc. 

Howard Smith Paper Mills, Ltd. 
L. B. Smith, Inc. 
Socony-Vacuum Oi! Co., Ine. 
Sonoco Products Co. 

Southern California Edison Co. 
Southern California Gas Co. 
Southern Pacific Co. 
Southwestern Bell Telephone Co. 


F.W. DODGE 


fi 


CORPORATION 


Southwestern Public Service Co. 
Sperry Corp. 
Sprague Electric Co. 
Square D Co. 
Standard Oil Co. of California 
Standard Oil Co. of Indiana 
Standard Oil Co. of Ohio 
Standard Oil Co. of Kentucky 
Stanolind Oil and Gas Co. 
Stauffer Chemical Co. 
St. Joseph Lead Co. 
Studebaker Corp. 
Sun Oil Co. 
Superior Oil Co. 
Surface Combustion Corp. 
Swift & Co. 
Sylvania Electric Products, Inc. 
Tappan Stove Co. 
Tennessee Eastman Co. 
Tennessee Gas Transmission Co. 
The Texas Co. 
Texas Eastern Transmission Corp. 
Texas Electric Service Co. 
Texas-Empire Pipe Line Co. 
Texas Gulf Sulphur Co., Ine. 
Texas Instruments, Inc. 
Texas Power & Light Co. 
Texlite, Ine. 
Tide Water Associated Oil Co. 
Timken Roller Bearing Co. 
Toledo Edison Co. 
Torrington Manufacturing Co. 
Trane Co. 
Trans-World Airlines 
Truscon Steel Co. 

nion Aluminum Co. 

nion Carbide & Carbon Corp. 

nion Electric Co. of Missouri 

nion Oil Co. of California 

nion Pacific Railroad 

nited Aircraft Corp. 

nited Airlines, Inc. 
United Electric Coal Co. 

nited Gas Corp. 

. 8. Gypsum Co. 

. S. Plywood Corp. 

. 8. Rubber Co. 

. 5. Steel Corp. 

. 8. Steel Supply 
R. T. Vanderbilt Co. 
Virginia Electric & Power Co. 
Walworth Co. 
John Wanamaker 
Warner Brothers Pictures Corp. 
Washington Water Power Co. 
West Pennsylvania Power Co. 
West Virginia Pulp & Paper Co. 
Western Electric Co., Inc. 
Western Union Telegraph Co. 
Westinghouse Electric Corp. 
Wheeling Steel Corp. 
Williamette Iron & Steel Co. 
Wilson & Co., Inc. 
Wisconsin Electric Power Co. 
Wisconsin Telephone Co. 
F. W. Woolworth Co. 


Architectural 
Recor 


“Workbook of the active 
architect and engineer” 
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STATE 
AND 
COUNTY 


Campbell 
Carlisle 


Carroll 
Carter 
Casey 
Christian 
Clark 

Clay 

Clinton 
Crittenden . 
Cumberland 
Daviess 


Edmonson 
Elliott 
Estill 
Fayette 
Fleming 
Floyd 
Franklin 
Fulton 
Gallatin 
Garrard 


Grant 


Henderson 
Henry 
Hickman 
Hopkins 
Jackson 
Jefferson 
Jessamine 
Johnson 
Kenton 
Knott 


Knox 
Larue 
Laurel 
Lawrence 
Lee.... 
Leslie 
Letcher 
Lewis 
Lincoln 
Livingston 


Metcalfe 
Monroe 
Montgomery 
Morgan 


| Aver. Annual Change 


n> | Lumber-Building 
Materials-Hardware 
Sales, 1954 (000) 

ew | Occupied Dwelling 
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Construction Indicators, All Counties—(Cont'd) 


STATE 
AND 
COUNTY 


Units 1954-’55 (00) 


Muhlenberg 
Nelson 


ote 


Nichols 
Ohio 
Oldham 
Owen 
Owsley 
Pendleton 
Perry 
Pike 
Powell 
Pulaski 


ome & coit we & ou 


Scott 
Shelby 
Simpson 
Spencer 
Taylor 
Todd 


Trigg 
Trimble 
Union 
Warren 
Washington 
Wayne 
Webster 
Whitley 
Wolfe 
Woodford 


nn 


w 
oa 
Seon + We we = w& 


Total, above 
counties 


LOUISIANA 
Acadia 
Allen 
Ascension 
Assumption 
Avoyelles 
Beauregard 
Bienville 
Bossier 
Caddo 
Calcasieu 


~ 


Caldwell 
Cameron 
Catahoula 
Claiborne 
Concordia 
De Soto 
East Baton 
Rouge 
East Carroll 
East Feliciana 
Evangeline 


Franklin 

Grant 

Iberia 

Iberville 
Jackson 
Jefferson 
Jefferson Davis. 
Lafayette 
LaFourche 

La Salle 


Lincoin 
Livingston 


— Lumber-Building 


8, 1954 (000) 


Materials-Hardware 


| Sale 
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| Aver. Annual Change 


pied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 


STATE 
AND 
COUNTY 


Occupied Dwelling 
| Units 1954-'55 (00) 


Madison 
Morehouse 
Natchitoches 
Orleans 
Ouachita 
Plaquemines 
Pointe Coupee 
Rapides 


— & 


Red River 
Richland 
Sabine. . 
St. Bernard 
St. Charles 
St. Helena 
St. James. 
St. John 

St. Landry.. 
St. Martin 


St. Mary.. 
St. Tammany 
Tangipahoa 
Tensas. . 
Terrebonne 
Union 
Vermilion 


West Feliciana 
Winn 


Total, above 
counties 


MAINE 
Androscoggin 
Aroostook 
Cumberland 
Franklin 
Hancock 
Kennebec 
Knox 
Lincoln 
Oxford 
Penobscot 


Piscataquis 
Sagadahoc 
Somerset 
Waldo 
Washington 
York 


Total, above 
counties 


MARYLAND 
Allegany 
Anne Arundel 
Baltimore 
Calvert 
Caroline 
Carroll 

Cecil 

Charles 
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1.2 | Frederick 


Lumber-Building 


Dorchester... . 


7 


| Units 1954-"55 (00 


Aver. Annual Change 


Materials-Hardware 
Occupied Dwellin 


Sales, 1954 (000) 


NS=Ss-NoOwWR SH 


ho Ge me Ss Ss Ss oe ee by Co 


wer wa wo & vy & 


erusaownr aun 


STATE 
AND 
COUNTY 


Garrett 
Harford 
Howard 

Kent 
Montgomery 
Prince Georges. 
Queen Annes 
St. Marys 
Somerset 
Talbot 


Washington. . 
Wicomico. . 
Worcester 


Total, above 
counties 


MASSA- 
CHUSETTS 

Barnstable 
Bristol 
Dukes. . 
Essex 
Franklin 
Hampden 
Hampshire 
Middlesex 
Nantucket 


Norfolk 
Plymouth 
Suffolk : 
Worcester 


Total, above 
counties 


MICHIGAN 
Alcona 
Alger. . 
Allegan 
Alpena 


Berrien 
Branch 
Calhoun 
Cass 
Charlevoix 
Cheboygan 
Chippewa 
Clare 
Clinton 
Crawford 


Delta 
Dickinson 


Hovohton 


| Lumber-Building 


| Aver. Annual Change 


~s | Occupied Dwelling 
> & | Units 1954-'55 (00) 


| Materials-Hardware 
| Sales, 1954 (000) 
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STATE 
AND 
COUNTY 


Lumber-Building 


| Materials-Hardware 
Sales, 1954 (000) 
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Presque Isie 
Roscommon 
Saginaw 

St. Clair 

St. Joseph 
Sanilac. 
Schoolcraft 
Shiawassee 
Tuscola 

Van Buren 


Washtenaw 
Wayne 
Wexford 


Total, above 
counties 


MINNESOTA 
Aitkin 
Anoka 
Becker 
Beltrami 
Benton. 
Big Stone 
Blue Earth 
Brown 
Cariton 
Carver. 


Cass.. 
Chippewa 
Chisago 


See page 91 for explanation of italicized figures under ‘‘Occupied Dwelling Units.” 
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Occupied Casting 


| Aver. Annual Change 
Units 1954-"55 ( 
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Construction Indicators, Ail Counties—(Cont'd) 
Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 


| Aver, Annual Change 


| Occupied Dwelling 


STATE 
ND 


STATE 
A D 
COUNTY 


COUNTY 


STATE 
N 


STATE 
AND N 
COUNTY 


AND 
COUNTY 


COUNTY 


Lumber-Building 
Aver. Annual Change 
Occupied Dwelling 
Lumber-Building 


Aver. Annual Change 


Materials-Hardware 
Sa es, 1954 (000) 
Occupied Dwelling 


Units 1954-"55 (00) 


| Aver, Annual Change 


| Materials-Hardware 
| Aver. Annual Change 
wo | Occupied Dwelling 
~ io | Units 1954-"55 (00) 
Materials-Hardware 
| Sales, 1954 (000) 
Units 1954-’55 (00) 
Lumber-Building 
to | Materials-Hardware 
Sales, 1954 (000) 
Lumber-Building 
Materials-Hardware 
& | Sales, 1954 (000) 
| Occupied Dwelling 
Units 1954-"55 (00) 


| Lumber-Building 


oe ak | 
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Clay 
Clearwater 


Watonwan 
Wilkin 


Rankin 
Scott 
Sharkey 


Holt 
Howard 
Howell 


“ 
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Wright 


_ 
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Cook.... Winona 


~ 
Zor 
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Total, above 


Cottonwood 
Crow Wing 
Dakota 
Dodge 


Douglas 
Faribault 
Fillmore 
Freebern 
Goodhue 
Grant 
Hennepin 
Houston 
Hubbard 
Isanti 


Itasca 
Jackson 
Kanabec 
Kandiyohi 
Kittson 
Koochiching 
Lac Qui Parle 
Lake 
Lake of the 
Woods 
Le Sueur 


Lincoln 
Lyon 
McLeod 
Mahnomen 
Marshall 
Martin 
Meeker 
Mille Lacs 
Morrison 
Mower 


Murray 
Nicollet 
Nobles 
Norman 
Olmsted 
Otter Tail 
Pennington 
Pine 
Pipestone 
Polk 


Pope 
Ramsey 
Red Lake 
Redwood 
Renville 
Rice 
Rock 
Roseau 
St. Louis 
Scott 


Sherburne 
Sibley 
Stearns. . 
Steele 
Stevens. ... 
Swift... . 
Todd... 
Traverse. . 
Wabasha. . 
Wadena 
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Wright........ ; 
Yellow Medicine 4,703 


Total, above 
counties 436,159 


MISSISSIPPI 
Adams 
Alcorn 
Amite 
Attala 
Benton 
Bolivar 
Cathoun 
Carroll 
Chickasaw 
Choctaw 


Claiborne 
Clarke 
Clay 
Coahoma 
Copiah 
Covington 
De Soto 
Forrest 
Franklin 
George 


Greene 
Grenada. 
Hancock 
Harrison 
Hinds 
Holmes 
Humphreys 
Issaquena 
Itawamba 
Jackson 


Jasper 
Jefferson 
Jefferson Davis 
Jones 

Kemper 
Lafayette 
Lamar 
Lauderdale 
Lawrence 
Leake 


Lee 

Leflore 
Lincoln 
Lowndes 
Madison 
Marion 
Marshall 
Monree 
Montgomery 
Neshoba 


Pearl River 
Perry aa 
Pike : ‘33 
Pontotoc seal 
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Simpson 
Smith 

Stone 
Sunflower 
Taliahatchie 
Tate 

Tippah 


Tishomingo 
Tunica 
Union 
Walthall 
Warren 
Washington 
Wayne 
Webster 
Wilkinson 
Winston 


Yalobusha 
Yazoo 


Total, above 
counties 


MISSOURI 
Adair 
Andrew 
Atchison 
Audrain 
Barry. 
Barton 
Bates 
Benton 
Bollinger 
Boone 


Buchanan 
Butler 

Caldwell 
Callaway 
Camden 

Cape Girardeau 
Carroll 

Carter 

Cass 

Cedar 


Chariton 
Christian 
Clark... 

Clay 

Clinton 
Cole... 
Cooper........ 
Crawford..... 
Dade. . 
Dallas 


Daviess... 
De Kalb.... 
| Fes 
Dunklin 

Franklin... 
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Iron 
Jackson 
Jasper 


Jefferson 
Johnson 
Knox 
Laclede 
Lafayette 
Lawrence 
Lewis 
Lincoln 
Linn 
Livingston 


McDonald 
Macon 
Madison 
Maries 
Marion 
Mercer 
Miller 
Mississippi 
Moniteau 
Monroe 


Montgomery 
Morgan 

New Madrid 
Newton 
Nodaway 
Oregon 
Osage 

Ozark 
Pemiscot 
Perry 


Pettis 
Phelps 
Pike 
Platte 
Polk... 
Pulaski 
Putnam 
Rails 
Randolph 
Ray 


Reynolds 
Ripley 

St. Charlies 

St. Clair 

St. Francois 
St. Louis 

Ste. Genevieve 
Saline 
Schuyler 
Scotland 


Scott 
Shannon 
Shelby. 
Stoddard 
Stone 
Sullivan. . 
Taney 
Texas 
Vernon 
Warren 


Washington 


Wayne.... at 


mw — we = & | Units 1954-55 (00) 
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counties......| 


MONTANA 
Beaverhead 
Big Horn 
Blaine 
Broadwater 
Carbon 
Carter 
Cascade 
Chouteau 
Custer 
Daniets 


Dawson 

Deer Lodge 
Fallon 

Fergus 
Flathead 
Gallatin 
Garfield 
Glacier 
Golden Valley 
Granite 


Hill 

Jefferson 

Judith Basin 
Lake 

Lewis and Clark 
Liberty 

Lincoin 
McCone 
Madison 
Meagher 


Mineral 
Missoula 
Musselshell 
Park 
Petroleum 
Phillips 
Pondera 
Powder River 
Powell 
Prairie 


Ravalli 
Richland 
Roosevelt 
Rosebud 
Sanders 
Sheridan 
Silver Bow 
Stillwater 
Sweet Grass 
Teton 


Toole 
Treasure 
Valley 
Wheatland 
Wibaux 
Yellowstone 10,901 | 8.6 


Total, above 
counties |100,672 31.9 


NEBRASKA 


—cew ss @ bw ov 
ao 


.1 | Adams.........| 4,286 | 2.2 
Webster........| .1 | Antelope.......| 3,049 A 
Worth... Arthur 76 | 

© SM, 1955. 
MAY 10, 1955 1 


-1 | Prentiss oR 
6,743 | 3.3 | Quitman.......| 


See page 91 for explanation of italicized figures under “Occupied Dwelling Units.” 
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"BEST Way 


to reach home-building families 


is with MY magazine!” 


"NOT So! 


MY magazine reaches more — 


at less cost, too!” 


"THEY RE 
BOTH WRONG! 


Use MY magazine to get 
the most for the least!” 


asks Better Homes & Gardens 


What are the facts about magazine influence 
with the home-building families of America? 


If you spend money in magazine adver- 
tising-as you should—to reach the 
home-building families of America, you 
want the maximum return on your 
investment. 


And you'll agree, we feel sure, that the 
power to produce, of any magazine, 
with these families depends not only on 
how many it reaches, but also on the 
influence it has with them. 


So, when you hear or read statements 
about the influence of a magazine with 
home-building families, better ask, “Says 
who? What are the facts and figures 
behind these claims?” 


Now you would naturally conclude that 
Better Homes and Gardens— by its very 
title and its 4,000,000 ABC circulation 
— must reach a whale of a lot of home- 
building families. 

But how many—and at what cost—com- 
pared to other magazines? 

What do the figures show? 

On the following pages, we give you the 
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figures of a mail survey conducted by 
the F. W. Dodge Corporation, the uni- 
versally accepted authority on statistics 
of the building trades. The survey was 
made among families building new homes 
for their own occupancy—homes cost- 
ing over $8,000. 


The national sample was large enough, 
and distributed so as to leave no doubt 
as to its accuracy and validity. The F. W. 
Dodge Corporation surveyed 1,000 
home-building families in the 37 |zastern 
States—and 293 in the 11 Western 
States, using sample developed by Bee 
Angell & Associates. 

The returns were 82%—well above the 
minimum generally regarded as suffi- 
cient to insure validity. 

This 1954 survey was the sixth successive 
time that Better Homes and Gardens 
came up on top. The other surveys were 
conducted in 1938, 1940, 1941, 1946, 
and 1948, all by F.W. Dodge in the 37 
eastern states. 


The charts which follow are extremely 


important to anyone wishing to reach 
families building new homes. They show 
not only which magazines are read— 
but also which magazine would be pre- 
ferred by both husband and wife IF IT 
WERE THE ONLY ONE AVAILABLE 
DURING THE PERIOD OF PLANNING 
AND BUILDING THEIR NEW HOME! 


How much more money must you 
spend for just a little more coverage? 


You should also study the duplication 
figures. See how completely BH&G cov- 
ers your home-building market; how 
alone BH&G can carry the entire ad- 
vertising load in the most effective way 
and with the most efficient expenditure 
of advertising dollars. Then ask yourself 
the question, “Can I afford the high 
cost for the little additional coverage I 
can buy after I use BH&G?” 


The answer becomes inescapable— 
Better Homes and Gardens is far-and- 
away the one magazine you need to 
reach and influence the new home- 
building families of America! 

SALES MANAGEMENT 


MAGAZINE READERSHIP 


Since 1938, BETTER HOMES & GARDENS 


has been read most among all families 


building new homes!’ 


QUESTION: “Which of the following magazines are read regularly — 
every issue—in your home?” 


RANKING OF MAGAZINES (Per 100 New Home Builders) 
July, 1938 March, 1940 February, 1941 | December, 1946 October, 1948 November, 1954 


Percentage Base 
(No. of Replies) 


Total Question- 
naires Mailed 


Homes Costing 


Over $4,000 $4,000 $6,000 
oe cine ART POE 5 CS LT ARE E  eaS 


SOE sow—cvery sumey. Almost 7 out of 10 


Better Homes and Gardens leads all 


magazines! And, even more important, families building 


note how BH&G has the biggest lead 


of all in this latest 1954 survey. 
| new homes read 
Notice how the relative posi- 


tom ofoter magne seme et- = BRCter Homes & Gardens 


how their percentages fluctuate so widely 


—but how small are BH&G fluctu- | 
ations—how BH&G is always on top. regu ar 7: CONTINUED 


NEXT PAGE 
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Since 1938, BETTER HOMES & GARDENS 


has been preferred most among all families 
building new homes!’ 


QUESTION: “If only one of the magazines were available to you during 
the period of planning and building your new home, which would you, as 
husband and wife, select?” 


RANKING OF MAGAZINES (Per 100 New Home Builders) EEE 


July, 1938 March, 1940 February, 1941 | December, 1946 | October, 1948 | November,1954 | 


Tetal Question- 
noires Mailed 


Homes Costing 
Over $4,000 


*Less than 0.5 percent a 


HELE sc seaty ve pom © With almost 6 out of 10, 


Because here is where sales are born— 


we tie neg hans, rnweesboi: —- BH&.G has more families 
NOtICE vwisisciessiee in this category than all IS 


lead over the next magazine than in any 
year the survey was conducted. Notice 


that BH&G is rated almost five times other magazines combined! 


more important than the next magazine. 


tFor their own occupancy. 
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The duplication chart shows that 

BH&G covers 66% of your new 

home-building market—and that the 

most you can add is 13% undupli- 

cated coverage at a cost of up to | 
$20,000—not far from double the  scrcci reusinc comeanr.ces mcactoo ll 
cost of BH&G alone! a, 


MAGAZINE COVERAGE AMONG FAMILIES BUILDING NEW HOMES 


Families reached by other magazines when used with Better Homes & Gardens 


PAGE RATES* 


Total Coverage of 
BH&G plus 
Unduplicated 
When Addedto | Coverage of each 
BHaG Other Magazine 


Duplicated by BH&G 
31 
LIFE ow cece cee erececceccess ‘ 
24 
GOOD HOUSEKEEPING .........-. é : : as 
AMERICAN HOME 


LADIES’ HOME JOURNAL 


SATURDAY EVENING POST 


HOUSE BEAUTIFUL 


WOMAN'S HOME COMPANION 


ele kee Bc 


Better Homes & Gardens alone reaches 66 percent 
of the families building new homes. Percentages are based on the *Rates currently in effect os of 
The addition of any other magazine will odd from 1,002 — replied to the February 8, 1955, 

2 percent to 13 percent unduplicated home-building SOURCE: Standard Rate & 
families, at very high cost per family added. ° Date, Janvory 27, 1955. 
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Construction Indicators, All Counties—(Cont'd) 
- GD Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 


Materials-Hardware 
Sales, 1954 (000) 


wo o& | Units 1954-55 ( 
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807 
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342 
397 
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Total, above 
counties . 17,82 
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Get this exclusive 


NEW American Home 


market book 


‘in, 


Now plan your sales program more efficiently. 
With this handy spiral-bound American Home 
Market Book you can tell at a glance how your 
sales results compare in any given market. You can 
see where to concentrate your sales effort—where 
to increase distribution. 


This new American Home exclusive gives you a 
large map of the United States showing geographi- 
cal location and ranking of the top metropolitan 
markets—plus individual maps of the nation’s top 
43 markets. It gives you complete figures for 162 
markets—representing 65% of U.S. retail sales—on: 


® Food-store sales 

® Drug-store sales 

®@ Furniture, household and 
radio-store sales 


*Based on projections of 1954 
Sales Management figures. 


@ General-merchandise sales 


Lumber-yard, building-material 
and hardware-store sales 


There's no place like ® Total retail sales 


THE AMERICAN HOME ® Net effective buying income 


® Total number of households 


This valuable marketing information is avail- 

able only through The American Home. Contact 
sosvos: 83 Newherry Street your nearest American Home office for your copy. 
Liberty 2-5909 
CHICAGO: 360 North Michigan Avenue 
STate 2-6396 
CLEVELAND: 1501 Euclid Avenue 
MAin 1-2967 


DETROIT: 3065 Penobscot Building 
WOodward 5-9878 


THE 
LOS ANGELES: 612 South Flower 


Street—MAdison 6-4761 

NEW YORK: 444 Madison Avenue 

ELdorado 5-1300 

SAN FRANCISCO: 235 Montgomery ates . 
Street—¥Ukon 2-0924 MAGAZINE 
SEATTLE: 605 Union Street 
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Construction Indicators, All Counties—(Cont'd) 
GZ) Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 
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Washington 
Wheeler. . 
Yamhill. . . 
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Total, above 
counties ..|174,921 130.8 
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Construction Indicators, All Counties—(Cont’d) 
Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales . 
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Potter... 
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Construction Indicators, All Counties—(Cont'd) 
Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 


Lumber-Building 
| Sales, 1954 (000) 
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Construction Indicators, All Counties—(Cont'd) 
Estimates of Occupied Dwelling Changes and Lumber-Bldg.-Hdwre. Sales 
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Aver. Annual Change 
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Occupied Dwelling 
Materials-Hardware 
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Total, U.S.A... 13,065.74 710,025.8 
See page 91 for explanation of italicized figures under ‘Occupied Dwelling Units’. © SM, 1955. 
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MR. LAWRENCE J. MEISEL 
PRESIDENT 
LAWRENCE J. MEISEL CO. 


“THE POWER of 
LOCAL EDITING 


sells Power Mowers for me 
in ST. LOUIS... 


=e ee 
——_ 


: * 4 e% 
3, s yy . 


. » . through MAGAZINE ADS like these 
in the LOCALLY-EDITED 
ST. LOUIS GLOBE-DEMOCRAT MAGAZINE” 


Need to pull immediate sales in St. Louis? What magazine adver- 
tising would you buy? Advertisers like Lawrence J. Meisel Co., 
Toro distributors, Know the answer. Says Mr. Lawrence Meisel: 
“For the second time in eight years, we are forced to move and 
treble our facilities. Our sales of Toro Power Mowers have in- 
creased year after year — all directly traceable to our ads in the 
~RESULAR, CONSISTENT ABS lhe these in the Locelly- Locally-Edited St. Louis Globe-Democrat Magazine. That’s where 


Edited St. Lowis Globe-Democrat Magazine build sales . +s ” 
for Toro dealers,” says Mr. Meisel. ‘96% of our adver- we invest 96% of our advertising dollar. 


tising dollar is invested in the Globe-Democrat Magazine. The Locally-Edited St. Louis Globe-Democrat Magazine covers 


We are trying to convince our manufacturers that immedi- Oo ay ae ; : F 
te vomits come at tum tavesiing Ghde abunthing 43% of St. Louis families in the A.B.C. City Zone, while the lead- 


dollars at the Local Level, too!” ing national magazine reaches only 10% of this major market! 


@ Locally-Edited for highest readership @ Newspaper circulation impact @ Complete flexibility 
@ Gravure magazine reproduction @ Maximum savings on positives 


For more information about 

these 12 weekly newspaper grav- 

ure magazines, contact one of 

the following rep i 

The Branham Company, Cresmer 

& Woodward, Inc., Jann & 

Kelley, lac., Kelly-Smith Co., AKRON BEACON JOURNAL ©® ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
Moloney, Regan & Schmitt, Inc., COLUMBUS DISPATCH * DENVER POST © HOUSTON CHRONICLE 

O'Mara & Ormsbee, Inc., Scolaro, INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © NEWARK NEWS 

Meeker & Scott, Inc., Story, NEW ORLEANS TIMES PICAYUNE STATES © ST. LOUIS GLOBE-DEMOCRAT © TOLEDO BLADE 


Brooks & Finley, Inc. 
TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 
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Ounty is\undgubtedly the best 
and most flexible geographic unit 
available for the definition of market 
areas, and has the unique virtue, un- 
like the metropolitan area or the city, 
that all counties account for 100 per 
cent of the nation. For this reason, 
any marketing breakdown of the na- 
tion is usually done along county lines. 

The 1950 Census tabulated results 
for 3,070 counties, 29 independent 
cities, the District of Columbia, and 
parts of Yellowstone National Park in 
Idaho, Montana and Wyoming. SALEs 
MANAGEMENT considers Yellowstone 
National Park as a single county, as 
well as the District of Columbia, and 
includes all independent cities with 
the proper parent county. 

Thus, the independent city _ of 
Baltimore is included with the county 
of Baltimore, the independent city of 
St. Louis is included with St. Louis 
county, and similar treatment is given 
to all the independent cities of Vir- 
ginia. In this way, we established 
3,072 basic county units accounting 
for the U. S. totals in 1950. 

However, the following changes in 
county definitions have taken place 
since April, 1950. Armstrong county 
in South Dakota has lost its separate 
identity, and has been merged with 
Dewey county, reducing the total 
county count to 3,071. In 1952, the 
counties of Elizabeth City and War- 
wick of Virginia elected to change 
their status to that of independent 
cities, entitled respectively Hampton 
and Warwick. In effect, we now have 
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the three independent cities of Hamp- 
ton, Warwick and Newport News, 
constituting a single metropolitan area, 
but with no parent county to throw 
them into. Since we wish to retain 
the additive property of Virginia 
counties, we have grouped those three 
cities into a new county designation, 
which we call Newport News. This 
county has no legal existence, but per- 
mits the counties of Virginia to add 
up to the Virginia state totals. 

The total count of counties in the 
1954 Survey is therefore 3,070. In 
the rankings of the leading 200 
counties, however, we treat the five 
counties of New York City as one. 

Vast divergences characterize the 
economic behavior of these 3,070 
counties, with a relatively small num- 
ber accounting for the bulk of eco- 
nomic activity. For that reason, the 
rankings of the leading 200 counties 
shown below will be found quite 
adequate for the marketing needs of 
those who wish to concentrate their 
attention most profitably on the small- 
est number of separate county areas. 
In this respect the leading 200 
counties will be found to approximate 
roughly the 165 standard metro- 
politan areas, in that both will be 
found to cover not quite two-thirds 
of total sales. 

For each significant market factor, 
we show below the 200 leading 
counties with respect to that factor. 
The degree of centralization varies 
of course with each factor. The lead- 
ing 200 counties with respect to popu- 


lation in 1954 accounted for 55 per 
cent of total population, but the 
leading 200 counties in general mer- 
chandise accounted for over 70 per 
cent of total general merchandise sales. 
The rankings per capita and per 
family income are restricted to the 
200 counties leading in population, 
and the rankings of the 200 counties 
leading in retail sales per family are 
restricted to the 200 counties leading 
in sales, in order to avoid inclusion 
of small, relatively unimportant 
counties with high per capita or per 
family ratios of income or sales. 

In addition to the rankings of farm 
income, population, total income, per 
family and per capita income, retail 
sales, retail sales per family, food store 
sales, general merchandise sales, fur- 
niture-household appliance and radio 
sales, automotive sales, and drug store 
sales, we also list the 200 leading 
counties having the greatest number 
of consumer units earning over $7,000 
in 1954, and also the 200 counties 
having the largest amounts of income 
earned by consumer units in this cate- 
gory. These tables indicate the 
counties having the largest concen- 
trations of upper-bracket income. 

Similar rankings can be made up for 
counties leading in income in the 
groups earnings under $2,500, $2,500 
to $4,000, $4,000 to $7,000, $7,000 
to $10,000, and over $10,000. Such 
tables are particularly useful to those 
who wish to concentrate their market- 
ing efforts on particular income 
groups. 


The 200 Counties Leading in Gross Cash Farm Income 


GROSs | 
| CASH FARM | 
| INCOME 

COUNTY 


(in thousands) 
220 , 068 
199, 594 
169,179 
159,920 
147 ,045 
106 ,508 
104,222 


Los Angeles Cal. 
Fresno 

Kern 

Maricopa 

Tulare 

San Joaquin 

Imperial 

Lancaster 

Stanisiaus 

Yakima 


Polk 

Weld 
Monterey 
Orange 
Merced 

Pinal. . 
Riverside 
Sonoma 

San Bernardino 
Santa Clara 


Ventura 

Santa Barbara 
Sussex 
Aroostook 
Kings 
Hartford 
Hidalgo 

San Diego 
McLean 
Mississippi 


Pottawattamie 
De Kalb 
La Salle 


Plymouth 


Champaign 
Livingston 
Iroquois 
Chester 
Sutter... 
Madera 
Suffolk 
Clinton 
Bureau 
Kossuth 


Orange 
Kane 

Yolo 
Monmouth 
Lubbock 
Woodbury 
Yuma 
Sangamon 
Cherokee 


@7D Estimates, 1954, for the 
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200 counties with largest gross cash income from farming 


COUNTY 


Benton 
Robeson 


Scotts Bluff 
Cook.... 
Johnston 
Otter Tail 
Palm Beach 
Cumbertand 
Butte 
Renville 
Hale 

Lee 


Lincoln 
Bucks 
Alameda 
Tama 
Berks 
Jones 
Bolivar 
O’Brien 
Worcester 
Middlesex 


Grant 
Marion 
Minnehaha. . 
Crawford 
Christian 
Linn 

Dade 

Martin 
Warren 

Twin Falls 


Franklin 
Logan 
Marathon 
Buena Vista 
Johnson 
Jasper 
Delaware 
New Madrid 
Fond Du Lac 
Sac 


Nash 

Polk 
Freeborn 
Crittenden 


Dawson 


| 
| 
| 
| 


San Luis Obispo. . 


Stephenson 
Faribault 


Dawson 
Hamilton 
Redwood 
Lyon 
Marshall . 


GROSS 
CASH FARM 
INCOME 
Esti- | 
mates 
(in thousands) 
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91 
92 
93 
94 
95 
96 
97 
98 
99 


COUNTY 


Dunklin 


Poinsett... 
Blue Earth 
Wake. 
Coahoma 
Horry 
Tazewell. . 
Macoupin 
Spokane 
Grundy 
Kankakee 


Macon 
Webster 
Glenn 
Dallas. . 
Wright... 
Ida.... : 
Hancock . . 
Carroll... 


Total Above Counties 
% of U.S. A. 


GROSS 
CASH FARM 
INCOME | Rank 
Esti-| in 
JM mates) Group 
(in thousands) | 
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IT’S NO COINCIDENCE... 


Midwest Farm Papers are 


FIRST CHOICE 


..-WITH ADVERTISERS! 


..-WITH READERS! 
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ee 


PREFERENCE 
SURVEY 
Supervised by 
Batten, Barton, 
Durstine & 
Osborn, Inc. 


MIDWEST FARM PAPER UNIT 


A survey of 6,049 Mid- 
west farms shows 38% 
more preference for the 
Midwest Unit Farm Papers 
than for all 4 national 
farm magazines combined. 


Farm Magazine 


Farm Magazine 


Farm Magazine 


Index 1948=100 


Farm Magazine “[ 


Operating Today's Midwest Farm is a highly specialized busi- 
ness. Each member of tbe family holds a seat on the board of 
directors and shares in the decision-making. That’s why to 
sell them it’s important to tell them in their farm paper. 


Lineage Gains of Midwest Unit Farm Papers, as compared with 
heavy losses of the four national farm magazines, shows the cor- 
relation between reader preference and advertiser preference, 
a trend that grows stronger as competition becomes keener. 


A Report to You 
from 6,049 Midwest 


farm families: 


10, 1955 


A REPORT direct from the readers 
themselves is the only fully reliable 
guide to farm media selection. Only 
they know the publication that serves 
them best. Only their local farm paper 
can be edited to give them the vital 
and specific information they need 
when they need it. 

It follows that the publication that 
does the best job for them will do the 
best job for its advertisers. 

6,049 Midwest farm families tell 


you how they evaluate major farm 
and general publications in a survey 
you'll find invaluable for your sales 
campaign in “the world’s richest farm 
market.’’ The study was supervised 
by one of the nation’s leading adver- 
tising agencies. 

Your copy is ready for immediate 
delivery to you. Analyze the results 
for yourself and you'll buy the Unit— 
one order, one plate, at a substantial 
saving in rates. 


SALES OFFICES AT: 250 Park Ave., New York 17 « 59 E. Madison St., Chicago 3 


110 Sutter St., San Francisco4 


672 S. Lafayette Park Place, Los Angeles 57 


MIDWEST #”/“ UNIT 


Teese 


WHERE FARMING 


IS BIG BUSINESS 
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AND GOOD LIVING! 


Population and Rank, 200 Largest Counties 


Estimates, January 1, 1955, for the 200 counties leading in population 
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HE doesn’t know 


the EASY WAY to 
get information on... 


ALBUQUERQUE HOUSTON 
CINCINNATI INDIANAPOLIS 
CLEVELAND KNOXVILLE Markets and the 
COLUMBUS MEMPHIS EASY WAY is to phone 
DENVER NEW YORK or write } 

EL PASO PITTSBURGH SCRIPPS-HOWARD 
EVANSVILLE SAN FRANCISCO NEWSPAPERS 
FORT WORTH WASHINGTON 


They're all Scripps-Howard 


SCRIPPS- HOWARD NEWSPAPERS 


NEW YORK. Worid-Telegram & The Sun » + « Rocky Mountain News 


General Advertising Department, 230 Perk Avenue, New York City 
MAY 10, 1955 


Total Net Effective Buying Income, 200 Letilins Counties 


@/D Estimates, 1954, for the 200 counties leading in this category 


Net E.B.1. Net E.B.!. 


SM @D 


Estimate Estimate 
(in thou- 


if 


@enoeqa awn — 


520,611 
518,551 
517,976 
515,063 
511,361 
507,600 
497,964 
492,711 
477 ,674 
477,404 


San Francisco, Cal... 
District of Columbia . 
Milwaukee, Wisc... . 
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470,039 
459,737 
Fresno, Cal... ...... 459 , 483 
Prince Georges, Md.. 455,213 
454,935 
448 659 
440,968 
439,720 248 649 
438,471 247,231 
437,646 pa... 244 ,698 
242,916 


Saginaw, Mich. 
Cumberland, Me..... 258 ,635 
Washtenaw, Mich... 252,749 
250,754 
250, 358 
260,224 


BREESE BREE 


| Cincinnati 

| Hackensack 
Hennepin, Minn.....| Minneapolis 
San Diego, Cal......| San Diego 
Hartford, Conn......| Hartford 
Dade, Fla...........| Miami 
Marion, tnd.........| Indianapolis 
Fairfield, Conn... ...| 
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£2 
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1 
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1 
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Hudson, N. J. 
Jackson, Mo. 
New Haven, Conn.. . 


434,707 
425,750 Tate 239,294 
413,412 238,249 
398 , 783 237,010 
396 , 046 235,349 
391,492 . 235,327 
379,980 & 230,014 
372,855 . 229,778 

; 228,825 
225,863 
225,756 


~_—_- + = 


S558 
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Monroe, N. Y. 

Union, N. J........ 
Oakland, Mich.. .... 
Providence, R. |... 


SSSGSRLers 


Multnomah, Ore... .. 
Jefferson, Ky....... 
Denver, Colo....... 

Worcester, Mass... . 


225 ,642 
223,125 
223,078 
222,270 
219,162 
219,135 
219,061 
218,394 
217,749 
216,784 
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215,346 
214,710 
214,703 
212,297 
211,751 
208,714 
209 047 
208 , 398 
208 .325 
207,617 
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165, 179,821 
65.7740 
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Honolulu County, with a Net Effective Buying 
Income of $634,441 thousand, would rank 67 if 
included above. 


SB2SR2BRSE 


tPart of Kansas City Metropolitan Area. © SM, 1955. 
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are in the “Over $300 per 
month” income bracket. 
(Dan Clark Media and 


* Over 90% of these homes 
Penetration Survey) 


in 


covers more than 4 out of 5 homes 
the rich Hawaiian market...and... 


covers the homes that COUNT. * 


Honolulu Star-Bulletin 


represented nationally by 


O’MARA AND ORMSBEE 


New York « Detroit - Chicago 


* Los Angeles 


* San Francisco 


Per Family Effective Buying Income, 200 Counties - 


Estimates, 1954, for the 200 counties leading in population 


LEADING 


CITY 


ist 
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69 
70 
71 
71 
73 
74 
75 
76 
77 
78 
79 
80 
81 
82 
83 
84 
85 
86 
87 
88 
8 
90 
91 
92 
93 
94 
95 
96 
97 
98 
99 
100 


4,439 
4,414 


4,329 
4,311 
4,262 
4,255 
4,141 
4,106 
4,088 
3,553 


5,274 


Honclulu County, with a Per Family income 
of $6,837, would rank 25 if included above. 
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RESULTS, RESULTS, 
RESULTS! 


These three leaders in three different lines 
all found that advertising in HOUSE BEAUTIFUL 0. 


really pays off! Wy 


Mr. Carl Forslund, Maker of Quaint American® Furniture 
writes: ‘It was just ten years ago that we ran our first advertise- 
ment in. . . House Beautiful. We have not missed an issue since 
... House Beautiful has played a most.important part in the 
steady growth of our business."’ 


Mr. John H. Reock, Manager, Advertising and Sales 
Promotion, Mueller Climatrol, writes: ‘‘For the third straight 
year, House Beautiful has produced more inquiries at the lowest 
cost per inquiry...House Beautiful reaches a quality audience — 
prospects who can afford the best and are willing to pay a 
little bit more.” e 


4 Mr. Robert G. Marcus, Secretary, American Biltrite 
Rubber Company, writes: ‘‘As a consistent national advertiser, 
we prefer to aim our consumer advertising directly at the pros- 
pects we want. That's one of the reasons we schedule House 
Beautiful year after year... But there’s another reason, foo. 
Our distributors and dealers .. . give House Beautiful an over- 
whelming vote of confidence.” 


pays to be a regular House Beautiful advertiser. Where else can 

you reach such a richly-responsive market of 650,000 selected 7 [tA 
top-income, pace-setter families (3 4% million men and women 4 ta 
readers) for such a small investment? 


Take it from 3 whose experiences back up their statements: it "S)/#RaNLANwN H) r 
ViiM bill i] ‘ 
: y - v di 


e Sells both sides of the counter 


House Beautifull sone 


572 Madison Avenue, New York 22, N. Y. 


Per Capita Effective Buying Income, 200 Counties 


LEADING 


NET E.B.1. 
PER 


CAPITA 


Schenectady, N. Y. 
St. Louls, Mo. 
Harris, Tex. 
Peoria, Ill. 
Denver, Colo. 


Hackensack 
| Elizabeth 


Cleveland 
Hartford 


Chicago 


Washington 
Toledo 
Lower Merion 
Township 
Chester 
Newark 
| South Bend 


.| Waukegan 


Wilmington 


-| Fort Wayne 


New York City 


..| Loe Angeles 
-| Aurora 
.| Madison 


| New Haven 
| Lansing 


| Schenectady 


Mahoning, Ohio. ... .| 


Oakland, Mich. 
Passaic, N. J... 
Morris, N. J... .. 
Summit, Ohio 


1 
1 
1 
1 
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Jefferson, Ky..... 
Camden, N. J.... 


Bucks, Pa... . . 
Vanderburg, Ind. 
East Baton 


Rouge, La...... 


Beaver, Pa. 
Fulton, Ga. 


..+| Louisville 
| Camden 
---| Bristol 

| Evansville 


Baton Rouge 


..| Beaver Falls 


Kent, Mich... ..... 
Stark, Ohio........ 
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COUNTY 
and 
STATE 


Estimates, 1954, for the 200 counties leading in population 


LEADING 


CITY 


Dutchess, N. Y...... 
Kanawha, W. Va..... 


Davidson, Tenn, . . 


Poughkeepsie 
Charleston 
.-| Nashville 


Tucson 
.| Little Rock 


Estimates 
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1,545 


Honolulu County, with a Per Capita Income 
of $1,765, would rank 74 if included above, 
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..- In Industry Circulation 


The total paid circulation of BOOT 
AND SHOE RECORDER is greater 
than the total paid circulation of any 
other shoe publication. 


*19,543 — Average total paid circulation 
from July to December 1954. 


..-Among Shoe Retailers Who Buy 


According to a national personal 


interview survey among RECORDER. 


subscribers,* almost 4 out of every 5 
of them do the buying for their stores 
and shoe departments and they buy 
more shoes than do the subscribers 
to any other shoe publication. 


FIRST 


...-In Retail Coverage 


81.7% coverage of 14,143 Inde- 
pendent Shoe Stores in U.S. 


88.6% coverage of 2,682 Leading 
Department Stores in U.S. 


96.7% coverage of 308 Chain Store 
Buying Headquarters in U.S. (con- 
trolling approximately 5,500 stores). 


...-In Advertising Pages 


In 1954, BOOT AND SHOE RE- 
CORDER carried more than TWICE 
as many advertising pages as any 
other shoe publication. 89.9% of 
RECORDER subscribers used BOOT 
AND SHOE RECORDER ads as a guide 
in making their purchases. 


*BOOT AND SHOE RECORDER Readership 
and Impact Survey by National Analysts, Inc. 


Boot and Shoe RECORDER 


A CHILTON @puBLICATION 
100 EAST 42nd STREET, NEW YORK 17, N. Y. 


MAY 10, 1955 


Consumer Units in Top Income Group, 200 Leading Counties 
Estimates, 1954, for the 200 counties leading in consumer spending units in over-$7,000 group 


No. of No. of No. of 
Units With Units With Units With 
Incomes Incomes Incomes 
over $7,000 over $7,000 over $7,000 


JM 


if 


342,387 ines 18,447 
200,573 18,353 
18,228 
18,018 
17,667 
17,660 
17,639 
17,322 
17,116 
16,387 


S2esISASARA 3B 


16,346 
16,127 
18,063 
15,827 
15,764 
15,428 
14,618 
14,608 
14,230 
14,216 


14,210 
14,190 
14,190 
14,184 
14,133 
14,124 
14,060 
13,967 
13,940 
13,900 
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21 
22 
23 
24 
26 
26 
27 
28 
2 
30 


38,948 13,522 
13,283 
13,270 
12,675 
12,136 
11,738 
11,875 


Oakland, Mich. 36 ,065 
New Haven, Conn.. 34,595 


33,028 
32,897 
San Mateo, Cal... 32,705 


SSeerseReesers 


11,640 
11,605 
Monroe, N. Y....... 32,396 11,559 
31,945 


30,945 


as 


11,468 Fort Lauderdale 
11,454 .....| Lincoin 
11,450 . ¥.....) Troy 

11,342 . H...| Manchester 
11,263 . C........| Winston-Salem 
11,248 . C.......| Columbia 
11,200 ...+.+| Johnstown 
10,912 ...| Santa Barbara 
10,811 Davenport 
10,742 -eaesees»| Springfield 


30,631 
30,257 
30,103 
.| New Orleans 27,819 

Gary 26 ,862 
.| Louisville 26,615 
-| Rockville | 26,964 


Seseseset® & 


Atlanta 25,212 
Lynn 24,964 
Providence, R. |.....| Providence 24,648 
Tarrant, Tex. Fort Worth 24,485 
Summit, Ohio....... 24,454 
Sacramento, Cal... .. 24,408 
Passaic, N. J........ 23,512 
23,369 
23,192 
22,907 


10,697 .. +++) Battle Creek 
10,440 ..«.| Modesto 

10,320 ..| Waterloo 

10,245 
10,106 
10,102 
9,953 
9,855 
9,636 
9,630 


SSsaIsegereRee 


22,612 
22,148 
22,074 
20,775 
20,245 
19,454 
19,231 8,940 
19,121 8,906 


+Part of the Kansas City Metropolitan Area © SM, 1955. 
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9,429 
9,390 
9,238 % of U. S. A. Total 
9,155 Units with Incomes’ 

8,986 over $7,000....... STR Saee 


ses 
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—the BIG and constantly growing 


Detroit market certainly deserves 

more than a “ONE HALF” 

market penetration and sales impact— | 
—include the Detroit Times 

in your Detroit market 

advertising schedule and get 

MAXIMUM coverage 

with MINIMUM duplication and 

the HIGHEST HOME DELIVERED 
circulation—In 

“Detroit” 

you need TWO— oN 
—ONE of them is aay 


vos, 
The me” 


IN THE HEART OF 


THE MICHIGAN MARKET 


Detroit Times. (Detroit Retail Trading Area) 


8 out of 10 Detroit Times Are 
HOME DELIVERED—An Im- 


NET E. B. I. | NET E. B. I. 
COUNTY LEADING Rank LEADING = COUNTY LEADING 
© i SM 
CITY Estimates CITY Estimates STATE | city Estimates 
in thous.) (in thous.) (in thous.) 


243,043 Northampton, Pa... .| Bethlehem 111,508 
New York City [7,177,957 “A 234,696 York, Pa... ...| York 110,926 

Chicago 5,063,556 

Los Angeles 4,182,687 ae i 233,622 Butler, Ohio........| Hamilton 110,659 

Wayne, Mich. Detroit 2,506,513 .% 231,561 ....) Evansville | 110,551 
Cuyahoga, Ohio Cleveland 1,496,032 bak Hs cad 228,723 Warren | 110,028 
Philadeiphia, Pa.....| Philadelphia 1,415,651 Sey 225,854 Lorain 106,302 
Nassau, N. Y........| Hempstead eet 225,714 ore Beaver Falls | 105,421 
Township 1,405,897 , Mad... 225,433 cevseeees| TUCSON | 105,264 

Allegheny, Pa.......| Pittsburgh 1,115,535 4? 222,999 Mobile 104,846 
St. Louis, Mo... . St. Louis 1,077,431 2 ose 218,967 Lcebas sc total ae 104,773 
Essex, N. J. .| Newark 1,000,090 b 217,183 ws .see++| St. Petersburg 103,112 
215,276 ( om.........| Knoxville 100,970 


Westchester, N. Y...| Yonkers 
Middlesex, Mass....| Cambridge 
Harris, Tex.........| Hauston 
Bergen, N. J........| Meckensack 
San Francisco, Cal... San Francisco 
Baltimore, Md. | Baltimore 
Milwaukee, Wisc....| Milwaukee 


997,636 213,988 Travis, Tex... ......| Austin 99,930 
868, 146 ; ios 213,588 Greenville, S. C. Greenville 99,115 
860,017 ; , 213,410 St. Clair, tl... .. East St. Louis 98 626 
815,742 henui< 202,103 Racine, Wisc........ Racine 98,478 
814,966 q 200,170 Rock Island, lil......| Rock Island 98,124 
807,049 “Sy ae 193,933 Lackawanna, Pa.....| Scranton | 97,348 
784,505 ....| Wichita 190,923 Hillsborough, Fla....| Tampa | 97,170 
District of Columbia.| Washington 784,122 .....| Salt Lake City 188,783 St. Louis, Minn... | Duluth 96,645 
Alameda, Cal... . Oakland 747 247 . ¥........) Albany 188,180 ees eye eel Ventura 95,219 
Dallas, Tex. ‘ Dallas ; ‘ Bakersfield 188 ,230 ..| Brockton | 95,191 


| 
| 
| 
| 


Fairfield, Conn... . Bridgeport 
King, Wash... ...| Seattle 
Hartford, Conn ... Hartford 
Erie, N. Y.. . Buffalo 
Hamilton, Ohio. ....| Cincinnati 
Hennepin, Minn.....| Minneapolis 
Union, N. J. ..»| Elizabeth 
Dade, Fla. | Miami 
Suffolk, Mass. ..| Boston 
Marion, Ind. ..| Indianapolis 


Canton 185,401 bee Washington 92,719 
Nashville 182,405 ...| New London 92,686 
..| Asbury Park 181 ,940 Saginaw 92,235 
| Fresno 181,795 ...| Kansas City | 
Des Moines 178, 599 ...| Kalamazoo 
.| Reading 175,902 Eugene 
..| Morristown 175,059 ..... Ann Arbor 
Jacksonville 172,177 Ree Roanoke 
...| Spokane 171,168 “- Gretna 
De Kalb, Ga. Decatur 170,267 bd .| Somerville 
| 
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Delaware, Pa. , Chester 
New Haven, Conn...| New Haven 
Franklin, Ohio. . Columbus 
San Diego, Cal... .. San Diego 
Hudson, N. J. Jersey City 
Oakland, Mich. Pontiac 
San Mateo, Cal. San Mateo 
Arlington, Va. Alexandria 
Norfolk, Mass. Quincy 
Montgomery, Pa. Lower Merion 
Township 


Pierce, Wash........| Tacoma 169,239 ...| Springfield 
Macomb, Mich......| Mount Clemens | 165,900 | Poughkeepsie 
Bristol, Mass. New Bedford 164,538 Hamilton, Tenn. Chattanooga 
San Bernardino, Cal... San Bernardino 161,385 Galveston, Tex. Galveston 
Mecklenberg, N. C...| Charlotte 159, 787 Riverside, Cal. | Riverside 
Allen, Ind...... | Fort Wayne 159,679 Orange, N. Y........| Newburgh 
Ingham, Mich.. Lansing 154,817 | Hinds, Miss. Jackson 
East Baton Rensselaer, N. Y. Troy 

Rouge, La... . Baton Rouge 154,347 | Litchfield, Conn. Torrington 
Jefferson, Tex. Beaumont 152,681 | Broward, Fila... -| Fort Lauderdale | 
Luzerne, Pa... Wilkes-Barre | 149,954 


& SSseeeess 


Nawport News, Va...| Newport News 
Monroe, N. Y.......| Rochester Bucks, Pa... Bristol | 147,664 | Santa Barbara, Cal...| Santa Barbara 
Jackson, Mo... Kansas City Kan, Ill... Aurora 146,537 Amarillo 
Lucas, Ohio... . Toledo q El Paso, Tex........| El Paso 145,904 -..++| Lincoln 
Denver, Colo. Denver . Peoria, Ill...........| Peoria 144,648 , $. C.......| Columbia 
Montgomery, Ohio.. | Dayton Dane, Wisc. . Madison 143,238 | .C. .| Winston-Salem 
Jefferson, Ky... Louisville Fairfax, Va..........| Falls Church 141,664 
Orieans, La. New Orleans Nueces, Tex. . Corpus Christi 141 ,632 
Fulton, Ga. Atlanta San Joaquin, Cal. Stockton | 141,321 Wake, N. C... 

Multnomah, Ore. Portland . Westmoreland, Pa...| Greensburg 137,987 Clark, Ohio.. Springfield 
Lake, Ind. Gary } ee. 137,565 


»s 
n= 


Hillsborough, N. H...| Manchester 
Charleston | 134,719 ......| Modesto 

..| Allentown 134,552 ares Vallejo 

.| Binghamton | 130,042 -eeevsss+| Davenport 

| Niagara Falls 128,616 ...-.| Topeka 

125,445 . | Streator 

| Albuquerque 123,971 ..| Waukesha 

| Schenectady 123,371 ...| Sioux City 
Utica 123,330 Champaign 
Rockford 122,596 Montgomery, Ala. Montgomery 
Alton 122,595 


Montgomery, Md. Rockville 
Summit, Ohio Akron 
Essex, Mass. Lynn 
Providence, R. |. Providence 
Fort Worth 
Birmingham 


| San Jose 
| Memphis 
..| Paterson 


SSSEIsarexss 


Total Above Counties 
Worcester, Mass.....| Worcester | ¢ 61 Béis Salinas 120,233 
New Castle, Del.....| Wilmington 62 Little Rock 118,696 % of Total U. S. A. 

Ramsey, Minn......| St. Paul 63 San Rafael 117,320 Income Over $7,000) 
Contra Costa, Cal. Richmond 64 ....| Greensboro | 196,583 
Bexar, Tex... San Antonio 65 | West Chester | 116,478 
Du Page, Il... | Elmhurst 66 Lubbock 113,795 

6 


Onondaga, N. Y. Syracuse 7 3 ....| Shreveport | 192,329 
Henrico, Va. ....| Richmond | 68 . . Harrisburg | 112,053 


* Boroughs ‘Part of the Kansas City metropolitan area. © SM, 1955. 
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McCalls readers have BUYING POWER! 


McCall’s more than 4,500,000 families have an aggregate annual 
income of nearly $21,000,000,000. This fepresents an important 
BUYING POWER target for every advertiser! 


MeCalls pages have SELLING POWER! 


ba 
te att 


McCall’s has demonstrated time and again that, on the basis of the 
same ad or campaign, it has consistently out-pulled other magazines 
in its field and even publications outside of its field. This is SELLING 
POWER for every advertiser. (/f you'd like the proof, write for our book- 
let, “Outpulling Power’: McCall's, 230 Park Avenue, New York 17, N. Y.) 


MAY 10, 1955 


Urbanized Population, 200 Leading Counties 
Estimates, January 1, 1955, for the 200 counties leading in this category 


POPULA- 
LEADING Rank LEADING 
in 


if 


CITY Group CITY 


| 


Seeenoqaewn 


_ 


“—~— 
en = 


Hennepin, Minn... 
San Diego, Cal. 


69 
70 
71 
72 
73 
74 
75 
76 
7 
7? 
73 
80 
81 
82 
83 
84 
85 
86 
8&7 
88 
89 
90 
91 
92 
93 
93 
95 
96 
97 
98 
99 
00 


1 
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99.8 
99.2 
98.6 
97.7 
97.6 
97.2 
96.2 
96.2 
95.0 
93.5 
93.3 
93.3 
92.0 


80,453.0 
74.6933 


Honolulu County, with an Urban Population of 
297.0 thousand, would rank 68 if included above. 


© SM, 1955. 
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While time ran out he used to wait But now, for speed, he’s sure to stress 
For shipments that would come too late .. He wants things sent RAILWAY EXPRESS 


The big 
difference is —\ 


Railway Express makes the big difference Q 


in speed, economy, and safe, sure b » 4 Pp be F S S 


delivery. Whether you're sending or 


receiving, whether your shipment is big q G E N Cc 


or small, and whether it’s moving by 


N\ LW 


rail or air, it will pay you to specify 
shipment by Railway Express. It's 
the complete shipping service in the 


American tradition of private enterprise. ons safe 7, swift , sure 
10, 1955 


COUNTY 
and 
STATE 


New York, N. Y. 
5 Counties*) 
Los Angeles, Cal. 
Cook, Hi. 
Wayne, Mich. 
Philadelphia, Pa. 
Cuyahoga, Ohio 
Allegheny, Pa. 
St. Louis, Mo. 
Baltimore, Md. 
Suffotk, Mass. 


District of Columbia 
Essex, N. J. 

San Francisco, Cal. 
Harris, Tex. 
Milwaukee, Wisc. 
Erie, N. Y. 

Nassau, N. Y. 


Alameda, Cal. 
Dallas, Tex. 
Jackson, Mo. 


Hamilton, Ohio 
Hennepin, Minn. 
King, Wash. 
Dade, Fla. 
Middlesex, Mass. 


Total Retail Sales. 200 Leading Counties 


LEADING 


CITY 


Philadelphia 
Cleveland 

i Pittsburgh 
St. Louis 
Baltimore 
Boston 


Washington 
Newark 
San Francisco 

| Houston 

| Milwaukee 
Buffalo 
Hempstead 

Township 

Oakland 

| Dallas 
Kansas City 


| Cincinnati 
Minneapolis 


Westchester, N. Y.. .| 


Marion, Ind. 
San Diego, Cal. 
Hartford, Conn. 
Multnomah, Ore. 


Fulton, Ga. 
Denver, Colo. 
Fairfield, Conn. 
New Haven, Conn. 
Franklin, Ohio 
Orleans, La. 
Providence, R. |. 
Hudson, N. J. 
Monroe, N. Y. 
Shelby, Tenn. 


Tarrant, Tex. 
Worcester, Mass... . 
Bergen, N. J... 
Jefferson, Ky. 
Jefferson, Ala. 
Bexar, Tex. 

Essex, Mass. 
Lucas, Ohio 
Oakland, Mich. 
Montgomery, Ohio. 


Ramsey. Minn. 
Summit, Ohio 
Maricopa, Ariz. 
Lake, Ind... 
Passaic, N. J. 


Oklahoma, Okla. 
Sacramento, Cai 
Henrico, Va. 
Genesee, Mich. 
Montgomery, Pa. 


Delaware, Pa. 


Douglas, Nebr. 
Kent, Mich. 


Atlanta 

| Denver 

| Bridgeport 

| New Haven 
Columbus 
New Orleans 

Providence 
Jersey City 

| Rochester 
Memphis 


Fort Worth 
Worcester 
Hackensack 
Louisville 

Birmingham 
San Antonio 

| Lynn 
Toledo 

| Pontiac 
Dayton 


St. Paul 
Akron 
Phoenix 
Gary 


| Lower Merion 
Township 

| Chester 

| Omaha 


San Bernardine, Cal... San Bernardino 


10,100,328 
6,582,538 
6,288,587 
3,645,221 
2,668,143 
1,907 ,682 
1,837, 161 
1,546,502 
1,449,014 


677 ,275 
663,309 
658,644 
652,200 
639,870 
634,669 
619,118 


412,817 
410,683 


409,471 
397,702 
396 ,527 
396 089 


Rank 
in 
Group 


= 
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Estimates, 1954, for the 


COUNTY 
and 
STATE 


200 counties leading in this category 


SALES 


Est. (in 


Bristol, Mass... ... .| 


Hillsborough, Fla... . 


Middlesex, N. J... .. 
San Mateo, Cal...... 
Contra Costa, Cal... . 
Spokane, Wash...... 
St. Joseph, ind... .. 
Kern, Cal. 


Lancaster, Pa. 
Hamilton, Tenn... . . 
Ingham, Mich.. 
Jefferson, Tex... 
Oneida, N. Y. 
Arlington, Va... 

San Joaquin, Cal... 
Riverside, Cal. 
Guilford, N.C. 
Dauphin, Pa... 


Pinellas, Fla. 
Kanawha, W. Va... 
Knox, Tenn... . 

E! Paso, Tex... 

St. Louis, Minn. 


Lackawanna, Pa. 
Pulaski, Ark. 


Peoria, lil. 


Atlantic, N. J. 
Pima, Ariz. 
Lake, Ill. 
Dane, Wisc. 
St. Clair, i. 
Cumberland, Me... .. 
Bucks, Pa........ 
Vanderburgh, ind... . 


| Duluth 
} 


| St. Petersburg 
| Charleston 
| Knoxville 

El Paso 


Charlotte 
Rockville 


Corpus Christi 


| 


Atlantic City 

| Tueson 
Waukegan 
Madison 
East St. Louis 
Portland 


..| Bristol 


| Evansville 


SSSRSSRESRES SSSASABIVRA 


~ 
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COUNTY / 


LEADING 


Bernalillo, N. M... 
Paim Beach, Fla... . 


Stanislaus, Cal 
Schenectady, NK. Y... 
Broward, Fla... ... 


Saginaw, Mich. 
Morris, N. J. 

Lorain, Ohio... ... 
Du Page, Ill........ 
Cambria, Pa... .. 
Sangamon, lil...... 
Hillsborough, N .H...| 
Monterey, Cal....... 
Beaver, Pa. : 
Dutchess, N. Y..... 


Lubbock, Tex... ... 
East Baton 

Rouge, La....... 
Greenville, S.C... .. 
Wyandotte, Kans... 
Richland, $. C...... 
Fayette, Pa... .. 
Orange, Fia. 
Chautauqua, N. Y. 
4k eee 
Trumbull, Ohio 


Sonoma, Cal. , 
New London, Conn.. 


Roanoke, Va........ 


McLennan, Tex... .. 
Chatham, Ga. 

Linn, lowa..... 
Kalamazoo, Mich. 
Lane, Ore......... 
Newport News, Va. 
Washtenaw, Mich.. 


Rock Island, Ill. 
Schuylkill, Pa. 
Calhoun, Mich... 
Chester, Pa. 
Lancaster, Nebr... . 
Tulare, Cal. 

Yakima, Wash. 
Galveston, Tex.. 
Berrien, Mich... . .. 
Prince Georges, Md.. 


Berkshire, Mass. 
Potter, Tex........ 
Ventura, Cal... .... 
Santa Barbara, Cal... 
Rensselaer, N. Y.. 
Charleston, S.C... 
Woodbury, towa. . 
Montgomery, Ala. . 
Hinds, Miss... . . . 


; 
| 
Muskegon, Mich... | 
i 
| 


Beaver Falls 
Poughkeepsie 


| Lubbock 


| Baton Rouge 


Greenville 
Kansas City 


| Columbia 
| Uniontown 


Orlando 


| Jamestown 


Joliet 


| Warren 


Rock Island 
Pottsville 
Battle Creek 
West Chester 
Lincoln 

Visalia 
Yakima 
Galveston 
Benton Harbor 
Hyattsville 


Muskegon 
Pittsfield 
Amarillo 
Ventura 

Santa Barbara 
Troy 
Charleston 
Sioux City 
Montgomery 
Jackson 


Total Above Counties ..... 
| 


Honolulu County, with Total Retail Sales of 


195,648 


196,391 | 141 


142 


194,710 | 143 


193,792 
193,411 
189,230 


187,913 
187 ,631 
187 ,489 
186 , 565 


184,339 
184,127 
183 ,542 
182,679 
182,471 
178 ,677 
177,788 
177 ,494 
176,440 
175,852 


175,079 


175,072 
174,225 
171,255 
170,359 
169,858 
167,640 
167,204 
167 ,043 
167,031 


166 ,623 
166 ,470 
166,411 
166 407 
166 ,022 
165 , 963 
164, 209 
162,674 
161 ,966 
161,219 


161,108 
160,241 
157,401 
157,114 
157 ,069 
156 , 399 
185 ,642 
154,397 
184 , 282 
154,138 


152,688 
152,162 
162,160 
151,862 
148 480 
149,036 
146 ,522 
145,990 
144,659 


143,769 | 


$374,968 thousand, would rank 74 if included 


above. 


144 
145 
146 


147 
148 
149 
150 


151 
152 
153 
154 
155 
156 
157 


© SM, 1955. 
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* Borougis 
140 


The Greater NEWARK ANALYSIS 


_—first in New Jersey 
—first in the Middle Atlantic States! 


eee brand preferences and buying habits in America’s IIth 
market ...foods, soaps, toiletries, beverages, appliances, 
automotive, tobacco products, home buying and improve- 
ments... vital new addition to. the annual CONSOLIDATED 
CONSUMER ANALYSIS report covering 20 key markets. 7 


Evenings Newark News Sena 


NEWARK 1, NEW JERSEY 
O'MARA & ORMSBEE, INC. 


Retail Sales Per Family, 200 Counties 


G7) Estimates, 1954, for the 200 counties leading in total retail sales 


SALES 
PER 
FAMILY 


| get 


SALES 
PER 
FAMILY 


coeoanoqcasawn 


Baltimore, Md... . .. 
Lehigh, Pa.......... 


SSSSBRSESR2 


Saginaw, Mich. 
Wake, N.C......... 
Oakland, Mich. 


Sacramento, Cal... . 
Maricopa, Ariz... .. 
Providence, R. 1... .. 
Jefferson, Ky....... 


SSSVeeeere 


SSesSeeRERZ 
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San Bernardino, Cal.. 
Fayette, Pa. 


U.S. Per Family Sales)... 


$4,041, would rank 


SALES MANAGEMENT 


Mlipy 


In station representation it’s salesmanship that counts 


Our whole concept of TV representation is based 
upon SALESMANSHIP. That’s the only commodity 
we have to sell and every function of our business 
is designed to improve and to better this 
commodity. 

We have found the one thing that interests a 
smart buyer is Facts. And so our presentations 
are all designed to convey the greatest possible 
amount: of factual information in the least 
amount of time. 

The result of Blair factual salesmanship is that 
in market after market the Blair-TV represented 
station leads in national spot business. 

May we give you the plain, unvarnished facts 
on any or all of these Blair represented stations? 


ac 


STATION MARKET 
WTVR—Richmond, Va. 
WDSU-TV—New Orleans, Lo. 
WOW-TV—Omaha, Neb. 
WBNS-TV—Columbus, Ohio 
KING-TV—Seaitle, Wash. 
KTTV—Los Angeles, Cal. 
WBKB—Chicago, Ill. 
WXYZ-TV—Detroit, Mich. 


WGBI-TV—Scranton-Wilkes Barre, Pa. 


WTCN-TV Minneapolis- 
WMIN.-TV St. Paul, Minn 
WHBQ-TV—Memphis, Tern. 
WDBO-TV—Orlando, Fla. 
WABT—Birmingham, Ala. 
KOVR—San Francisco- 
Stockton, Cal. 
KTRK-TV—Houston, Texas 
WFIL-TV—Philadelphia, Pa. 
KVOO.-TV—Tulsa, Okla. 


WFLA-TV—Tampo-St. Petersburg, Fla. 


WPRO-TV—Providence, 8.1. 


TELEVISION’S FIRST 
EXCLUSIVE NATIONAL 
REPRESENTATIVE 


New York + Chicago * Detroit 
San Francisco + Boston * Dallas + St. Lovis 
Jacksonville + Los Angeles + Seattle 


ea NARI hp aman sco te I ia eee abate 


| FOOD 
| STORE 
| SALES COUNTY COUNTY | LEADING 
b i and 

STATE 


LEADING 


CITY 
Est. (in 
thousands) 


Camden, N. J. 
Santa Clara, Cal... 
Sacramento, Cal... .. 


|2,847,094 
1,871,290 
|1,344,797 
| 780,376 

616,789 

514,989 
512,509 


oqaektwan 


econ 
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Nashville 
| Youngstown 
Santa Ana 
Trenton 
Oklahoma City 
| Omaha 


Harris, Tex. 
Middlesex, Mass... 
Milwaukee, Wisc. 
Westchester, N. Y. 
District of Columbia | 
Alameda, Cal. 
San Francisco, Cal.. 


Charlotte 45,969 
Kansas City 45,862 
Joliet 45,765 
Muskegon 45,271 
St. Petersburg 44,826 
Uniontown 44,788 
| Evansville 43,968 
Little Rock 43,783 


ees se ee 
BSeNeasBan 


SSSSseassesgs 


Jamestown 43,038 
Salinas 42,656 
| Benton Harbor 42,182 

Fort Lauderdale 42,178 
Visalia 41,929 
| Madison 41,916 

Ventura 41,838 
; .| Savannah 41,658 
Lackawanna, Pa.....| .| Altoona 41,562 

Ann Arbor 41,532 
Northampton, Pa... .| | .....| Pittsfield 41,485 
Plymouth, Mass... . . Newport News 41,417 
Riverside, Cal. .| | Austin 40,801 
Ingham, Mich....... " | Battle Creek 40,526 
Poik, lowa........ Palm Beach, Fla...... West Palm 
St. Louis, Minn...... | Beach 40,354 
St. Joseph, Ind... ...| ’ Chester, Pa.........| West Chester 40,282 
Kanawha, W. Va..... Bernalillo, N. M.....| Albuquerque 39,931 
Cumberland, Me..... Rensselaer, N. Y.....| Troy 39,915 
Hamilton, Tenn... . Rock Island, ll... Rock Island 39,709 
Kalamazoo, Mich....| Kalamazoo 39,340 


Hennepin, Minn... . . | 
Fairfield, Conn... . . 
Hartford, Conn... . . 
Dallas, Tex.........| 
San Diego, Cal...... 
Dade, Fla. 


SBRBssRBSre 
SSlseeteRes 


New Haven, Conn... 


Lynn 

Kansas City 

Providence 

Portland 167,487 

Rochester 157,244 
Oakland, Mich......| Pontiac 147,103 
Franklin, Ohio | Columbus 146 , 360 


SSSseRaeaxs 


Birmingham 142,449 

Louisville 141,572 

Elizabeth 140,673 

d New Orleans 138,686 

Summit, Ohio.......| Akron 137,926 
Lucas, Ohio........| Toledo | 133,956 
Montgomery, Ohio...| Dayton 131,212 
Denver, Colo........| Denver 130,473 
Fulton, Ga..........| Atlanta 127 ,895 
Bexar, Tex.... San Antonio 126,960 


Charleston, S. C. 39,004 


San Joaquin, Cal..... 38,709 


Spokane, Wash. 38,621 
Morris, N. J... ... 38,196 
Prince Georges, Md..) Hyattsville 37,953 
Dutchess, N. Y......| Poughkeepsie Greenville, S. C.....| Greenville 37,621 
Washington, Pa.....| Washington , McLennan, Tex.....| Waco 36,950 
Allen, Ind...... | Fort Wayne | ‘ Sangamon, lil.......| Springfield 36,944 
Lake, ind.. Gary | 124,450 Niagara, N. Y. | Niagara Falls Racine, Wisc........| Racine 36,584 
Passaic, N. J. ...| Paterson 123,385 | Yakima, Wash......| Yakima 36,297 
Montgomery, Pa.....| Lower Merion York, Pa............| York Stanislaus, Cal......| Modesto 36,197 
Township 122,295 St. Clair, I.........| East St. Louis Galveston 35,855 
Hampden, Mass. | Springfield 120,523 54 Du Page, til. .«++| Elmhurst Burlington 35,854 
Delaware, Pa. Chester 120,385 Madison, Ill.........| Alton | Litchfield, Conn.....| Torrington 34,923 
Norfolk, Mass.......| Quincy 119,782 Lancaster, Pa.......| Lancaster Polk, Fla...........| Lakeland 34,753 
Bristol, Mass........| New Bedford 118,618 Beaver, Pa..........| Beaver Falls 
Shelby, Tenn...... 116,895 Lake, Ill. ...........] Waukegan | | Baton Rouge 34,339 
114,464 Montgomery, Md... .| Rockville ....| Everett 34,292 
112,059 Hillsborough, N. H...| Manchester Jackson, Mich... 34,215 
Dauphin, Pa........| Harrisburg | La Salle, tll....... 33,761 
112,013 } Ulster, N. Y. i 33,557 | 
109,469 | . ¥.......| Binghamton — 
109,294 | esceceeeeees| Aurora Total Above Counties)... 26,692,377 


108, 137 ¥ Atlantic City % of U.S. A....... 64.5734 
105,614 | Butler, Ohio Hamilton 


105,313 Winnebago, til......| Rockford Honolulu County, with a Food Sale of $122,130 
103,477 El Paso, Tex........ | El Paso é thousand, would rank 54 if included above. 
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1955 Consolidated Consumer Analysis 


to help you analyze sales potentials 


in 20 markets from Maine to Honolulu 


The Salt Lake City Tribune 
and Deseret News 


me 
si 


The Sacramento Bee 


The Seattle Times 


Oregon Journal 


The San Jose Mercury-News 


’ The Modesto Bee 


Long Beach sani 


Press-Telegram 
The Fresno Bee 
Phoenix Republic and Gazette’ 


Honolulu Star-Bulletin 


Consumer Analysis surveys 
were conducted by newspapers 
in 20 metropolitan markets in 
1955, to bring you current com- 
parable data on buying habits, 
brand preference and product 
usage in more than 150 product 
classifications. 


All data has been compiled 
since January 1, 1955, and all 20 
surveys used identical ques- 
tions. The survey sample in- 
cluded over 50,000 families in 
the metropolitan areas where 


10, 1955 


retail sales exceeded eleven bil- 
lion dollars. Thousands of 
brands were reported in con- 
sumer use and 1,400 leading 
brands are listed in the report. 


This Consolidated Report com- 
bines the 20-market data in one 
convenient 200-page digest with 
side-by-side tabulations show- 
ing comparative brand position 
and product use in each market. 


Get your copy from one of the 
newspapers listed above. 


Duluth Herald 
and News-Tribune 


St. Paul Dispatch and Pioneer Press 


The Milwaukee Journal 


Portland (Me.) Press Herald- 
Evening Express 


The Washington Star 


The Columbus Dispatch- 
Ohio State Journal 


Cincinnati Times-Star 


The Indianapolis Star and News 


The Omaha World-Herald 


SUBJECTS COVERED 

include grocery products, 
meats, soaps and detergents, 
toiletries, foundation garments, 
home ownership, home heating, 
appliances, painting, television 
sets, beer, alcoholic beverages, 
soft drinks, dog food, cigars, 
cigarettes, pipe tobacco, gaso- 
line, oil, antifreeze, tires, wrist 
watches, life insurance, family 
income, power tools, outboard 
motors, power lawn mowers, 


General Merchandise Store Sales, 200 Leading Counties 
Estimates, 1954, for the 200 counties leading in this category 


| GENERAL | GENERAL | GENERAL | 

| MDsE. | | MDSE. | 

| STORE | | STORE | 
LEADING | SALES COUNTY LEADING COUNTY LEADING SALES | Rank 


and | and | of 
ciTY STATE ciTy STATE city @D Group 
Est. (in | 


thousands) | 


..| Fort Wayne Orange, Fla. aa 19,938 
Will, Hi... . a 19,856 
Richmond, Ga....... 19,483 
Travis, Tex... a 18,885 
Macon, ti... <a 18,761 
San Joaquin, Cal..... 18,633 
Linn, lowa ol nat 18,424 
Sangamon, lil... .... 18,371 
Lane, Ore........... 18,190 
18,187 
18,156 
18, 161 
17,653 


= 
c@eenoaeswn 


—~_—— 
en = 


17,529 
17,519 
17,430 
17,365 
17,205 
17,258 
17,188 
17,141 
17,083 
16,078 


= 
— 
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eoneqa 


16,961 
16,851 
16,811 
16,693 
16,532 
16,483 
16,483 
16,405 
16,370 
16,353 


21 
22 
23 
24 
25 
26 
27 
28 
23 
30 


16,008 
15,976 
16,906 
16,688 
16,656 
16,263 
15,252 
16, 155 
15,115 
16, 102 


SSSrseaeeere 


15,094 
15,069 
15,010 
14,963 
14,869 
14,790 
14,758 
14,664 


SsessatsES 


51,742 
49,859 
49,451 
48,209 
48,062 
46 ,677 
46 ,263 
45,381 
45,314 
44,313 
4,211 
42,292 
41,885 
41,431 
41,212 
41,194 
40,540 


7 
72.3608 | 


Honolulu County, with a General Merchandise 
Sale of $43,554 thousand, would rank 63 if 
included above. 
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Here’s what the market 
looks like 


SALES — Total sales, 1954 ...........$2,702,000,000 
a 118.5% increase since the end of World War II, 


PRODUCT RANGE — Total number of product 
items handled: More than 60,000 with particular 
growth during recent years in housewares, sporting 
goods, lawn & gorden items and in do-it-yourself 
tools, supplies and materials. 


THE RETAIL MARKET — Total number of re- 
tail hardware stores: 34,674 of which 62% (21,421) 
make 92% of the sales. (1950 U. S. Census). 


THE WHOLESALE MARKET — Total number 
of general hardware wholesalers: 549 with a com- 
bined sales force of more than 10,200 men. Of this 
number, over 9,400 are traveling salesmen — calling 
on their retail trade every 10 days to 2 weeks. 


{ 
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é Here’s how READERS rate 
Secon the 4 national hardware 


13.5% business magazines 


of the 
hardware 

dealers 

do not 
read any 
hardware 
magazine 


87.5% 

of the 

dealers 
read one < 
or more 
hardware 
magazines 


HARDWARE HARDWARE 
RETAILER NEWS 


HARDWARE & 
HOUSEWARES 


HARDWARE 
AGE 

THE MOST COMPREHENSIVE ond accurate readership study ever 
made in the hardware business magazine field established these 
facts. Conducted through personal interviews by National Analysts, 
Inc., it also reveals that hardware dealers spend an average of 
2 hrs. and 40 min. reading a copy of HARDWARE AGE — 1 hr. 
and 11 min. devoted to the ads. Copies of the survey report are 
available on request. 
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Here’s how ADVERTISERS rate 
the 4 national hardware 
business magazines 


Thit 


HARDWARE AGE 


1309 advertisers used 4095 pages in HARDWARE AGE 
during 1954 


HARDWARE RETAILER 


783 advertisers used 2115 pages in HARDWARE RETAHER 


294 advertisers used 674 pages in HARDWARE & 
HOUSEWARES 


204 advertisers used 336 pages in HARDWARE NEWS 


INTERESTING, TOO, is the fact that in each of the following 
classifications HARDWARE AGE was used by the vast majority of 
advertisers in 1954 — Builders’ Hardware, etc., Cutlery, Electrical 
Appliances, Farm & Garden Equipment, Housewares, Industrial Sup- 
plies, Paints, Plumbing Supplies, Shelf Hardware, Sporting Goods, 
Games, efe., Store Equipment, etc., and Tools. 


Furniture-Household-Radio Store Sales, 200 Leading Counties 


7D Estimates, 1954, for the 200 counties leading in this category 


FURN.- FURN.- 

HOUSE.- HOUSE.- 
RADIO 
STORE COUNTY LEADING Rank 

and in 

STATE CITY Group CITY 


LEADING 


coe@eoenoqgesean =~ 


= 


~ 
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68 
69 
70 
71 
72 
73 
74 
76 
76 
7 
78 
738 
80 
81 
82 
83 
34 
85 
86 
87 
88 
89 
90 
91 
92 
93 
94 
95 
96 
97 
98 
99 


8,978 
8,936 
8,876 
8,865 
8,861 

8,808 
8,777 
8,673 
8,667 
8,499 
8,474 

8,410 
8,370 
8,364 
8,254 
8,190 
8,058 
8,055 
8,043 
7,970 
7,908 
7,881 

7,875 
7,838 
7,814 
7,787 
7,735 
7,718 
7,652 
7,635 
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150,345 
67.8808 


Honolulu County, with a F-H-R Sale of $18,- 
988 thousand, would rank 86 !f included above. 
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SALES MANAGEMENT 


YOUR KEY 


... the only 
merchandising publication 
in the industry 


@ Devoted exclusively to floor coverings, wall coverings 


and allied products. 
@ The largest audited floor covering circulation. 


@ Read by over 15,000 floor covering buyers in Dept. Stores, 
Furniture Stores, Floor Covering Specialty Stores and 


Wholesale Distributing Organizations. 


Write for advertising rates and Market and Media Facts today. 
See Section 48A — Standard Rate and Data 


FLOOR COVERING PROFITS 


INCLUDING RUG PROFITS 


OTHER BILL BROTHERS PUBLICATIONS: PREMIUM PRACTICE e TIRES-TBA MERCHANDISING 
Panileation SALES MEETINGS e SALES MANAGEMENT e RUBBER WORLD e PLASTICS TECHNOLOGY 
GROCER-GRAPHIC e YANKEE FOOD MERCHANT e FOUNTAIN AND FAST FOOD 
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Automotive Store Sales, 200 Leading Counties 


GD Estimates, 1954, for the 200 counties leading in this category 


LEADING 


AUTO- 
MOTIVE 


Rank 
in 
Group 


COUNTY 
and 
STATE 


LEADING 


ciTy 


AUTO- 
MOTIVE 


218,851 
217,908 


209 668 
198,854 
198,839 
196, 184 
196 405 
184,218 
183,952 
178,911 


178,404 
174,518 


170,177 
164 ,632 
162,137 
160,956 
155,378 
150, 565 
147,648 
145, 861 
141,990 
138,279 


137,414 
136,715 
135,227 
126,170 
123,906 
122,657 
121,646 
117,440 
114,281 
112,508 


111,757 
110,634 
108, 304 
108 , 506 
108,177 
105,340 
100, 987 

98,596 

94,072 


91,942 
90,779 
86 872 
86,762 
86, 361 
86,219 
85, 256 


83,928 
83,226 
82,030 
82,022 
78,488 
78,310 
74,618 
74,283 
73,500 


en 
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LEADING 


ciITY 


Honolulu County, with Automotive Store Sales 
of $55,290 thousand, would rank 99 if in- 
chided above. 


SALES MANAGEMENT 


now 


you can tell 
a book 
by its cover 


and... 


you can 


open the door to more sales 


because ...TiIRES’ 32,000 readers are because ...TIRES’ editorial policy is 
the top-volume TBA buyers and sellers, geared to meet the merchandising and 
each verified by Dun & Bradstreet ratings. management problems of TBA dealers, 
it has become the “business handbook” 


of the industry... AND 
because... TIRES, always on top of the 


tremendous growth of tire recapping, 
has compiled, with the cooperation of the because ...YOU want to open the 
nation’s leading recapping mold door to increase sales to the TBA trade, 
manufacturers, a verified list of dealer- investigate the possibilities now, 
readers in the profitable recapping field. through TIRES-TBA MERCHANDISING. 


WALES URGES Ohh V/ 

MLEP CTPA MONE tk Wit 

FLOOR COVERING PROFITS FOUNTAIN & FAST Foon GROCER-GRAPHIC 
RUBBER WORLD SALES MANAGEMENT SALES MEETINGS 
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Drug Store Sales, 200 Leading Counties 


Estimates, 1954, for the 200 counties leading in this category 


DRUG 
STORE 


LEADING 


CITY 


DRUG 
STORE 
SALES 
JM 
Est. (in 
thousands) 


—_~— —s 
n= coe enoqgeown — 


— 
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21 
22 
23 
24 
25 
26 
27 
28 
29 
30 


SSSAISeeesse SsFRSSPERES SSSVSRKE BES 


QD 
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12,728 
12,038 


11,789 
11,636 
11,530 
11,522 
11,247 
11,237 
11,100 
10,433 
10, 266 
10,212 


10,095 
9,946 
9,493 
9,027 
8,744 
8,608 
8,448 
8,356 
8,303 
8,168 


8,166 
8,090 
7,933 
7,915 
7,913 
7,908 
7,819 
7,818 
7,813 
7,811 


7,777 
7,659 
7,650 


7,503 
7,463 
7,336 
7,271 
7,226 
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Total Above Counties; 
% of U.S. A...... sf 
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CONSUMER MARKETS TABULATIONS, 1954 


NON-KEYSTONE 
U.S. TOTALS 


FARM POPULATION 24,559,100 


COVERAGE 
5,109,500 


19,449,600 


FARM HOUSEHOLDS 6,307,470 


1,373,080 


4,934,390 


FARM RADIO HOMES 6,099,100 


1,329,670 


4,769,430 


GROSS FARM INCOME 33,133,071 


($000) 


this is 


bout bamiby 
coverage 
plus! 


@WRITE, WIRE OR PHONE FOR 


CHICAGO NEW YORK 
111 West Washington St 580 Fifth Avenue 
STate 2-6303 PLaza 7-1460 


LOS ANGELES SAN FRANCISCO 
3142 Wilshire Blvd. 57 Post Street 
DUnkirk 3-2910 SUtter 1-7440 


yo TAKE YOUR CHOICE 


A handful of stations or the network... 
a minute or a full hour . . . it’s up to 
you, your needs. 


-" MORE FOR YOUR DOLLAR 


No premium cost for individualized pro- 
gramming. Network coverage for less 
than *‘spot’’ cost for same stations. 


yor" ONE ORDER OCES THE JOB 


All bookkeeping ond details are done 
by KEYSTONE, yet the best time and 
place are chosen for you 
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8,986,733 


24,146,338 


Check the chart above and see the most 


amazing coverage figures in all your media 


experience.* If you have a product or 
products you want to sell by the carload, 


boatload or trainload to this rich and ready 


market, KEYSTONE will crown your sales 


efforts with glory and profits. There’s 800 
Hometown and Rural American Stations 


at a cost per 1,000 families so low that 


you won’t believe it until we prove it to you. 


Just ask us . . . we'll be glad to show you! 


*Standard Rate and Data Survey 


THE VOICE OF HOMETOWN AND RURAL AMERICA 


COMPLETE MARKET INFORMATION AND RATES 


a PN f) 
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LIBERTY MUTUAL 


<The Comgpaiay thet stearchs toy grou 


Saad 


@ How to make good advertising better? Liberty 
Mutual ads were getting good readership, good results. 
Then, intensive copy research and impact studies pointed 
to a more powerful campaign with a new theme: “The Com- 
pany that stands by you.” Factual, picture-caption ads tell 
about Liberty’s loss-prevention and claims services. This 
client of 20 years’ standing is served by BBDO Boston. 


© Picture windows and window walls were a rare sight 
in 1935. That’s when Pittsburgh Plate Glass Company be- 
gan consistent advertising to promote the use of glass in 
homes. Today, Pittsburgh glass plays a handsome part in 
homes across the country. 1955 ads use before-and-after 
pictures to.sell beauty at a glance. Copy makes a clear case 
for comfort and economy. Prepared by BBDO Pittsburgh. 


@ Watch out for the Road Birds. Feathered characters 
in the new Ethyl Corporation series have human counter- 
parts on every highway. Every motorist knows them. Zanies 
like the “Darting Road Runner” caricature bad-drivers, 
while the “Smart Bird” sells good driving and premium 
gasolines. Birds appear regularly in leading magazines, 
reach a nation-wide audience of some 48 million readers. 


@ No matter how you look at it, the 1955 De Soto is 
“the smartest of the smart cars.” Unusual angle shots like 
this prove the point in a new series of four-color magazine 
advertisements. Famous fashion designer Anne Fogarty 
approves style with a smile, while copy urges new car 
buyers to “drive a De Soto before you decide.” De Soto 
advertising prepared by BBDO Detroit-New York. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 


NEW YORE + 


BOSTON * BUFFALO * CHICAGO + 


CLEVELAND * PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO * SEATTLE * HOLLYWOOD * LOS ANGELES * DETROIT * DALLAS * ATLANTA 
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SALES MANAGEMENT now recognizes 
166 standard metropolitan county 
areas, corresponding to the official 
number recognized by the Federal 
government. The most recent areas, 
now Officially tabbed by the Census 
Bureau as “standard,” are Dubuque, 
Fort Smith, Hampton-Newport News- 
Warwick and Tucson. 

When the Government first issued 
its list of standard metropolitan areas, 
it will be recalled that 168 separate 
area designations were provided for. 
In the official set of 168 area defini- 
tions, all areas consist of one or more 
entire counties, except for New Eng- 
land, where the area definitions are 
based on groups of townships. SALES 
MANAGEMENT believed that the Gov- 
ernment’s decision to define the 
metropolitan areas of New England in 
terms of townships, rather than 
counties, would prove to be unwise 
because of the lack of statistical data 
for townships that would permit com- 
parisons with other areas. Accord- 
ingly, SALES MANAGEMENT’S New 
England area definitions follow county 
lines, although conforming as closely 
as possible to the “township” areas 
recognized by the Federal Committee 
on Standard Metropolitan Areas. In 
this decision we have been joined by 
most marketing men and agencies, 
including the J. Walter Thompson 
Company. 

The general concept adopted by the 
Federal Committee and followed by 
SALES MANAGEMENT is one of an 
integrated economic unit with a large 
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volume of daily travel and communi- 
cation between the central city and 
the outlying parts of the area. The 
following, principles were adopted as 
a guide in applying this general con- 
cept to the definition of individual 
areas: 

1. Each standard’ metropolitan 
area must include at least one 
city of 50,000 or more. Areas 
may cross state lines. 

. Where two cities of 50,000 or 
over were within 20 miles of 
each other, they were ordinarily 
included in the same area. 

3. Each county included in the 
standard metropolitan area had 
either 10,000 non-agricultural 
workers or 10% of the non- 
agricultural workers in the area, 
or more than one-half of the 
county’s population must have 
been included in the “metro- 
politan district,” as defined by 
the Bureau of the Census. In 
addition, non-agricultural work- 
ers must constitute at least two- 
thirds of the total employed 
labor force of the county. 

. Each county included in the 
standard metropolitan area must 
be economically and socially in- 
tegrated with the central 
counties of the area. A county 
has been regarded as integrated 
if (a) 15% of the workers living 
in the county work in the central 
county of the area, or (b) if 
25% of those working in the 
county live in the central county 


tropolitan County Area Section 


of the area, or (c) if telephone 
calls from the county to the cen- 
tral county of the area average 
more than four calls per sub- 
scriber per month. Where satis- 
factory data are lacking, con- 
siderable reliance is necessarily 
placed on informed local opinion. 

However, in some cases, this may 
also be a matter of controversy. In 
defining the Norfolk-Portsmouth area 
the Government decided to exclude 
Newport News on the ground that 
there was insufficient traffic across 
the James River to justify the inclu- 
sion of Newport News in the larger 
area. However, for certain marketing 
purposes, such as radio coverage, 
Newport News would be regarded as 
belonging in the area. 

For all areas SALES MANAGEMENT 
has followed the Government criterion 
of including in each area the county 
containing the central city (or cities) 
and any other contiguous county con- 
sidered by the Government author- 
ities to be closely integrated with that 
city. SALES MANAGEMENT has ap- 
plied this principle even in the case of 
18 New England areas which the Gov- 
ernment, yielding to local pressures, 
defined in terms of townships despite 
the obvious marketing difficulties in- 
herent in the use of townships. To do 
this, it was necessary to consolidate 
these 18 New England township areas 
into twelve areas which follow county 
lines, thus reducing the 168 officially 
recognized areas to 162 standard 
metropolitan county areas. The 18 


areas involved are: Boston, Bridge- 
port, Brockton, Fall River, Hartford, 
Lawrence, Lowell, Manchester, New 
Bedford, New Britain-Bristol, New 
Haven, Pittsfield, Portland (Me.), 
Providence, Springfield - Holyoke, 
Stamford-Norwalk, Waterbury and 
Worcester. 

That the use of such township defi- 
nitions would be impractical and un- 
realistic we believe was demonstrated 
following 1940 when “Metropolitan 
Districts” were set up by the Bureau 
of the Census, but not used by sales 
organizations because of difficulties in 
assembling sales and other data for 
such minute geographical units. Con- 
sequently, SALES MANAGEMENT has 
stuck to county boundary lines, and 
the areas mentioned above are de- 
fined in terms of whole counties. 

The Government now recognizes 
Hampton-Newport News-Warwick as 
a separate standard metropolitan area, 
and we follow suit. In this connection, 
it should be noted that the inclusion of 
Hampton and Warwick in the title 
reflects the fact that in 1952 the 
counties of Elizabeth City and War- 
wick adjacent to Newport News and 
part of the Newport News area, 
changed their status to that of inde- 
pendent cities, entitled respectively 
Hampton and Warwick. Thus, we 
now have three independent cities 
grouped into a single metropolitan 
area. It is necessary to assign these 
cities to a county so that the Virginia 
county totals are additive to the state 
totals. Accordingly, we include the 
three cities in a “Newport News” 
county, although such a county has 
no legal existence. 


Potential Metropolitan 
County Areas 


What makes the metropolitan area 
concept particularly useful to market- 
ing men is the fact that it makes it 
possible to focus attention on a rela- 
tively small number of areas which 
account for the bulk of trading activ- 
ity. Promotion budgets frequently are 
too small to permit blanket coverage 
of all areas of the nation. Concen- 
tration on the 166 standard metro- 
politan areas, however, will account 
for nearly two-thirds of the national 
retail total. The same principle, how- 
ever, can be applied to cover addi- 
tional smaller market centers which, 
without involving too great an in- 
crease in the number of areas to re- 
ceive separate attention, can step up 
the extent of retail coverage to any 
required degree. 

The editors of SALEs MANAGEMENT 
have long been aware that the heavy 
emphasis given to the standard metro- 
politan areas, while beyond doubt well 
warranted, frequently involved a dis- 
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service to those smaller, but rapidly 
developing market centers, which 
failed in 1950 to meet the require- 
ments for inclusion in the official list 
of standard metropolitan areas. 

In former years, the editors of 
SALES MANAGEMENT decided to pick 
out those areas whose central city had 
a population total just below the 
50,000 mark set by the Census Bureau 
as necessary for a metropolitan area 
designation. Such areas were called 
“potential” areas and we listed them 
separately after the standard areas, for 
the consideration of those who wished 
to work with a more extensive metro- 
politan area concept. However, such 
a decision always raises the question 
that the population of the central city 
is by no means the only, or even the 
most important characteristic of a 
metropolitan market area. There are 
many market areas whose retail sales 
exceed that of some of the officially 
designated metropolitan areas. Follow- 
ing this line of thought, we decided 
to examine all marketing centers, 
which by virtue of either population 
or retail sales activity, could in the 
opinion of marketing men qualify for 
inclusion in a list of important market 
areas having many of the character- 
istics of metropolitan areas. In all, 
we have come up with 67 such areas, 
which, by and large, have a central 
city with a population over 35,000, 
serving an area of at least 60,000 
persons, with an annual retail sales 
total of about $75 million. We did 
not use this criterion rigidly, and more 
often than not gave the area the bene- 
fits of any doubt.1 Nevertheless, we 
commend these 67 new potential areas 
for those who wish to apply the metrc- 
politan area concept to a more de- 
tailed level. Those “potential” areas 
are assigned area numbers from 167 
to 233 in alphabetic sequence, so that 
they may be readily distinguished 
from the standard areas. 

Five basic tables are included in this 
metropolitan area section. 


a. The basic SALES MANAGEMENT 
data for all standard and po- 
tential areas in area sequence 1 
to 233, along with the county 
definitions (pages 158 to 176). 

. Sales estimates for 1954 in seven 
new categories for all standard 
and potential areas: eating and 
drinking, apparel, gasoline serv- 
ice stations, lumber and building 
materials, hardware, liquor, and 
jewelry (pages 177 to 181). 

. Per family ratios of sales for total 
retail sales and for the 12 types 
of store outlets for all standard 


1An example perhaps of a borderline case is 
the area Petersburg-Hopewell, Va., consisting of 
Dinwiddie and Prince Geen ¢ counties, plus the 
independent city of Colonial’ Heights. ile not 
yet a qualifying area, it probably will be one 
soon. 


and potential areas (pages 182 
to 185). 

. Eight separate listings, in which 
all standard and potential metro- 
politan areas, from 1 to 233, are 
grouped and ranked according to 
their size, in the following cate- 
gories: population, number of 
families, retail sales, food sales, 
general merchandise sales, furni- 
ture-household-radio sales, auto- 
motive sales and drug. sales 
(pages 186 to 206). 

e. A single summary table ranking 
all standard and potential metro- 
politan areas from 1 to 233, with 
respect to the following different 
market factors: population, fam- 
ilies, net effective buying in- 
come, per capita and per family 
income, retail sales, retail sales 
per family, and sales for all listed 
types of outlets, food, general 
merchandise, furniture-house- 
hold-radio, automotive, drug, 
eating and drinking places, ap- 
parel, gasoline service stations, 
lumber and building materi~ls. 
hardware, liquor, jewelry, and 
finally, buying power index 
(pages 208 to 212). 

These tables offer marketing people 
the most complete and up-to-date 
reference material available anywhere 
for metropolitan areas. Many in- 
teresting and surprising marketing 
characteristics will emerge from a 
serious study of these tables. Gen- 
erally, it will be noted that the popu- 
lation or family ranking should deter- 
mine the general location of most 
other rankings, with the exception of 
the per capita and per family ratios. 

Large departures from the popula- 
tion ranking will therefore indicate 
significant deviation from the average. 
and can give rise to much speculation 
and further research on the part of 
experts familiar with local marketing 
peculiarities. Why, for example, 
should Akron’s ranking in lumber. 
building materials and hardware di- 
verge so far from its population rank- 
ing? Why do some of the smaller 
metropolitan areas like Amarillo and 
Atlantic City outrank the larger areas 
with respect to retail sales per family? 
Partly, we are dealing with variations 
in per capita living standards, partly 
with variations in the degree of retail 
concentration, partly in regional vari- 
ations in degree of urbanization, and 
in marketing habits. 

Thus, marketing characteristics of 
the very large metropolitan areas in- 
clude a heavier-than-average emphasis 
on the sale of food, eating and drink- 
ing, and the purchase of apparel and 
jewelry. Smaller metropolitan areas 
tend to have the heavier emphasis on 
sales of automobiles, gasoline, lum- 
ber, building materials and hardware. 


SALES MANAGEMENT 


it’s easier to 7/7 a habit 
than to SiO) one! 


brand loyalty STS iv 


“THE SERVICE MAGAZINE FOR GROWING YOUNG WOMEN” 


focts about SEVENTEEN 


editorial interest...Service magazine: Fiction, Fashion, 
Amusements, Beauty, Food, Home Furnishings, Cuitural, 
General Topics. 


cover price. .35ce—Issued monthly. 


circulation ...969,275 ABC, Year, 1954. 31% Newsstand. 
Highest “possible market” saturation, any magazine. 


total teen audience. ..2,500,000. Every third U. S. teen 
girl every month; 50% of all teen girls within 2-3 issues.* 


reader ages...13-19: 80% 15-19; 64% 16-19. Average 
age 16.7. 


occupation ...83% in high school, college. 43% work full 
or part time (the national average for all women).* 


personal income ...$10.03 per week—average of all 21% 
million readers. Totals $1.3 billion yearly.* 


family income ...10th highest, all 45 publications.** 


all-age female audience...Largest, teens thru adult 
women, per 100 copies.** 


advertising readership... Highest, by women, all maga- 
zines.** 

advertising linage ... Second highest, all women’s maga- 
zines, first 6 months 1954. ( Printers’ Ink) 


rates ...B&W Page $2875; 4-color $4260. Cost/M, B&W 
$2.81; 4-color $4.16. 


printing ... Rotogravure. No plates required. 


special teacher supplement... 16,000 Home Economics 
teachers pay for subscriptions to Seventeen...receive (plus 
the magazine) SEVENTEEN AT SCHOOL (lesson plan- 
book based on Seventeen’s contents)...use it (along with 
Seventeen) in teaching a total of 1,250,000 students. 


*A. J. Wood Surveys, 1950-52. **Starch Report, 1954. 


seventeen 


completely dominates its market! 


SEVENTEEN MAGAZINE, 488 Madison Ave., N. ¥Y. 17 PLaza 9-8100 
MAY 10, 1955 
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See explanation of “Standard Metropolitan County Areas,” pages 155-156 
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Diversity of Commerce and Industry 
in Birmingham 


How industrial production and commercial 
activity have diversified and expanded in the 
Birmingham District is graphically presented 
in a comprehensive booklet just published by 
Birmingham’s Committee of 100. 


In its pages are presented glimpses of the 
operation of scores of enterprises that manu- 
facture everything from pig iron and steel to 
sports garments and millinery ... from rail- 
way cars and heavy duty trailers to toy wagons 
and rivets .. . from cast iron pipe and fittings 
to bed springs and mattresses . . . from cotton 
and cement to jellies and jams, and a host of 
other finished and semi-finished products. 


As you turn its pages, you will get a good 
picture of an important center of diversified 
manufacturing and the most centrally located 
distribution point for enterprises that sell or 
serve the South. 


The range between molten metal and style 
and sports garments is great but exempli- 
fies the wide range of manufacture in Bir- 
mingham. 


Photographs by Tennessee Coal and Iron 
Division, United States Steel Corporation, 
and Avondale Mills. 
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A free copy of "Diversity in Commerce and Industry in 
Birmingham" will be sent to any responsible concern. Write 
for yours today. Address Department S- 


IRMINGHAM 
OMMITTEE OF 100 


1914 Sixth Ave., N., Birmingham, Ala. 
Executive Committee 


sont Comeny COLUMBUS 


James E. Folsom 
Governor of Alabsma 


John S. Coleman 
President 
Birmingham Trust 
Nationa! Bank 


Donald Comer 


Chairman Exec. Comm. 


Avondale Mills 
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R. Hugh Daniel 
President 
Daniel Construction Co. 


William P. Engel 
Engel Companies 


W. W. French, Jr. 
President 


Moore-Handley Hdw. Co. 


Joseph N. Greene 


Chairman 
Alabama Gas Corp. 


Clarence B. Hanson, Jr. 
Publisher 
The Birmingham News 


James A. Head 


President 
James A. Head & Co. 


Claude S. Lawson 
President 
U. S: Pipe & Foundry Co. 


Thomas W. Martin 
Chairman of the Board 


Alabama Power Co. 


Phil H. Neal 
President 
Alabama By-Products Corp. 


J. C. Persons 


Chairman of the Board 
First National Bank 


Isadore Pizitz 
President, Pizitz 


©. W. Schanbacher 
President 
Loveman's 


Mervyn H. Sterne 
Sterne, Agee & Leach 


John E. Urquhart 
President 
Woedward Iron Co. 


A. V. Wiebel 


President 
Tegn. Coal & tron Div. 
United States Steel Co, 
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Summary of Data for Metropolitan County Areas—(Cont‘d) 


See explanation of “Standard Metropolitan County Areas,” pages 155-156 
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You Need KRNT, Des Moines, 
To Sell Both Iowa Markets! 


A lot of folks living outside of lowa's lush, 
fertile borders, don't realize that farming is 
only half the story in the Hawkeye State. 
Actually, a booming industrial growth now 
accounts for the other half of our big effec- 
tive buying income of nearly 4 billion dollars! 
The center of this great state is Polk County 
(Des Moines, largest city and capital of the 
state). Both Hooper and Pulse agree that 
in Des Moines KRNT is first-choice of lis- 
teners — morning, afternoon, and evening — 


by a wide margin. What's more, KRNT also 
delivers the big-spending "center-cut" of 
lowa...a third of the population . 
always high in retail sales . . . always high in 
effective buying income. 


Don't waste time, time-shopping. Buy KRNT, 
your BASIC BUY in lowa...the CBS 
station in Des Moines with 59 firsts out of 
67 Hooper periods. Ask The Katz Agency 
for coverage maps and complete data. 


Source: Sales Management 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 155-156 
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A City on the March... 
A Newspaper in Step 


1954 has been a year of outstanding growth 
and expansion for Kansas City and its territory. 
Countless civic improvements have been consum- 
mated or are being carried through into 1955 for com- 
pletion. More and more, Kansas City is strengthen- 
ing its position as the metropolis and the capital of 
the Midwest. Following are just a few of the factors 
contributing to this position: 


During 1954, millions of dollars have been 
spent for new schools and more millions earmarked 
for additional classrooms and other educational fa- 
cilities for 1955. 


The acquisition of the Athletics for Kansas 
City was one of the highlights of 1954. Already, work 
on the stadium is in progress. Seating capacity will 
be increased to about 34,000 at a cost of more than 
2 million dollars. 


An outstanding example of building progress 
in Kansas City is presented by the Hallmark Cards 
building at 25th and McGee, the city’s largest private 
project, costing more than 8 million dollars. Other 
building operations have been at a high peak. 


From the standpoint of housing 1954 appar- 
ently is the best. year on record for Greater Kansas 
City, with a total of more than 10,000 units, accord- 
ing to best estimates. 


Vast new parking facilities are under con- 
struction or planned for Kansas City. The Municipal 
Auditorium Garage, with three parking levels, is well 
under way. In the Sixth and Main strcet area, the 
Northside Parking Project is being cleared to provide 
approximately 1,800 parking spaces. 


_ Dhe Kansas City Power & Light Company 
has planned a new generating plant near Clinton, Mo., 
which will be a great benefit to the entire Kansas City 
area. The new project represents an expenditure of 
125 million dollars. 


The Midwest Research Institute’s new build- 
ing is nearing completion at Volker boulevard and 
Oak street, involving an expenditure of 1% million 
dollars. 


A start on the Kansas Turnpike is to be made, 
with intricate trafficway pattern and interchanges in 
Kansas City, Kansas, scheduled for construction. 


The Broadway Bridge is under construction 
at a cost of 13 million dollars, with completion sched- 
uled: within a year or fifteen months. 


The Sixth Street Expressway, costing ap- 
proximately 8 million dollars, is well under way with 
completion late in 1955 or early 1956. 


As housing expands, many municipal projects 
are planned for the Kansas City area and suburban 
districts with new shopping centers assuming an im- 
portant role. 


New office buildings and hotels are in the ex- 
panding Kansas City picture and hospitals are adding 
more medical facilities. 


From every standpoint, Kansas City is a city 
on the march, with present population estimates for 
the metropolitan area approaching 900,000 and an 
outlook for 1 million by 1960. 


The Star always has recognized an obligation 
to keep in step with the needs of Kansas City and its 
territory. In 1954, The Star added new equipment in 
its mechanical departments, including the beginning 
of an installation of a new battery of presses to meet 
the ever-increasing need for speed in getting out more 
and bigger and better papers. 


Also in 1954, color television was inaugurated 
by WDAF-TV, The Star’s station, in keeping with 
the continuing policy of pioneering in this field. 


Throughout the year, The Star printed count- 
less, timely features, special articles and serials, in 
addition to presenting a full news coverage—local, 
national and world-wide. 


The Star takes particular pride in the in- 
crease of its city carrier circulation, which reached a 
new all-time high during the past year—another in- 
dication that The Star is keeping pace with the city’s 
rapid growth. 


From every angle Kansas City is a city on the 
march, and The Star is proud in the belief that it is 
keeping in step with Kansas City’s progress and con- 
tributing an important part to the Kansas City of 
the future. 


THE KANSAS CITY STAR 


Morning 342,344 


10, 1955 


Evening 349,712 


Sunday 369,638 


Summary of Data for Metropolitan County Areas—(Cont'd) 
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(See Schedule 19) 


t Although in the official government definitions the Norfolk-Portsmouth and the Hampton-Newport News-Warwick areas are treated separately, for many marketing 
purposes the two areas constitute a single integrated market. 
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a 
With five years of solid experience, maximum power, and the 
ultimate in facilities WTAR-TV truly stands alone. WTAR-TV 
blankets not only Norfolk, Portsmouth, Hampton, Warwick, 
Newport News (America’s 27th Metropolitan Area) but also 
northeastern North Carolina and the entire eastern half of Vir- 
ginia including Richmond. More than 1,700,000 people live 
CHANNEL 3 within the effective coverage area of Tidewater’s pioneer VHF 
; station. Your Petry man can tell you exactly why “WTAR-TV 


Stands Alone.” 
Bey Ody if | .| [cual ins Macs Mat 


NORFOLK Represented By Edward Petry & Co., Inc. 
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Learn-and put to use-these ABC’s 
of Delaware Valley Sales Strategy 


There is one single way for the 
advertiser to cover the thriving 
Delaware Valley. It has been used 
successfully by three-quarters of 
the nation’s top newspaper adver- 
tisers. And it’s as simple as A, B 
and C, 

A. Use a Philadelphia daily to 
reach the Philadelphia area 
(see the map below) 

. Use THe TRENTON TIMEs to 
cover the northern part of the 
New Jersey half of the Valley 


C. Use THE CamMpEn COourier- 
Post to cover the southern 
half on the New Jersey side 

The effectiveness of this strategy 

may be gaged by the fact that 9 

out of 10 R.O.P. advertisers in 

Philadelphia dailies are also rep- 

resented regularly in the two key 

New Jersey newspapers. 

Beware, though, of the temptation 

to try this job with a Philadelphia 

daily alone. THE Courter-Post 
reaches more families in the Cam- 


den City Zone than all Philadel- 
phia dailies combined. The Times 
reaches five times as many fam- 
ilies in the Trenton City Zone, 
seven times as many in surround- 
ing Mercer County, as all Phila- 
delphia dailies combined! 

You can buy both these papers— 
complete your coverage of the 
growing Delaware Valley — for 
just 57c a line. Remember that 
in New Jersey especially, “all 
buying and selling are local.” 


City and trading zone population: 
383,557 (1950 Census) ... up 24% since 1940 


The TRENTON area 


Comparative coverage in city zone households: 


Circulation 


It pays to 
cross the 
Delaware! 


Go Coverage 


TRENTON TIMES (E) 

Philadelphia Evening Daily 

Philadelphia Morning Daily 

ABC circulation breakdown (6 months ending Sept. 30, 1954) 

Totiee Een Other 
61,435 1,172 


58,723 2,038 
ROP color available 


SERIES Om, RAR a NP AT ANE IE EE SEE NN 
The CAMDEN area City and trading zone population: 


565,634 (1950 Census) . . . up 21% since 1940 
Comparative coverage in city zone households: 


City Trading 
Total Zone Zone 


-- 62,607 29,941 31,494 
30,278 


TRENTON TIMES (E) .. 
TRENTON TIMES- 
ADVERTISER (S) 


60.761 28,445 


Circulation % Coverage 


CAMDEN COURIER-POST (E) 
Philadelphia Evening Daily 
Philadelphia Morning Daily 


ABC circulation breakdown (6 months ending Sept. 30, 1954) 


City Trading City and 
Total Zone Zone Tre#ing Zone Other 


CAMDEN COURIER- 


POST (E) 71,128 35,263 33,810 69,073 2,055 


ROP color available 


CAMDEN 


Represented by: 
GEORGE A. McDEVITT CO., INC. 
New York ¢ Chicago 


RENTON 


Philadelphia 
Pittsburgh * Detroit 
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COURIER - POST 


Established '1875 


TIMES 


Established 1883 
167 


Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 155-156 


EFFECTIVE BUYING 


RETAIL SALES—1954 
ESTIMATES 


FIVE STORE GROUPS 


(in thousands of dollare—add 000) 


Furn.- 
House- 
Radio 


General 
Mdse. 


Auto- 
motive 


124, St. Louis (St. Louis 
City, St. Charles 
and St. Louis Co., 
Mo.; Madison and 
St. Clair Cos., Hil.).. 
St. Paul, Minn. 
(See Schedule 92) 

St. Petersburg, Fla. 
(See Schedule 
147) 

125, Salt Lake City (Sait 
Lake Co., Utah)... 

126, San = Angelo(Tom 
Green Co., Texas)... 

127. San Antonio (Bexar 
‘Co., Texae) 

128. San Bernardino- 
Riverside-Ontario 
(Riverside and San 
Bernardino Cos., 


130. San Francisco-Oak- 
land (Alameda, 
Contra Costa, Mar- 
in, San Francisco, 
San Mateo, and So- 
lano Cos., Cal.)..... 

131, San Jose (Santa 
Clara Co., Cal.) .. . 

132. Savannah (Chat- 


133. Scranton (Lacka- 
wanna Co., Pa.).... 
134. Seattle (King Co., 


135. Shreveport (Bossier 
and Caddo Par- 
136. Sioux City (Wood- 
bury Co., lowa).. .. 
137. Sioux Falls (Minne- 
haha Co., $. D.).... 
138, South Bend (St. 
Joseph Co., Ind.). .. 
139, Spokane (Spokane 
Co., Wash.)... 
140. Springfield (Sanga- 
mon Co., Hll.)...... 
141. Springfield-Holy- 
oke (Hampden and 
Hampshire Cos., 


487.1) 2997 


| 
111.4) 


120.2 


|_| 


} 
sete 561 .7|1657.7 
| 


.1878| 88.6) 263.4 
20.2) 62.5 


144.7| 600.9 
| 


192.2! 382.6 


242.5) 656.9 
| 


| 
| 


857.0\2389.7 
118.0) 289.5 


| 
47.5) 138.7) 


69.0) 192.8) 
| 
} 

80.0) 205.6) 


45.0) 104.4 


140.4) 406.8) 


| 
0686, 36.9 81.6 


-0739' 36.5 90.1 


3,274,240 
| 
| 


| 
' 

j 
| 
| } 

| 
4 
1962/1 ,614/5, 561 


1, 601|5, 533) 


| 


Es 
| 
J 


-3316|1 ,398/4, 333 


| 
- 5242}, 786)8, 429) 
reg 


| 


1,316,524) 


| 
. 0872/1 ,358)4,612 


| | 
| 
- 1400) 1 ,396|4 ,836 


-6302|2, 0623/5, 955 
| 


Bak 
353,262} .1407|1,465/5,076 


| 
190,210) .0757\1,679\5 343) 
| 


18.204 .0538/1 , 806|5, 830) 


477,674) - 19022, 088 6,923 


440,968, .1755|1,801|5,512 


236,349) 0937 1,698/5,230 


| 


- 3200 satlateal 


| 
| 
-0619 ee 


slashed. 


-0830 1 ,733|5,708 


531.011) 


121.700 


j 
126,115) 


116, 105 


14,4541 


46 ,475| 
| 


ss 
5,191) 
5,873| 
18,278 
13,488 


9,518) 


6,779) 


38,179 


85,632) 


22,905) 


4,104 


3,665! 


-0662) 97 
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SALES MANAGEMENT 


can sales be far behind ? 


The rapid and continuing shift of population 
to the suburbs and beyond is the challenging 
market opportunity today. 


This challenge is being met by growing suburban 
shopping centers, changing distribution patterns 
and alert sales strategies. It’s a challenge that 
must also be met by up-to-date advertising con- 
cepts to reach prospects where they are today and 
will be tomorrow, not where they were yesterday. 


Media lists must be re-evaluated to do just this. 


American consumers are leaving the city centers 
for the suburbs and smaller communities —towns 
under 50,000, where already 70% of the 2,700,000 
American Legion families are enjoying their in- 
creased spending power and their increased lei- 
sure time, with their growing families, in their 


own homes. 


It is here in “Legion-Area” that the American 
Legion organization can best pursue its program 
of community service. It is here that the annual 
$13 billion Legion income is being spent. 


MAY 10, 1955 


ee TO LEGION-AREA 


‘TOWNS UNDER 50,000 


f= 7 POPULATION = 


; Dwelling Unit Starts 
Hardware Store Sales. . . . 
Gasoline Station Sales. . . . 
New Car Sales 
Grecery Store Sales 
Drug Store Sales 
Total U.S. Population. . 
AMERICAN LEGION HOUSEHOLDS . 70.0% 


TH. 


It is here that only The American Legion Maga- 
zine can prompt the purchase of your products — 
in the minds of its 5,157,000 loyal readers. 


THE AMERICAN 


LEGION 


MAGAZINE 


Summary of Data for Metropolitan County Areas—(Cont’d) 


See explanation of “Standard Metropolitan County Areas,” pages 155-156 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1954 ADVERTS: 
77y ESTIMAT 7 NCO 

JM Bes BYP ESTIMATES—1954 ESTIMATES CONTROLS 


| | 


Bu 
Power 


Total 4 
(thou- | of | ties 
sands) | U.S.A. | (thou- 


Stamford, Conn. 


Superior, Wisc. 
(See Schedule 43) 

. Syracuse (Onon- 
daga Co., N. Y.)... ‘oe . 628 , 333) 

. Tacoma (Pierce | 
Co., Wash.) : ° . 516,033 
Tampa-St. Peters- 
burg (Hillsborough 
and Pinellas Cos., | 
Fila.) , : ,525| .2749)1,335 
Terre Haute (Vigo 


-3529)2, 083 
| 
-0819|1 , 689 


- 1872/1 , 854 


™ y ; , 356| * a ,882| 10, 


278.4, 964] .1983/1,789 893) 2098) 4, 211 21,070] 90,779) 11,822 


| | 
294.6) .1812| 87.1) 208.1} .1702|1,481 720). 16,931| 50,198, 6,523 


140.0; 0861 0757)1, 359 : 098! 9,409) 39,980) 7 0845 
| iy 
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SALES MANAGEMENT 


'* you think of ‘Toledo, you now have 


to think bigger than ever. For the population of the ABC City 
Zone today*, based on increase in number of dwelling units, 1s 


450,444 


...and that’s a sizeable gain of more than 45,000 over the 1950 
census. So here is Toledo, a big, beautiful market, and one 
particularly well suited for testing, covered completely by its 
newspapers, and in no other way. whi hale pineseai 


TO L ED O B LAD K Daily and Sunday TO LED O + ie M KS Morning 


Represented by Moloney, Regan and Schmitt, Inc. 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 155-156 


EFFECTIVE BUYING RETAIL SALES—1954 
SYD estimares—i9s LD estimates 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Area 
Net % | Per Sales 
Dollars of | Cap- Per 
(add U.S.A. | ita Fam- Furn.- 


General 
000) ily Food Mise. | House- | motive 


Radio | 


188. Washington (Dis- 
trict of Columbia, } | 
Montgomery, and 
Prince Georges | 
Cos., Md.; Arling- 

ton and Fairfax | | 

| 
| 


Cos., Va; Alex- 
andria and Falls 
Church Independ- | | | | 
ent Cities, Va.)..... 706. d | a -4) 3,676, 895 1.4641/2, 1566/7, 684] 2,068,417, 1.2166) 4, 481,501' 252,009 .735; 380,476) 87 , 597) 1.3070) 126 
Waterbury, Conn, 
(See Schedule 97) | 
Waterloo (Black | | 
Hawk Co., lowa). .. a. -3) 93. 10,98 .0760}1 ,747)6, y : ,649) 15,115] 9, 114) 24, 260) 3,447] .0750| 112 
Wheeling-Steuben- | | 
ville (Brooke, Han- | } | | 
cock, Marshall and | | | 
Ohio Cos., W. Va.; 
Belmont and Jef- 


1,621/5,286 


1,739\5,290 

160. Wichita Falis 
(Wichita Co., Texas) 6. . ° ‘ ¢ 1,680/6,294 
161. Wilkes-Barre- | 


1,378)4, 916) 


| | | 
1,976 526). " ,612| | 25,401| 
163, Winston-Saiem 
(Forsyth Co., N. C.) 4). . ls y d 1,416)5, . é J J J 8,777 
164, Worcester (Wor- 
cester Co., Mass.). . 5 ae . . ¥ P 1,549/5, ‘ ‘ . +676) 5 32,622 
166. York (York Co., Pa.) ° . a . A ° 1,607/5, . p 5 . . 16,879 
166. Youngstown (Ma- 
honing and Trum- 
bull Cos, Ohio; 
Mercer Co., Pa.)... 8. " . y -3975)1 ,774 A ‘ , 12,2 vate 30,731) 


Tota’ Above Metropoli- | 
tan Areas. . _.|95,413.5)58. . , 348)68 .4876| 1 ,803|5,976|111707, 182/65. ,881/27481 , 295) 13782 ,422/6,306,968/19370, 65.6914) 112 
OS", 19555. 


t’s the SURVEY 


It may be General Electric Company . . . Foote, Cone & Belding . . . the United Cerebral Palsy 
Associations . . . the UAW-CIO . . . the Traveling Library & Extension Dept. of the State of 
Wisconsin . . . the Board of Governors of the Federal Reserve System . . . a citizen’s “watchdog” 
committee on state expenditures . . . the N. Y. Regional Planning Committee . . . or the N. J. 


Education Association . . 


Wherever reliable local data on population, income, sales are needed to launch a project or 


determine a course of action— it’s the SURVEY. 


SALES MANAGEMENT 


MAY 


10, 


1955 


In New York 

Woman’s Day gives 

*7 you 14.85% family 
coverage, in Chicago 11.41%, 

in Milwaukee 21.42%. 

What’s true in these cities is true 

in most of your major markets. 
Because it’s sold only at A&P stores, 
Woman’s Day concentrates its 
entire circulation in active trading areas 
-.- giving you minimum waste, 
maximum coverage where it counts. 


woman's day te 


sold at A&P stores in big cities and small 


The NATIONAL magazine. ..with the NEIGHBORHOOD impact 


Potential Metropolitan County Areas 


See explanation of “Potential Metropolitan County Areas,” pages 155, 156 


POPULATION EFFECTIVE BUYING RETAIL SALES—1954 ADVERTIS. 
fy 77 ESTIMATES 5S 77 TM ING 
‘ ‘ ESTIMATES— 1954 o ESTIMATES CONTROLS 


1/1/86 
FIVE STO 
(in thousands of dollars—add 000) 


% 

of 
Ss. General | Furn.- 
Mdse. 


1618/5, 560) 


1,091 4,044 69,082 


1,708\5,437] 116,641 
| 


. Appleton (Outa- 
gamie Co., Wisc.)... 8 . m J ° 5,516 
. Auburn (Cayuga 


wt 161,218 


100,294) . 20,783) 


4,711 76,498) 18,460 


31,212) 
71,276 


. Billings (Yellow- 
stone Co., Mont.) ... 
. Biloxi-Gulfport 
(Harrison Co., Miss.) 
. Bloomington (Mc- 
Lean Co., lil.)...... 
. Bolee (Ada and 
Canyon Cos., ida.).. 
. Brownsville-Harl- 
Ingen-McAlien 


3,879] 


5,117) 


8,035 
Butte-Anaconda 


(Deer Lodge, Silver 
Bow Cos., Mont.).. . 

Urbana 
(Champaign Co., 


7,573 


PRE F 8 


90,228 15,263 


113,398 8,075 


119,075 


10,216 


162,674 


: . . . . . 
3 & 


129,733 34,292 


ner 11,084 


12,910 
91,113 
81,697 17,827} 11,878 

Fort Lauderdale | 
(Broward Co., Fla.). d s 186 , 665 
. Great Falls (Cas- 
cade Co., Mont.). .. \ ‘ d 77,903 
Gulfport, Miss. (See 

Schedule 178) 


42,178) 


~ 9.598 
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Potential Metropolitan County Areas—(Cont'd) 


See explanation of “Potential Metropolitan County Areas,” pages 155, 156 


SALES AND 
POPULATION Sve NG RETAIL SALES—1954 ADVERTIS- 


ESTIMATES INCOME ING 
BYD 1/1/55 BY LD EsTimaTES—1954 ESTIMATES CONTROLS 
| V 


“FIVE STORE GROUPS 
(in thousands of dollarep—add 000) 
Total % % | Per Buying |Qual- 
lies Power | ity 


(thou- of Popu- f 

sands) 5 ita ' Furn.- Auto- index | In- 
. | House- | motive | dex 

Radio | 


197. Hagerstown (Wash- | 
ington Co., Mid.) . . . a | * R P ° ° , ’ 5,139) * -0459) 88 
Harlingen, Texas 


(See Schedule 

181) 
. Hutchinson (Rene 
Co., Kans.)..... J 
. Jamestown (Chau- 
tauqua Co., N. Y.). 
Joplin (Jasper and 
Newton Cos., Mo.) . 
201. La Crosse (La 
Crosse Co., Wie.)... 
202. Lafayette (Tippe- 
canoe Co., ind.).... 
203, Lake Charles (Cal- 
204. 
206. 


. 
“ 


75,398) . . 9,533 
167,204) . 13,116 
110,817) . 11,536 


86 , 826 10,881 


90,817 9,141 


casieu Parish, La.).. 
Las Vegas (Clark 
Co., Nev.)........ 
Lewiston-Auburn 


104,885 A 11,476 


ES REESE 


97,761; . 9,175 


: 
a 


96,038) . 9,116 


104,613 
McAllen, Texas 
(See Schedule 
181) 
. Mansfield 


182,669) . A 4,411 
. Monroe-West 


116,281). 9,620 


202,340) . J 16,483 
Newark (Licking 
Co., Ohio). ..... ¥ 
Newburgh, N. Y. 

(See Schedule 


116,977 A 4,736 


-1017)| 103 


0673) 192 


Schedule 211) 

213. Oshkosh (Winne- 
bago Co., Wis.).... 8). a ° 155,552 
214. Paducah (McCrack- 
on Co., Ky.)...... Oo; . ° ° 111,164 


0619) 104 
| 
.0464| 90 


171,231 are 82 


0618) 99 


2% 2 = 2 
2 


| 
122,209 0831) 87 


Newburgh-Beacon 
(Dutchess and 
Orange Cos., N. Y.). J ‘ A 460,673 
219. Quincy (Adams Co., 
hn c<sacoutneaa . ao ° ° 90,767 
220. Reno (Washoe Co., 
RSS F 139,949 
221. Richmond (Wayne 


. . . . 


amd 105 


122,674 


223. Santa Barbara 
(Santa Barbara Co., 
Cal.).. : . s 180,119 


| 
-0774) 119 
© SM, 1955. 
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Potential Metropolitan County Areas—(Cont‘d) 


See explanation of ‘Potential Metropoiitan County Areas,” pages 155, 156 


POPULATION EFFECTIVE BUYING RETAIL SALES—1954 
JM Bye ELD estimares—t9ss BYP estimates 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Per 


ita 8. General Fun | Auto- 
Food | Mdse. | House- | motive 
Radio | 


14,869 3,926) 15,640 
} 


| 
15,906) 8,370| 29,095 
| 


s] 4,218, 18,624 


23,343 


103,813 


| 


190,131) . ° -1105) 4,085 ’ 38, 184 


81,604) . 73,766) .0434| 3, j j 13,868 


151,338). 106,273} .0625| 3, 20,242 
69.2) 196,868, . 155,642). / ,297| 34,152 


43.4, 112,938) . 4,7 71,423; . ’ : ’ 14,909 


4470. 2/10, 679,471 = 7,808,612) 4. ’ ° 1,573,253 


 1|877904) 182,676,819 1,778 raha 20943 629 


1,545 827417004. 700 31436 , 400 
711. 


For PROFITABLE Selection of Markets 
Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 


and viewers. That’s why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 


continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 


and the advertisements. 
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Sales in 7 Store Groups for Metropolitan County Areas 


@7D Estimates, 1954, for the 233 Standard and Potential Areas 


o 
ESTIMATES RETAIL SALES, 1954 


CITY AND STATE 


Eating and 


Apparel Stores 


44,737 22,384 
61,284 63,472 
14,233 13,034 
37,310 35,347 
6, 384 8,417 
9,216 14, 068 
6,439 6,742 
55,578 63,707 
33,675 16,571 
9,464 9,055 


coe@eonaqean 


_ 


14,235 12,988 
161,265 92,885 
12,081 10,196 
7,713 5,967 
16,715 16,316 
oo err ener 17,492 12,175 
oN eee yo errr 36,295 40,321 
45,768 49,321 
17,527 16,891 


eet et et ett 
Ssaerteazrana 


NE ME WI nents cnccchevs kitbekeeoee 126,106 86 , 324 
Canton (Ohio) 28,647 21,502 
Cedar Rapids (lowa) 8,678 9,480 
eat GAD... ... «cin 0s. cane san ssccede 7,433 11,316 
Charleston (W. Va.) 16,794 20,075 
NN ao onn'ccchoes Qieiebicnnreds 11,389 16,220 
Chattanooga (Tenn.).................cceeeee 17,707 18,003 
SD aie 10d 00s cuca c0caumheh bevesver 725,184 590,904 
ads ns sscncccdelieanevaticsec 122,462 | 74,232 
Cleveland (Ohio)..... 187,708 117,010 


nN 
_ 


22 
23 
24 
25 
26 
27 
28 
29 
30 


Columbia (S. C.)... 8,722 13,876 
Columbus (Ga.).... 8,576 11,074 
Columbus (Ohio)... .. 56,971 41,310 
Corpus Christi (Tex.) . . . 16,350 13,536 
Dallas (Tex.) 68,697 62,114 
Davenport-Rock Island-Moline (lowa-lll.)... . 29,587 13,053 
Dayton (Ohio) 53,140 35,404 
TE Tr eee 11,798 6,731 
| ee eee 62,372 42,571 
Des Moines (lowa) 19,811 18,705 


SSSseeseers 


Ee ae oe 330, 693 275,356 
Dubuque (lowa) 7,464 3,520 
Duluth-Superior (Minn.-Wisc.).............. 20,419 19,567 
PE Shik sc cccctecconictatbensiud 4,661 8,405 
16,644 15,146 
18,016 17,390 
15,876 18,890 
Fall River-New Bedford (Mass.) 27,113 27,768 
Flint (Mich.) 25,714 23,663 
Pe Bic oc cn asnsstapiccosees 4,005 4,733 


SSessatsqS 


PPO GBD... occ. ches idepess chosen 21,006 15,967 
37,668 24,317 
26,141 21,112 

2,483 4,558 
15,636 9,355 
22,111 26 , 988 
11,084 8,198 
10,123 16,643 
GROOT hls 6 onc on vain ngheh dees ccs ce 6,837 9,414 
Hamilton-Middletown (Ohio) 17,513 14,126 


SSeVIsee@eRe 


9,131 10,906 
28,213 27,287 
62,746 58,744 
81,089 84,094 
13,364 
58,839 53,993 

9, 488 


SSeers8e2 
2 
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Sales in 7 Store Groups for Metropolitan County Areas—(Cont'd) 


@7D Estimates, 1954, for the 233 Standard and Potential Areas 


@D ESTIMATES RETAIL SALES, 1954 


CITY AND STATE 


| Lumber Yards 

Gasoline Service | and Building 

Apparel Stores Stations Jewelry Stores 
| 


Jackson (Miss.) 11,624 10,051 
Jacksonville (Fla.) 25,968 25,520 
Johnstown (Pa.).............-5-- 10,843 15,726 


Kalamazoo (Mich.) 2 10,123 14,396 
Kansas City (Mo.).............. sEswetteee | 75,433 63,930 
TINT: coc cvcccscccosednessobaas 5, 886 5,309 
15,268 23,585 . 
12,1445 =| 14,750 
16,033 21,253 
7,429 2,316 
12,2867 7,240 
6,187 7,861 
11,279 11,668 


SSZsISsaARARTe S38 


10,473 17,068 
8,492 12,128 
386 ,674 524,511 
| 56,770 | 40,674 
Lubbock (Tex.)........... éaa | 9,463 12,477 
ES nc nddanklnecencanveeuees 9,540 9,266 
Madison (Wisc.).......... : | 14,377 
Manchester (N.H.)......... bee 10,747 | 8,956 
PETER: 60.00 ccm ccbdgaecheseres 31,042 28,396 
I dines ig a6 aku dhmhebanaehsted 116,061 60,184 


Milwaukee (Wisc.) 117,169 59,585 
Minneapolis-St. Paul (Minn... . : 117,267 92,713 
Mobile (Ala.). . RS 14,043 | 14,680 
Montgomery (Ala.).. .. 10,096 | 9,735 
Muncie (ind.)........ na 6,305 7,101 
Nashville (Tenn.). . . 22,814 I 27,801 
New Haven-Waterbury (Conn.).............. 58,751 | 43,926 
New Orleans (La.)...... Ah ne ae 87,212 | : 40,196 
New York-N. E. New Jersey (N. Y.-N. J.).. 1,946,468 | 621 ,803 
Norfolk -Portsmouth (Va.)................ 38,228 | 27,935 


Ogden (Utah)... . + EPP eealia 6.585 } 7,656 
Oklahoma City (Okla.)........ 25,684 | 26,794 
ES fads ccecepacvacirae tee 40,087 26,295 
Oriando (Fla.)...... 11,837 11,339 
Peoria (1l.) ... ty 26,772 | 19,287 
Philadelphia (Pa.) , 395,277 | 184,534 
Phoenix (Ariz.)......... ; 40,202 | 38,551 
Pittsburgh (Pa.)..... one 208 ,894 | 141,312 
Pittsfield (Mass.)......... 5 das aaa 10,612 | 9,020 
Portland (Me.).... 10,510 | 14,155 


Portland (Ore.)....... bench nib ienes 68,410 64,179 
Providence-Pawtucket (R. I.). rene 60,792 43,630 
7,631 | 6,877 
Ka Nn be 11,615 9,166 
Raleigh (N.C.)..... RG 8,246 | | 10,622 
Reading (Pa.)....... . , es 20,405 | 16,989 
Richmond (Va.).......... . bie 28,005 | , 27,455 
Roanoke (Va.) eda 9,234 | 11,712 
Rochester (N. Y.) . phe ne 50,134 | | 34,458 
Rockford (1l.). . : sce 20,418 | 15,843 


Sacramento (Cal.)... “x , 39,820 | j 26,149 

Saginaw (Mich.).. . _—* : , ‘ 12,530 } | 14,204 

St. Joseph (Mo.)............... 6,825 4,936 

rT : : 176 , 153 | 124,799 

Sait Lake City (Utah)...... ; 23,735 25,753 14,915 
San Angelo (Tex.).. : ‘ 4,291 | 4,911 ° 
San Antonio (Tex.) aan 37,998 31,572 32,930 
San Bernardino (Cal.)..... : 53,582 69,065 | 52,763 
San Diego (Cal.)...... 81,491 55,404 | 52,322 
San Francisco-Oakland (Cal.) , 337,913 | 187,796 | 104,171 


San Jose (Cal.)... ‘ 31,689 | 31,331 27,134 
Savannah (Ga.)... 11,814 13,146 5,675 
Scranton (Pa.)..... See areca 20,131 | 10,981 6,108 
Seattle (Wash... eee ee 81,042 ° 67,492 27 ,486 
Shreveport (La.)..... nine niaemeinh 16,061 11,764 15,187 
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A Specialized 
VERTICAL PUBLICATION 


with a 


HORIZONTAL COVERAGE 


The fountain and fast food segment 
of the restaurant industry is the 
outlet having fountain and counter 
restaurant service, which generally 
includes table or booth service. 
That’s the specialized market Foun- 
tain & Fast Food serves vertically. 


in fast service eating places, twice- 
the-turn-over-per-seat means more 
meals — more sales — more profits. 
This is the fastest growing segment 
of the restaurant industry — and is 
by far the largest of the eating place 
market. 


NO MATTER WHAT YOU CALL THEM 
NO MATTER WHERE YOU FIND THEM 


Fast food outlets embrace fountains, 
counter restaurants, luncheonettes, sand- 
wich shops, diners, in-plant restaurants, 
drive-ins, coffee shops, etc. 

They are a vital part of drug stores, 
variety and department stores, airports, 
railroad stations, bus terminals, etc. 

On main street or main highway or in 
industry they all have one thing in 
common— 


FAST SERVICE 


Whether independent or chain operations the market and Fountain & Fast Food coverage ot 
it extends to over thirty different types of outlets numbering 50,000. That’s what we mean by 
horizontal coverage in a specialized vertical field. 


When you specify Fountain & Fast Food for an advertising schedule, it’s an assurance of a mat- 


ket well covered vertically and horizontally, coupled with all necessary specialized editorial 
content from cover to cover. 


| Editorial and E ive Offi 
FO UJ NTAI N & 386 route deenle, baila 16 N Y. 
FAST FOOD 189 N. Michigan Are Chenge 1 


; Pe ; Pacific Coast Representative 
the magazine serving counter , . 
and fountain restaurants The Richard Railton Company 
Monadnock Bldg., San Francisco 5, Calif. 
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Sales in 7 Store Groups for Metropolitan County Areas—(Cont'd) 


GD Estimates, 1954, for the 233 Standard and Potential Areas 


Cu 

ESTIMATES RETAIL SALES, 1954 
(in thousands of dollars) 

CITY AND STATE 


Lumber Yards 
Eating and and Building 
Drinking Places | Apparel Stores Materials 


i 


9,272 7,386 11,078 

6,102 6,294 ad 
20,373 19,832 17,571 
19,323 13,625 9,391 
16,689 10,493 9, 395 


SE8e33 BBBS2 f 


lod ed 


40,192 36,024 18,631 
6,239 8,181 6,319 
9,282 6,402 7,088 

25,190 15,645 11,782 

43,945 29,164 17,495 

18,436 11,026 7,583 

46 ,693 28,715 32,123 
9,399 5,734 3,880 

51,861 29,768 19,885 
8,378 8,034 7,648 


a a) 
a 
— 
w 


—~N-aewaw—-— & 


32,043 27,152 11,648 
14,328 10,365 19,345 
22,384 24,242 25,049 24,616 
27,834 21,418 23,236 9,995 
10,499 8,180 11,878 11,616 
168,627 151,230 115,201 60,214 
8,390 6,987 8,902 6,212 
27,778 23,127 22,990 16,705 
24,024 24,842 27,389 22,368 
7,699 7,699 10,516 7,242 


—~-—Aawn w 


nN 
SS8RSE8B82 88 


“a2 


28,579 23,669 17,252 11,931 
26,941 30,250 28,043 16,311 

7,592 14,992 8,041 5,926 
52,324 46,116 40,170 24,607 
11,138 11,995 12,889 5,891 
44,340 38,636 41,625 27,504 


—_owww s 


9,695,176 8,011,365 | 6,452,447 4,086 ,371 
} 


13,130,027 10,148 ,023 11,444,957 7,433 ,858 


Potential Metropolitan Areas 


167 . 3,255 4,119 6,667 
168 3,579 2,656 5,365 
169 akin thkedinbetnaw ent 7,238 5,419 8,276 
170 Dicrdccbvitherssndaadae 9,361 9,811 13,797 


— 
*- 


_ 


~_— 


171 7,492 4,904 6,848 
172 » ¥. 5,879 4,428 4,852 
173 5,354 6,497 
174 L . d 23,594 11,343 
175 Sh daowacse gran tess 8,647 
176 . eaewasaenes 6,569 4,216 
177 bia'shy 8,903 7,096 
178 4,957 
179 6,302 
180 3,871 


2° Sun S88! 


~~ Ow — 
QD 
— 
nn 
~=—h 


~_— 
7 
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181 11,038 
182 4,481 
183 3,480 
184 . ‘ 6,791 
185 p). 6,414 
186 we ee 5,903 
187 4,836 
188 4,370 
188 haenmeee s 5,004 
190 » ¥.. 10,253 


~_——§ WwW 
BEBE 
~_— _ 
-- - 
23 

— 
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191 6,788 
192 . 4,176 
193 ’ 6,088 
194 , . 4,685 
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180 SALES MANAGEMENT 


Sales in 7 Store Groups for Potential Metropolitan County Areas 


Estimates, 1954, for the 233 Standard and Potential Areas 


&D ESTIMATES RETAIL SALES, 1954 
(in thousands of dollars) 
CITY AND STATE 


Eating and 
Drinking Places 


Fort Lauderdale (Fla.) 18,494 
Great Falls (Mont.).... .. 8,015 


Hagerstown (Md.)...... > 5,966 
Hutchinson (Kans.) 3,262 
Jamestown (N. Y¥.).. 2.0... c cc cece ce ee eee 11,365 
Joplin (Mo.) 6,396 
La Grosse (Wisc. 8,597 
Lafayette (Ind.). .. 7,132 
ON ee ee eee eee 6,671 
gS eee eee 12,474 
Lewiston-Auburn (Me.)..... 2... 2.0... .6. 000s 4,218 
RUUD GBD «<><. dein s cued olin c o40caki 4,770 


Mansfield (Ohio) 9,992 
Monroe-West Monroe (La.) 5,128 
Muskegon (Mich.)........ 10,661 
Newark (Ohio) 5,425 
New London-Norwich (Conn.).............. 11,726 
New Castle (Pa.)... 5,238 
Oshkosh (Wisc.)................. 9,452 
RE Orne ate tes eee 6,023 
Pensacola (Fla.)...... ea 9,489 
Port Huron (Mich.) 7,765 


Portsmouth (Ohio). ..... wed 7,089 
Poughkeepsie-Newburgh-Beacon (N. Y.) 32,300 
bine cckccctbbscsion Giabensee<h 6,830 
ee GNC iisvc neo ckad 00 besa 12,670 
RE ee ee ree 5,330 
Salem (Ore.)........... j 7,022 
Santa Barbara (Cal.).... 11,033 
Sheboygan (Wisc.).... .. 8,098 
Spartanburg (S. C.). ‘Hur, te 5,096 
Texarkana (Texas-Ark.) — 6,611 


. 2. ) Sees asl 2,335 4,626 
Watertown (N. Y.)..... 7,737 5,295 
West Paim Beach (Fia.).................... 18,128 16,545 
Wilmington (N. C.).......... 4,118 4,746 5,968 
Williamsport (Pa.)........ a 7,816 7,917 | 7,829 
Yakima (Wash.).......... 8,788 4,704 12,177 
Zanesville (Ohio)............ 5,489 3,726 5,851 


Total Potential Metropolitan Areas _ 557,645 424,154 576,909 | 271,352 68,345 


Me 
Total All Metropolitan Areas seco] 10,252,621 | 8,435,519 7,029,356 4,387,723 | 1,181,140 


SS Ree es 13,130,027 10, 148 ,023 11,444,957 | 7,433,858 . | 1,435,449 
* Withheld to avoid disclosure. + Liquor not legalized. © SM, 1955. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by “manufacture 


are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
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Per Family Sales for 233 Metropolitan County Areas 


Estimates, 1954, for Thirteen Categories 


SM ESTIMATES RETAIL SALES—1954 
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Greenville (S. C.).........c.cceeees 
Hamilton-Middletown (Ohio) 


BSSBSSSREB FRSSRRKSIR 
BEERSRSRER GPESSERERRS BESS 
SRSASTL ASS “FSRRRSS*e SBAes 


2RSRIRERTK 
SHSERHSSIER 


SSRELRSEERS 
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222 
238 
271 
Huntington-Ashiand (W. Va.-Ky.). . . 177 27 
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Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


G7 Estimates, 1954, for Thirteen Categories 


JM ESTIMATES RETAIL SALES—1954 


| Eating | 
| and | Apparel Gasoline 
Auto- | Drugs | Drinking| Stores | Service 
motive | Places | Stations 


. Indianapolis (ind.) 
. Jackson (Mich.) 
68. Jackson (Miss.) 
Jacksonville (Fla.)....... 2... 6.4.4 
pS Ee ee 


187 | 
a 
6 | 
140 | 
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304 
273 
196 


Kalamazoo (Mich.)................ 


essg 92988 


B3e~- "28s 
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Lexington (Ky.)..............005. 
PIR. Jaa os clinch oes’ csgagind 
RRR ID kbs ss 000 ccophbese 
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SSSASHE: 
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Little Rock-North Little Rock (Ark.).. 
Lorain-Elyria (Ohie) 

Los Angeles (Cal.)................. 
Louisville (Ky.)...... 

Lubbock (Tex.)... 

Macon (Ga.)....... 

Madison (Wisc.) 

Manchester (N. H.) 

Memphis (Tenn.).. . . 

Miami (Fia.) 
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Milwaukee (Wisc.) 
Minneapolis-St. Paul (Minn.)...... 


a bd 
‘oRSS SB'SstSRSn zs sssere sass af 


GRO TNR iici vc ce sdeccxecss 
Nashville (Tenn.) 

New Haven-Waterbury (Conn.)..... 
New Orleans (La.) 

New York-N. E. New Jersey (N. Y.- 
Norfolk-Portsmouth (Va.) 
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Portland (Ore.).. 
Providence-Pawtucket (R. 1.)....... 
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Rockford (1i1.)..... 


_ 


Sacramento (Cal.)................. 
Saginaw (Mich.)... . 

St. Joseph (Mo.) 

NO Se ee 
Salt Lake City (Utah) 

San Angelo (Tex.).............005- 
San Antonio (Tex.)................. 
San Bernardino (Cal.).............. 
San Diego (Cal.) 

San Francisco-Oakland (Cal.)....... 
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131. San Jose (Cal.) 
132. | 212 
133. Scranton (Pa.) 199 
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Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


Estimates, 1954, for Thirteen Categories 


JSM ESTIMATES RETAIL SALES—1954 


i 
i 


. Sioux Falls (S. D.)... 
South Bend (ind.)... 
Spokane (Wash.).... 
Springfield (1I1.) 


— 
E8Szzs 


Springfield-Holyoke (Mass. 
Springfield (Mo.). .. 
Springfield (Ohio)... 
Stockton (Cal.)...... 
Syracuse (N. Y.).... 
Tacoma (Wash.).... . 
Tampa-St. Petersburg (Fla.) 
Terre Haute (Ind.).. 
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. Topeka (Kans.).. 
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Trenton (N. J.)..... 

Tucson (Ariz.).... 

Tulsa (Okla.)...... 
. Utica-Rome (N. Y.) 
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Wheeling-Steubenville (W. Va.-Ohio) 
. Wichita (Kans.) 
Wichita Falls. (Tex.)............... 
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Wiikes-Barre-Hazelton (Pa.) | 924 
Witmington (Del.)................. | 960 
Winston-Salem (N. C.)............. 643 
. Worcester (Mass.)................. . | 1,053 
893 
Youngstown (Ohio)............... » 1,017 
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SGEIES BESRERSESS SABERSSESE SHRBETE feet 
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193 


Potential Metropolitan County 


Abilene (Tex.).......... 4,612 
Alexandria (La.).... aa 2,468 
. Anderson (ind.)..... -o-e) 3,276 
Ann Arbor (Mich.)... os 3,991 


216 A | 131 
155 68 
175 113 
180 179 


197 
95 
152 


_— 
ERs 
2e°s 


4,110 
3,591 
4,130 
sina -| 3,778 
Battle Creek (Mich.). . -| 3,975 
Bellingham (Wash.).... --| 4,386 
. Billings (Mont.)....... -| 4,120 
Biloxi-Gulfport (Miss.) . --| 2,868 
. Bloomington (1.)..... --| 4,221 
Boise (Idaho)........ ---| 3,908 


221 


838 8888 
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TTT TET 
SRREBSE 
BERSBESERS 
Bessaeseerss 
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--| 2,988 
182. ; --| 4,298 
183. ) --| 3,982 
184. .) --| 3,928 
185. ccceeel 3,877 
186. WD e00 ---| 2,708 
187. 5 «| 3,552 
188. ---f 3,317 
189. hate 3,937 
190. b Vdievcess. cveeh 4,149 
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191, bbc csaee 3,476 
192. 2,982 
193. . D. 6,119 


* Withheld to avoid disclosure. © SM, 1955. 
184 SALES MANAGEMENT 


RZE SFFRSEISES 
SEH SSRISssRSSs 
S2s se KBesses 


888 88228R 


a 20 4VME Liiney: 
TREASE KR . 2 ag 


400,000,000 


COPIES EVERY YEAR 
--e- from the world’s 


largest magazine publisher 


The Dell seal is seen more often than any other on the newsstands of the nation. More than 33,000,000 copies of 
Dell publications are sold every month . . . making Dell the largest magazine publisher in the world. 


The Dell seal guarantees good reading to the buyer, and an attentive audience to the advertiser. This has been 
true for more than thirty years. 


Listed below are some of the major Dell publications, with particular emphasis on those which will interest you 
as an advertiser. 


vs 


These three magazines, with a guarantee of 2,700,000 deliver America’s premium young women’s market. For 
manufacturers of beauty, drug, home, fashion or food products this group presents an ideal opportunity to sell 
women in the 18 to 35 age bracket. Young women with an interest in new products and with above-average 
family incomes . . . young women who, by and large, can’t be reached through other kinds of magazines . . . 
make up the audience for these favorite screen-romance books. 


. 


DELL COMICS GROUP 


These nine titles, based on world-famous characters, guarantee a circulation of 9,000,000. Studies conducted in 
various sections of the U. S. in the classrooms of public schools with the cooperation of local Boards of Education, 
show that nine out of ten children aged 6 to 16 read Dell Comics Group. This is a far higher figure than that 
enjoyed by any national children’s television program. Dell Comics Group, with its vast circulation and 
tremendous pass-on readership is the one medium that delivers the greatest coverage of the children’s market 
today. Naturally, all Dell Comics are enthusiastically endorsed by parents, clergymen and teachers, because they 
are good comics. 


DELL MEN’S GROUP 


America’s two top-selling true mystery magazines provide the advertiser with an exclusively male audience with 
above-average incomes. Their editorial content is rated so high that the editors’ files contain commendatory 
letters from Governors, Senators, and such an eminent law enforcement authority as J. Edgar Hoover himself. 
The stories are the finest kind of true crime reporting, written in fast-moving entertaining fashion. To the manu- 
facturer of men’s products Dell Men's Group, with its monthly guarantee of 800,000, provides a concentrated 
audience of better-buying men at an economical cost per thousand. 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, NEW YORK 


Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


Estimates, 1954, for Thirteen Categories 


GD ESTIMATES RETAIL SALES—1954 


Apparel 


Z 
y 
H 


Fayetteville (N.C.)............... 
Fort Lauderdale (Fia.)... 

Great Falls (Mont.).............. 
Hagerstown (Md.)..... 
Hutchinson (Kans.). . 

Jamestown (N. Y.)... 

Joplin (Mo.)...... 


3 


gase| F 


£8283 
2%2 
Beg 


La Crosse (Wisc.)... 
Lafayette (ind.).... 

Lake Charles (La.) 

Las Vegas (Nev.).... 
Lewiston-Auburn (Me.). . . 


~ 


B8S283R88 
§ 


= 


"288888 


Monroe-West Monroe (La.) 
Muskegon (Mich.).......... 
Newark (Ohio)........... 


SSRSIEEE 


New London-Norwich (Conn.) 
New Castle (Pa.)........... 
Oshkosh (Wisc.).......... 
Paducah (Ky.).... 
Pensacola (Fla.) . . 

Port Huron (Mich.). . 
Portsmouth (Ohio) 
Poughkeepsie-Newburgh- 
GE, Wa cvccccocoeen 
Quincy (i.) 

Reno (Nev.) 


Richmond (ind.).. 

. Salem (Ore.)........ apne eS 
Santa Barbara (Cal.).... 
Sheboygan (Wisc.) 

Spartanburg (S. C.).. 
Texarkana (Tex.-Ark.)..... 
Tyler (Tex.)... 

Watertown (N. Y.) 

West Palm Beach (Fia.) . 
Wilmington (N.C.).. . 


961 | | 47 
Yakima (Wash.)........... 814 | 685 
Zanesville (Oho) . 679 54 
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Williamsport (Pa.)..... 


| 
| 
| 
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BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with few exceptions. They know the Survey is reliable. And they 
know too that the people they are talking to—advertisers and advertising agencies—rely on 


the same authority. 


MAY 10, 1955 


Population Ranking of Metropolitan County Areas 


Estimates, 1/1/55, for POPULATION in Descending Order 


CITY and STATE 


POPULA- 
TION 
1/1/55 

(thousands) 


Rank 
in 
Group 


CITY and STATE 


POPULA- 
TION 
1/1/55 

(thousands) 


New York-N. New Jraey 


Washington (D. C.) 


Cleveland (Ohio).......... 
Baltimore (Md.)... 
Minneapolis-St. Paul ( (Mion. 
Buffalo (N. Y. Bo 
Houston (Tex.) 

Cincinnati (Ohio)... 
Milwaukee (Wisc.) 

Kansas City (Mo.) 

New Orleans (La.).. 
Seattle (Wash.) . 


Atlanta (Ga.)... 

Portland (Ore.). . ee 
a 
San Diego (Cal.) 

Miami (Fia.) 

some emg ( R. i. 0 
Denver (Colo 

Louisville reat , 
indianapolis (ind.)... a 
Birmingham (Ala.)......... 


Hartford-New Britain (Conn.) 
San Bernardino (Cal.) 
New ee 


Memphis (Tenn.) . 

Norfolk-Portsmouth (Va.) 

Tampa-St. Ree (Fla.) 

Rochester (N. Y.)........ 

Dayton (Ohio). .... 

Springfield-Holyoke (Mase) 

Fort Worth (Tex.).. 

Phoenix (Ariz.).. wae 

Allentown-Bethlehem- 
Easton (Pa.) 

Akron (Ohio)... 

Toledo (Ohio) 


Fall River-New Bedford 
(Mags.) . 
Omaha (Nebr.). . 
San Jose (Cal.) : 
Wilkes-Barre-Hazelton (Pa) 
Jacksonville (Fla.) 
Syracuse (N. Y")........... 
Oklahoma City (Okla.)...... 
Richmond (Va.).. 
Sacramento (Cal.). 
Knoxville (Tenn.) 


Brownsvillie-Harlingen- 
McAllen (Tex.)..... 


Wheeling-Steubenvilie 

(W. Va.-Ohio).......... 
Nashville (Tenn.)..... 
Charleston (W. Va.)........ 
} ae tne a fobbe 


Flint (Mich.).. “Te 
Wilmington (Del.).. ae 
Salt Lake City (Utah)... ... 
Tacoma (Wash.)........... 


"Beacon (Y.)........ 
Utica-Rome (N° Y.)........ 
Wichita (Kans.).... 
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(Minn.-Wisc.) 


Reading (Pa.) re ape 

7 are 

Huntington-Ashiand 
(W.(Va.-Ky.)........... 


El Paso (Tex.) 
Spokane (Wash.) 
Augusta (Ga.) 


Stockton (Cal.).. 

Erie (Pa.).. 

South Bend Ind.) ). 

Charlotte (N. C.).. : 

Beaumont-Port Arthur (Tex.) 

Little Rock-North Little 
ee 

York (Pa.)........ ote 


Corpus Christi Oe ). 


Yakima (Wash.)......... ‘ 
Roanoke (Va.).......... 

Pensacola (Fla.)............ 
Kalamazoo (Mich.)....... F 


Jamestown (N. Y.)......... 


Everett (Wash.) 
Asheville (N.C.).......... 
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TION 
1/1/55 


eat POPULA- 
ped 
(thousands) 


CITY and STATE 


Galveston (Tex.).. 
Lincoln (Nebr.) 

Wichita Falls (Tex.). . 
Topeka (Kans.)....... 
Springfield (Ohio) 
Champaign-Urbana (Ill.). . 
Jackson (Mich.)... 
Racine (Wisc.) 


128.9 
128.3 
122.5 
121.8 
120.2 
120.1 


Fayetteville (N.C.)...... 
Biloxi-Gulfport (Miss... 


Durham (N. C.).. 


Danville (Va.).......... 
Terre Haute (ind.) 
Waterloo (lowa) 

Bangor (Me.).... 

Decatur (1.) . . 

New Castle (Pa.) 

Salem (Ore.).... 
Lexington (Ky.) Waaied 
Santa Barbara (Cal.)....... 
Green Bay (Wisc.) . 
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Williamsport (Pa.).... 
Alexandria (La.) 

Gadsden (Ala.) 
Texarkana (Ark.). 

Pueblo (Colo.). . 

Port Huron (Mich.)....... 
Mansfield (Ohio) 

St. Joseph (Mo.)... 
Muncie (ind.) ies 
Portsmouth (Ohio) 
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Appleton (Wise.). ... 
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Watertown (N. Y.)........ 
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Bloomington (ill.)......... 
Tyler (Tex.)...........655 
Newark (Ohio)... . 

Dubuque (lowa).... aes 
Sioux Falls (S.D.)..... | 
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Abilene (Tex.)........... 


Wilmington (N. C.).. 


Quincy (Hl.)...... 
Burlington (Vt.)............ 
Fort Smith (Ark.)..........| 
Bellingham (Wash.) 

Billings (Mont.)............| 
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Total Above Metropolitan Areas 102, 690.1 


SALES MANAGEMENT 


Take a Look. at GREENSBORO 


@ . . that has over a million people within a 50-mile radius! 


@ .. that “is one of the most important distribution centers in 
the South”! 


@ .. that “has a greater population within a 50-mile radius 
than any other Southeastern city!” 


Take a Look at the GREENSBORO 


@ .. which leads in more major Sales Classifications than 
any other Metropolitan County Area in the Carolinas! 


@ .. which has gained in more major Sales Classifications 


in 1954 over 1948, than any other Metropolitan County 
Area in the Carolinas! 


This is the Story. of the 


GREENSBORO Metropolitan County Area... 


a best market in the Nation’s Retail Sales! 
(or 17 places better than its family ranking of 109th in the Nation). 
best market in the South’s Retail Sales! 
(or 6 places better than its family ranking of 20th in the South). 


*U. S. Cen of Population, 1950. **Federal Bee ank of Richmond Monthly Review, June 1950. Other sources: Sales Management 
Survey of Bu a ng Power 1955, and U. S. Cen ur) ‘iameoas 1948, 


OVER 100, 000 Greensboro 


CIRCULATION DAILY! 


OVER 400, 000 News and Kecord 


GREENSBORO, NORTH CAROLINA 


K E A D E R S D A i L y! Represente d Nationally by Jann & Kelley, Inc. 


MAY 10, 1955 


Families Ranking of Metropolitan County Areas 


@D Estimates, 1/1/55, for oman of FAMILIES in Descending Order 


FAMILIES 
Rank 1/1/85 Rank 
CITY and STATE In CITY and STATE in CITY and STATE 
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(thousands) 


New York-N. E. New be 
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Cleveland (Ohio) 
Baltimore (Md.).. 
Minneapolis-St. Paul (Minn.) | 
Buffalo (N. Y.).. 
Cincinnati (Ohio) 
Houston (Tex.)..... 
Kansas City (Mo.) 


Asheville (N. C).. 
Decatur (1il.) . . 
| - | Jackson (Mich.).. 
Huntington-Ashiand | . | Santa Barbara (Cal.) 

(W. Va.-Ky.)........... Waterloo (lowa).. re 
Stockton (Cal.)..... : Wichita Falls (Tex.)....... 
Shreveport (La.).... Salem (Ore.) 
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Lancaster (Pa.)............| 
South Bend (ind.)......... 
Trenton (N. J.)..... 
Erie (Pa.).. 

(Ga.) 
Little Rock-North Little 
Rock (Ark.).. 


Beaumont-Port Arthur aj 
) ‘ 

Providence-Pawtucket (R. 1.) h P Fort Wayne (ind.) | 
Indianapolis (ind.) ; E . | Brockton (Mass.) 
San Bernardino (Cal.) i ‘ Texarkana (Ark.) 
Louisville (Ky.)..... Bae . . | Tweson (Ariz.)...... Mansfield (Ohio) 
° El Paso (Tex.)..... Bangor (Me.)..... 
Hartford-New Britain (Conn.) e ¥ Charlotte (N. C.). Pueblo (Colo) 
New ~  epereemed 6 Baton Rouge (La.) Green Bay (Wisc.) 

(Conn.).... : * , Binghamton (N. Y.) Lima (Ohio) 
Birmingham (Ala.) - 71. . | Lansing (Mich.).......... Elkhart (Ind.).... 
rs sp deeb . | Corpus Christi (Tex.).......| Portsmouth (Ohio) 

Gib Wltesess Ae . : Evansville (Ind.)...........| Danville (11.) 
Worcester (Mass.)......... q ‘ Greensboro-High Point (N.C.)) Elmira (N. Y.)... 

| 


Lake Charles (La.)......... 
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Lexington (Ky.).. 

Colerado Springs (Colo.).... 
Biloxi-Gulfport (Miss.) 

Port Huron (Mich.) 
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Bridgeport-Stamford- Rockford (1il.)...... 
Norwalk (Conn.). .. | 
Tampa-St. Petersburg (Fia.).| a . Albuquerque (N. M.)...... 
Columbus (Ohio)... . * Madison (Wisc.).. . } 
Rochester (N. Y.).. of , . | Portland (Me.).......... 
Youngstown (Ohio) . . | Greenville (S.C.)... 
Charleston (S. C.)..... 
Dayton (Ohio)... . Manchester (N. H....... 
Memphis (Tenn.) | Saginaw (Mich.).......... 
Fort Worth (Tex.)... ‘ " Austin (Tex.)..... 
San Antonio (Tex.) .. , . | Lorain-Elyria (Ohio). 
Norfolk-Portsmouth (Va.) y Savannah (Ga.)............ . 
Springfield-Holyoke (Mass.) . - | as Vegas (Nev.) 
Akron (Ohio). ...... ? " Oriando (Fla.)............ Sheboygan (Wisc.) | 
Phoenix (Ariz.)............ Columbus (Ga.) Kenosha (Wisc.). . “i 
Allentown-Bethiehem- Monroe-West Monroe (La.) ).| 
Easton (Pa.).... ‘ 
Tolede (Oio)............. 


Oshkosh (Wisc.) . 
Durham (N. C.) 
Gadsden (Ala.)... 
Alexandria (La.) 
Ogden (Utah) 
Bay City (Mich.» 
Danviile (Va.) 
Cumberland (Md. 
Paducah (Ky.) .. 
Watertown (N. Y.) 
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Fail River-New Bedford Hagerstown (Md.)......... 
Butte-Anaconda (Mont.). . .. 
Fayetteville (N. C.).. ’ 
Lafayette (Ind.)........... 
Zanesville (Ohio) 

Newark (Ohio). 

Sioux Falls (S. D.)... 
Richmond (ind.). . .. 
Bellingham (Wash.).. .. 
Tyler (Tex.)..... 

Billings (Mont.)... 

Quincy (Hi. . 

Lynchburg (Va.) 


SSESSSSA 
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Oklahoma City (Okla.) 
Sacramento (Cal.)......... 
Syracuse (N. Y.)........... 
Wilkes-Barre-Hazelton (Pa.) 
Jacksonville (Fia.)......... 
Wheeling-Steubenville 

(W. Va.-Ohio). . .. 
Richmond (Va.)... 
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Springfield (11.)....... 
Yakima (Wash.)....... 
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Nashville (Tenn.). bad 
Grand Rapids (Mich.)...... 
Wichita (Kans.)....... 
Knoxville (Tenn.).. . . 


Auburn (N. Y.)............. 
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Dubuque (Iowa)... seeds Bi 
Wilmington (N. C.)... 
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Hutchinson (Kans.)......... 


Rurlington (Vt.)............ 
. | Fargo (N. D.)..... oe 
77. | Laredo (Tex.). 


Total Above Metropolitan Areas. .. .30,910.1 
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Roanoke (Va.). 
Galveston (Tex.) .. 
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SALES MANAGEMENT 


|si 


IN THE 


CAROLINAS! 


.. J GREENSBORO 
Metropolitan County Market 
RANKS 1099 IN U.S. FAMILIES! 


roar (B50 us PER FAMILY INCOME! 


a G>> us RETAIL SALES! 


... AND Is’ IN THE SOUTH IN PER FAMILY SALES! 
PER FAMILY RETAIL SALES RANK 
IN THE NATION _IN THE CAROLINAS |. 


a. Carolinas 


| Fargo, North Dakota 1 GREENSBORO N.C. 
2 Reno, Nevada 2 Columbia, S. C. 
3 Atlantic City, N. J. 3 Charlotte, N.C. 


4 Trenton, N. J. 4 Durh N 
5 Cedar Rapids, lowa ~ Raleigh’ N. my 
& Amarillo, Texas 6 Greenville, S. C. 


f sadam 7 Asheville, N. C. 
u ' 
9 Flint, Michigan 8 Spartanburg, S. C. 


9 Winston-Salem, N. C. 
10 GREENSBORO, N. C. 10 Charleston, S. C. 


All Figures from Sales Management Survey of Buying Power, 1955 


OVER 100, 000 


Greensboro 
CIRCULATION DAILY! seule <td 


OVER 400,000 News and Kecord 


GREENSBORO, NORTH CAROLINA 
k E A D eB S D A | L y! Represented Nationally by Jann G Kelley, Inc. 
MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 


GD Estimates, 1954, for TOTAL RETAIL SALES in Descending Order 


CITY and STATE 


TOTAL 
RETAIL 
SALES 


(add 000) 


=f 


New York-N. E. New ame 


Washington (D. C.).. Sapien 
Cleveland (Ohio) 


St. Louis (Mo.) .... 
Minneapolis-St. Paul (Minn.) 


Milwaukee (Wisc.) . . 
Cincinnati (Ohio) 
Dallas (Tex.)... 
Portiand (Ore.). . 


Seattle (Wash.)....... 
Miami (Fia.).... 

Atlanta (Ga.).... 

Denver (Colo.). . 
Indianapolis (Ind ) 

San Diego (Cal.) 
Hartford-New Britain (Conn.) 


Norwalk (Conn.) . . 
Louisville (Ky.). .. 
New ~ esol | 
(Conn.). . een wei 
Columbus (Ohio). 
San Bernardino (Cal.) 
Rochester (N. Y.)....... 
Memphis (Tenn.)......... 
Fort Worth (Tex.).......... 
Worcester (Mass.)... .. 
Youngstown (Ohio). . 


Dayton (Ohio). ... 
Birmingham (Ala.° oe 
San Antonio (Tex.)........ 
Tampa-St. Petersburg (Fia.) 
Toledo (Ohio). . 
Springfield-Holyoke (Mass.). 
Akron (Ohio). .... 
Phoenix (Ariz.)........... 
Allentown-Bethieher:- 
Easton (Pa.).. ‘ 
Norfolk-Portsmouth (Va.) 


Omaha (Nebr.) 
Syracuse (N. Y.) 

San Jose (Cal.) 
Oklahoma City (Okla. 
Richmond (Va.). 
Sacramento (Cal. 
Flint (Mich.) . 

Grand Rapids (Mich. 
Fall River-New Bedford 
*  (Mass.) 
Jacksonville (Fla.) 


Nashville (Tenn.) 
Wichita (Kans.) 

Wilmington (Del.) 
Da ‘eke . NL in 


| 

| 

h | 
aa | 


Beacon (N. Y.) 
Fresno (Cal.) 
Wilkes-Barre-Hazelton (Pa. 


_ Salt Lake City (Utah) 
Harrisburg (Pa.) 
Des Moines (lowa) 


Canton (Ohio)... .. 
Trenton (N. J.)... 
Knoxville (Tenn.) 
Utica-Rome (N. Y.) 
Wheeling-Steubenville 
(W. Va.-Ohio). . ; 
Davenport-Rock Island- 
Moline (lowa-tll.) 
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33 
34 
35 
36 
37 
38 
39 
40 
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CITY and STATE 


Charleston (W. Va.)........ 
Reading (Pa.).............. 
RR oe er 
Spokane (Wash.)..... 


South Bend (ind.)... 
Duluth-Superior 


Beaumont- Port Arthur (Tex.) 


Stockton (Cal.) . ; 

Greensboro-High Point 
(N. C.) 

Brownsville-Harlingen- 


Corpus Christi (Tex. ) 

Scranton (Pa.). 

Little Rock-North Little 
Rock (Ark.)..... 


York (Pa.)........ 


Huntington-Ashiand 
(W. Va.-Ky.) . 

Brockton (Masa.)...... 

Atlantic City (N. J.) 


Portland (Me.)..... 


Evansville (Ind.). . 
Hamilton-Middletown (Ohio) 
Austin (Tex.)..... : 
Albuquerque (N. M.) on 
West Palm Beach (Fia.).... 
Fort Lauderdale (Fia.) 
Saginaw (Mich.). . a 
Lorein-Elyria (Ohio)....... 
Springfield (111.)............ 
Manchester (N. H.)........ 


Lubbock (Tex.).... 
Baton Rouge (La.) 
Greenville (S. C.).... 
Augusta (Ga.). .. 
Columbia (S. C.).. 
Orlando (Fia.)........ 


Jamestown (N. Y.) 

New London-Nerwich Conn. )} 
Roanoke (Va.) . 

Waco (Tex.).. 


Savannah (Ga.) 
Cedar Rapids (lowa 
Kalamazoo (Mich. 
Amarillo (Tex.) . . 
Eugene (Ore.).... 
Boise (Idaho)... 
Hampton-Newport News- 
Warwick (Va.) 
Ann Arbor (Mich.) 
Battle Creek (Mich.) 
Lincoln (Nebr.). . . 


Yakima (Wash.)....... ’ 
Galveston (Tex.)........ 


Raleigh (N.C.)............| 
Topeka (Kans.)........... 


Jackson (Mich.). 
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162,189 


161 ,966 
161,219 
157,401 
157,069 


165 ,642 
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CITY and STATE 


TOTAL 
RETAIL 
SALES 
(add 000) 


Wichita Falls (Tex. ).. FAVE 


Spartanburg (S. C.)........ 
Everett (Wash.).... ak 
Terre Haute (ind.)....... 


Elmira (N. Y.)... 


Green Bay (Wisc.) 
Anderson (ind.).... 
Mansfield (Ohio)... . 
Pensacola (Fla.)........... 
Elkhart (Ind.)............. 
Asheville (N. C.)..... 
Lima (Ohio) 

Joplin (Mo.). 

Durham (N. C.)...... 

Port Huron (Mich.) 


Oshkosh (Wisc.) 

New Castle (Pa.).. 
Williamsport (Pa.) 

Lake Charles (La.) 

Sioux Falls (S. D.)... 

Reno (Nev.). 

Watertown (N. Y. 

Coloratio Springs Colo.) bat 
Ogden (Utah)... Me 
Bay City (Mich.). 


Muncie (ind.).. 

Danville (Ul.).........-...- 
St. Joseph (Mo.). . 
Appleton (Wisc.)...... 
Kenosha (Wise.) . .. 
Bellingham (Wash. 

Las Vegas (Nev. 

Abilene (Tex.) 

bre 

Lewiston-Auburn (Me.) 
Texarkana (Ark.)..... 
Sheboygan (Wisc.) . . 
Portsmouth (Ohio) 
Monroe-West Monroe (La. ). 
Dubuque (lowa) 

Fargo (N. D.) 

Lafayette (Ind. 

Danville (Va.).. 

Billings (Mont.) 


Lynchburg (Va. 
Richmond (Ind. 

La Crosse (Wisc.) 
Biloxi-Guifport (Miss.) 
Fort Smith (Ark. 
Fayetteville (N. C. 
Tyler (Tex.) 

Newark (Ohio) 
Paducah (Ky.) 

Great Falls (Mont.) 


Hagerstown (Md.) 
San Angelo (Tex.).. 
Burlington (Vt. 
Auburn (N, Y.) 
Hutchinson (Kans.) 
Gadsden (Ala.) 


Butte-Anaconda (Mont.) . a | 


Wilmington (N. C.) 
Cumberland (Md. 
Quincy (1.) 


Zanesville (Ohio) 
Alexandria (La.)......... 
Laredo (Tex.).... 


119,075 


118,317 
116,541 
115,190 
114,096 
113,398 
111,825 
111,238 
110,817 
109,865 
109, 562 


107 925 
107,238 
106 ,273 
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Totaj Above Metropolitan Areas. . . 


119,516,794 


SALES MANAGEMENT 


RETAIL SALES 


|s1 


tect Come Easier in the Growing 
CAROLINAS! 


i [GREENSBORO 


Metropolitan County Market 


SOUTH! 


LEADS Qu ancer oy OT HOUNTY AREAS! 


1954 1954 *1954 
Families Total Retail i Over 1953 Over 1948 


Families 1/1/55 Metropolitan Sales Gain Gain 
(000) County Area (000) (000) (000) 
55.3 GREENSBORO, N. C. $251,503 —$1/ 1,801 $74,055 
83.8 Browns.-Hring.-McAln, Tex. 250,494 3,778 80,856 
78.5 Johnstown, Pa. 249,522 3,249 39,193 
69.6 Shreveport, La. 247,909 4,563 77,620 
60.1! El Paso, Tex. 241,551 3,315 81,717 
72.7 Scranton, Pa. 229 044 10,124 23,776 
65.1 Little Rock, Ark. 227,848 2,002 53,102 
63.6 York, Pa. 225,235 25,789 _ 52,460 
60.4 Tucson, Ariz. 210,857 1,223 75,692 


. and 8 Other Larger Metropolitan County Area Markets, including Augusta, Ga., and Binghamton, N. Y. 


METROPOLITAN 
COUNTY MARKETS! 


1954 1954 *1954 


Total Retail Over 1953 Over 1948 
Families Metropolitan Sales Gain 


Rank County Area Rank (000) 
109 : GREENSBORO, N. C. $251,503 $74,055 


Charlotte, N. C. 238,809 54,845 
Greenville, S. C. 174,225 38,398 
Columbia, S. C. 170,359 49,913 
Charleston, S. C. 146,522 33,314 
Raleigh, N. C. 142,723 38,625 
Winston-Salem, N. C. 132,390 35,387 
Asheville, N. C. 111,825 20,026 
Durham, N. C. 109,865 19,740 


IN GREENSBORO ABC 
976,000 RETAIL SALES RETAIL TRADING AREA! 
*U. S. Bureau of Census Figures 1948. All other figures Sales Manag ement Survey of Buying Power, 1955 and 1954. 


over 100,000 


CIRCULATION DAILY! Greensboro 


Wal hes d gary 
OVER 400,000 News and Kecord 


GREENSBORO, NORTH CAROLINA 


R E A D E bE 4 D A | L y! Represented Nationally by Jann & Kelley, Inc. 


MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 
@ZD Estimates, 1954, for FOOD STORE SALES in Descending Order 


FOOD 


Rank 
CITY and STATE SALES in 


Group 
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New York-N. E. New Jersey 
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indianapolis (ind.)......... 
New Orleans (La.) 
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64. 
39. 
66. 
98. 
28. 
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Muncie (ind.).......... 
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146,360 
145,446 
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139,196 
137,926 
133 , 956 
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129,854 
126,960 
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SALES MANAGEMENT 


FOOD STORE SALES 


|s 


tence Come Easier in the Growing 
CAROLINAS! 


‘és | GREENSBORO 


Metropolitan County Market 
LEADS 5 SE AND OTHER METROPOLITAN 


SOUTH! 


Metropolitan 
County Area 


GREENSBORO, N. C. 
Charlotte, N. C. 
Evansville, Ind. 

Little Rock, Ark. 
Augusta, Ga. 

Baton Rouge, La. 


METROPOLITAN 
COUNTY MARKETS! 


Metropolitan 
County Area 


GREENSBORO, N. C. 
Charlotte, N. C. 
Charleston, S. C. 
Greenville, S. C. 
Columbia, S. C. 
Winston-Salem, N. C. 
Raleigh, N. C. 
Asheville, N. C. 
Durham, N. C. 


...$130,859,000 FOOD SALES 1.[REENSBORO Ape 


*U. S. Bureau of Census Figures 1948. All other figures Sales Management Survey of Buying Power, 1955 and 1954. 


ovER 100,000 aha 

CIRCULATION. DAILY! ” He 
JVEWS AML CCOM 

Hl 400,000 GREENSBORO, NORTH CAROLINA 


MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 
_@ Estimates, 1954, for GEN’L. MDSE. STORE SALES in Descending Order 


| GENERAL 
MDSE. | 


| STORE 
CITY and STATE | SALES 
| (add 000) 


Code 
CITY and STATE Num- CITY and STATE 


New York-N. E. New Jersey 1,381,359 le Canton (Ohio) 
» Flint (Mich.) 
Charlotte (N. C.) 


1,283,686 


oa 
—_ 


Chattanooga (Tenn.) 
Wheeling-Steubenville 
(W. Va.-Ohio) . . 
Duluth-Superior 
(Minn.-Wisc.) 
Trenton (N. J.) 
Binghamton (N. Y. 
Beaumont-Port Arthur (Tex.) | 
Lincoln (Nebr.) ‘ 
Erie (Pa.) 
Lansing (Mich.) 
Tacoma (Wash.) 


770,675 
600,819 
513,645 
411,427 
374,390 


13,116 


13,115 
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Minneapolis-St. Paul ( Minn. , 
Cleveland (Ohio) 
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Danville (t1.)........ 
Abilene (Tex.) . 

Bangor (Me.).. 
Springfield (Ohio)... 


West Palm Beach (Fia.) 
Anderson (ind.). . 
Brockton (Mass. ) 
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Fresno (Cal.) 

Poughs je-Newburgh- 
Beacon (N. Y.) 

Fall River-New Bedford 
(Mass.) 
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Seattle (Wash.) 


Cincinnati (Ohio) 
‘er (Colo.).. 
Fort Worth (Tex.) 


S83 BYSRESR2 


Tucson (Ariz.) 
Reading (Pa.) 
Brownsville-Harlingen- 
McAllen (Tex.) 
Huntington-Ashiand 
(W. Va.-Ky.) 
Bakersfield (Cal.) 
Mobile (Ala.) 
Utica-Rome (N. Y. 


Lancaster (Pa.) 
Jackson (Miss.) 
Scranton (Pa.) 
Baton Rouge (La.) 


2253 8 &£8 8 


Pittsfield (Mass.) . . 
Wichita Falls (Tex.) 
Fayetteville (N. C.) 
Joplin (Mo.). 

Lake Charles (La.) 
Fort Smith (Ark.) 
Fargo (N. D.).... 


Bay City (Mich.) 
Manchester (N. H.) 
Portsmouth (Ohio) 
Munele (ind.)... 


Shreveport (La.). 
Corpus Christi (Tex.) 
Augusta (Ga.) 
Rockford (1il.) 
Evansville Ind.) 
Lubbock (Tex.) . 


Amarillo (Tex.). .. 


Appleton (Wisc.)...... 
Watertown (N. Y.)..... 
Elmira (N. Y.). . 
Pensacola (Fla.). 

Reno (Nev.)....... 
Bloomington (Iil.). . . 
Texarkana (Ark.). 

St. Joseph (Mo.) . 

Ann Arbor (Mich.) 
Paducah (Ky.) 
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Sioux City (lowa) 
Boise (Ida.) 
Greenville (S. C.) 
Madison (Wisc.) 
York (Pa.) 

Terre Haute (Ind. 
Waco (Tex.).... 
Orlando (Fia.). .. 
Austin (Tex.) .. 
Decatur (HH1.).. . 
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San Diego (Cai.).... 
Providence-Pawtucket (R. |.) 
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Stockton (Cal.).. 
Cedar Rapids (lowa) 


| 
i) 
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Nashville (Tenn.) . . 


Charleston (W. Va.) 
San Bernardino (Cai.) 
San Jose (Cal.). . 
Grand Rapids (Mich.) 
Alientown-Bethiehem- 


Easton (Pa.).. 
Des Moines (lowa).. 
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Springfield ((11.) 
Eugene (Ore.). . 
Portland (Me.).. 
Winston-Salem (N. C.) 
Savannah (Ga.). . 
Columbia (S. C.) 
Saginaw (Mich.) . 
Roanoke (Va.) 


New Castle (Pa.) 
Colorado Springs (Colo.) 
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Port Huron (Mich.) 


Worcester (Mass.)..... 

Knoxville (Tenn.).. .. | 

Norfolk-Portsmouth (Va.). | 
-Stamford- 


Bridgeport 
Norwalk (Conn.).. . 


Raleigh (N. C.)... 
Montgomery (Ala.) 
Lexington (Ky.). 


ao 
23s 


S 88885 8388 S882 
322 


Tulsa (Okia.) 
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Total Above Metropolitan Areas... 
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SALES MANAGEMENT 


GENT. MDSE. STORE SALES 
fm Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


CAROLINAS! 


OTHER METROPOLITAN 
COUNTY AREAS! 


1954 1954 *1954 
Gen'! Mdse. Gen'! Mdse. Over 1953 Over 1948 
Store Sales Store Sales Gain Gain 


(000) (000) (000) 
$59,020 —$3,541 $10,034 
57,810 — 1,452 7,149 
57,662 — 1,616 7,620 
52,266 — 52 4,742 
51,742 385 2,963 
47,047 3,964 2,461 
45,381 377 17,021 
40,540 515 8,066 
San Jose, Calif. 48,209 486 17,898 
Norfolk-Portsmouth, Va. 44,603 1.494 12,953 


. . and 55 Other Larger Metropolitan County Area Markets including Phoenix, ., and San Bernardino, Calif. 


in the CAROLINAS’ METROPOLITAN 


COUNTY MARKETS! 


1954 1954 *1954 
Gen'l Mdse. Gen'! Mdse. Over 1953 


Store Sales Store Sales Gain 


(000) Rank 
$59,020 
33,215 
21,694 
17,653 
17,430 
16,979 
16,693 
14,758 
12,514 


$87,902,000 GEN.MDSE. SALES }i GREENSBORO, ABC 


*U. S. Bureau of Census Figures 1948. All other figures Sales Management Survey of Buying Power, 1955 and 1954. 


oveR 100,000 


CIRCULATION DAILY! 


Families 


1/1/55 Metropolitan 


County Area 


GREENSBORO, N. C. 
Oklahoma City, Okla. 
Salt Lake City, Utah 
Omaha, Neb. 

Syracuse, N. Y. 
Allentown,Bethlehem, Pa. 
Worcester, Mass. 
Jacksonville, Fla. 


Families 


Families Metropolitan 


County Area 


GREENSBORO, N. C. 
Charlotte, N. C. 
Greenville, S. C. 
Winston-Salem, N. C. 
Columbia, S. C. 
Raleigh, N. C. 
Asheville, N. C. 
Durham, N. C. 
Charleston, S. C. 


Greensboro 
News and Record 


ovER 400,000 


READERS DAILY! 


MAY 10, 1955 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Dollar Volume Ranking of Metropolitan County Areas 


G7) Estimates, 1954, for FURN.-HOUSE.-RADIO STORE SALES, in Descending Order 


| 
Rank Code Rank 

in Num- CITY and STATE in CITY and STATE 
Group ber Group 


CITY and STATE 


New York-N. E. New Jersey 
(N. Y.-N. JL). .... ‘ 


Poughkeepsie-Newburgh- 
Beacon (N. Y.)........... 
Los Angeles (Cal.) 


Utica-Rome (WN. Y.)......... 
Stockton (Cal.)............. 


Peoria (Il. 
Erie (Pa.).. A ie 
igh Point (N.C.) 
ae ae 
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Battle Creek (Mich.)........ 


Wichita Falls ¢Tex.) r, 
Monroe-West Monroe (La.) 
Elmira (N. Y.) ‘ ee 
Lexington (Ky.) 

Ogden (Utah) 

Springfield (Ohio) 

Yakima (Wash.) 

Bay City (Mich.) 

Muncie (ind.) 


Sew eOnoqaeawn — 


Fort Wayne (Ind.).... . ; 
Corpus Christi (Tex.). .. 
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Buffalo (N. Y.)........ 
Kansas City (Mo.)......... 
Miami (Fia.)...... 
Milwaukee (Wisc.).... 
Cincinnati (Ohio)... . | 
San Diego (Cal.)... 


Saeaenraoeooannna 
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—s 
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é Terre Haute (ind.) 
Tacoma (Wash.).. . Pueblo (Colo.) 
Davenport-Rock Island- ‘ Macon (Ga.)... 

| } Moline (lowa-lli.) . . Mansfield (Ohio) 
Portland (Ore.)..... | y , Rockford (Ii.) Lincotn (Nebr.) . 


SfS8SS SSSESSRERRS SsZ 


#282 82 


8 


Seattle (Wash.) . Duluth-Superior ‘ Anderson (Ind.). 
Indianapolis (ind. . . (Minn.-Wise.) ° > Jackson (Mich.) 
New Orleans (La.) . Binghamton (N. Y.)..... e . | Asheville (N. C.) 
Dallas (Tex.) Brownsville-Harlingen- . Reno (Nev.) 
Hartford-New Britain (Conn.) : | McAllen (Tex.). .. . - | Williamsport (Pa.) 
Denver (Colo.)........ | 
New Haver Waterbury . | Johnstown (Pa.) ° | . Sioux Falls (S. D.) 
(Conn.) aient Spokane (Wash.) . | . Bangor (Me.). . 
Bridgeport-Stamford- Roanoke (Va.) . . e m x Elkhart (Ind.) 
Norwalk (Conn.) ... | : . | Manchester (N. H.)... | : | 5 Danville (ill.) 
| 


283 
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Providence-Pawtucket (R. |. Fort Lauderdale (Fia.)..... ; | - | St. Joseph (Mo.)... 
. | West Palm Beach (Fia.) ; | - | Portsmouth (Ohio) . . 
Atlanta (Ga.).... tesees| ' . | Charlotte (N. C.) } . . | Appleton (Wisc.) 
Albany-Schenectady-Troy | . | Evansville (ind.). .. } x . Oshkosh (Wisc.) 

(N. Y.) sfaetes a ‘ 3 - | Huntineton-Ashiand | - | Billings (Mont.) 
Rochester (N. Y.) | ; | (W. Va.-Ky.) : : Lima (Ohio) 
Louisville (Ky.)............| . . | Greenville (S C.) 
Allentown-Bethiehem- | Sioux City (lowa) 

Easton (Pa.) a | x . | Mobile (Ala.) : . | Tyler (Tex.). 
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Columbus (Ohio)........ Hamilton-Middletown (Ohio . Hagerstown (Md.)........ 
Phoenix (Ariz.)......... Portland (Me.)............ 11,257 . | .Biloxi-Gulfport (Miss.).. 
Birmingham (Ala.)..... Little Rock-North Little - | Everett (Wash.)..... 

San Bernardino (Cal.) ‘ Rock (Ark.) hie | 11,006 . | Lewiston-Auburn (Me.). . 
Worcester (Mass.) . . | y 4 Baton Rouge (La.)......... 10,968 . Gadsden (Ala.) 
| 
| 


Galveston (Tex.) ; 10,566 “ Richmond (ind.). . 
Sacramento (Cal.) \ Lansing (Mich.) ' 10,525 . | Burlington (Vt.) 
Youngstown (Ohio) | , } - Atlantic City (N. J.) } 10,464 . | Auburn (N. Y.) 
Tampa-St. Petersburg (Fila.).| ® | . | Cedar Rapids (lowa) 10,317 | 
Springfield-Hotyoke (Mass.) . . | Austin (Tex.).. ‘ | 10,279 | » Pensacola (Fla.) 
Omaha (Nebr.)...... | . | Watertown (N. Y.).. 
San Antonio (Tex.).... | . | Altoona (Pa.)...... ? . | Bloomington (Ii.). 


SP fSfPSPaae 
oo o=-- 
$8822233 


332 
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Norfolk-Portsmouth (Va.) Savannah (Ga.) | . . | Joplin (Mo.)....... 
Toledo (Ohio) > Amarillo (Tex.) | A . | Champaign-Urbana (1il.) 
Memphis (Tenn.)..... , . | Columbia (S.C.).... | ‘ | f Lake Charles (La.) . 
Dayton (Ohio) . é q b Brockton (Mass.) nn . A Cumberland (Md.) 
| Orlando (Fla.)... : . . | Bellingham (Wash.) 
Richmond (Va.). 4 . | Hampton-Newport News- | . | Zanesville (Ohio) 
San Jose (Cal.) ‘Jae . | | Warwick (Va.) : b Abilene (Tex.). . 
Fort Worth (Tex.) | y . | Eugene (Ore.) } 
Fall River-New Bedford ° Kalamazoo (Mich.) ’ . | Great Falls (Mont. 
(Mass.) reas ‘ . | Springfield (i11.) ; , m San Angelo (Tex.) 
Wilmington (Del.)......... J | | f Lafayette (ind.). 
Oklahoma City (Okia.) a ‘ . | Lorain-Etlyria (Ohio) La Crosse (Wisc.) 
Salt Lake City (Utah) e q Waco (Tex.) . Port Huron (Mich.) 
Wilkes-Barre-Hazelton (Pa. : | & . | Lubbock (Tex.) Las Vegas (Nev.) 
Akron (Ohio)... , | . | Columbus (Ga.) Kenosha (Wise.)..... 
Nashville (Tenn.) eal . | Charleston (S. C.) Alexandria (La.) 
| Waterloo (lowa) Lynchburg (Va.) 
Knoxville (Tenn.)......... fe Santa Barbara (Cal.) Hutchinson (Kans.).... 
Grand Rapids (Mich.) ‘ . | Topeka (Kans.) 
Fresno (Cal.) goat Chr oihdin mq v Raleigh (N. C.) 
Wichita (Kans.)........... . Winston-Salem (N. C.) 
Tulsa (Okla) | 
Canton (Ohio). . .. . | Augusta (Ga.) 
Jacksonville (Fla.)... ’ - | Madison (Wisc.) 
Jackson ( Miss.) 
Boise (Ida.) 
Montgomery (Ala.). . 
Spartanburg (S. C.)... 
New London-Norwich (Conn.) 
Racine (Wisc.) 
Saginaw (Mich.) 
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Texarkana (Ark.) 
Fayetteville (N. C.)... 
Sheboygan ( Wisc.) 
Paducah (Ky.) ‘ ; 
Butte-Anaconda (Mont.) 
Fargo (N. D.). 

Danville (Va.) 

Wilmington (N. C.) 

Fort Smith (Ark.) 
Dubuque (luwa) 


Newark (Ohio) 
Quincy (tI.) 
Laredo (Tex.)....... 
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. | Salem (Ore.) 
| - | New Castle (Pa.) 
Beaumont-Port Arthur (Tex.); 4 . | Durham (N.C.).... 


_™™ 
4 
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Total Above Metropolitan Areas... 6,718,935 


SALES MANAGEMENT 


FURN.- HOUSE.-RADIO STORE SALES 


1s Come Easier in the Growing 


CAROLINAS! GREENSBORO 


IN THE 


siti Metropolitan County Market 


LEADS 26 LARGER ano OTHER METROPOLITAN 


1954 Furn.- Furn.-House.- 1954 
Families House.-Radio Radio Store 
Femilies 1/1/55 Metropolitan Store Sales Sales 
(000) County Area 


(000) 
55.3 GREENSBORO, N. C. $16,449 
75.1 Bakersfield, Calif. 15,902 
63.6 York, Pa. 15,879 
72.7 Scranton, Pa. 14,454 
69.3 Lancaster, Pa. 14,439 
90.9 Tacoma, Wash. 14,284 
76.8 Davenport-Rock |.-Moline, la.-ill. 14,008 
80.6 Duluth-Superior, Minn.-Wis. 13,624 
78.5 Johnstown, Pa. 13,552 


80.0 Spokane, Wash. 13,488 l 31 3,2 
...and 17 Other Larger Metropolitan County Area Markets including Shreveport, La., and Mobile, Ala. 


in the CAROLINAS’ counry wankers: 
1954 Furn.- Furn.-House.- 1954 
Families House.-Radio Radio Store 


1/1/55 Metropolitan Store Sales Sales 
County Area 


(000) 
GREENSBORO, N. C. $16,449 
Charlotte, N. C. 12,906 
Greenville, S. C. 12,082 
Columbia, S. C. 9,979 
Charleston, S. C. 9,241 
Raleigh, N. C. 8,808 
Winston-Salem, N. C. 8,777 
Durham, N. C. 7,652 
Asheville, N. C. 6,190 


$38, 992.000 FURN. SALES (GREENSBORO ABC 
*U. S. Bureau of Census Figures 1948. All other figures Sales Management Survey of Buying Power, 1955 and 1954. 


OVER 100, 000 Greensboro 


CIRCULATION DAILY! 


OVER 400,000 News and Kecord 


GREENSBORO, NORTH CAROLINA 


Bf E A D E R S D A | L y! Represented by Jann & Kelley, Inc. 


MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 


LH) Estimates, 1954, for AUTOMOTIVE DEALERS & STORE SALES in Descending Order 


AUTOMO- - | AUTOMO- 
ITIVE STORE! Rank ; TIVE STORE Code | 
CITY and STATE SALES Num-. 

(add 000) 


AUTOMO- 
. TIVE STORE 
CITY and STATE CITY and STATE ES 


iF 
H: 
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Elhart (Ind.)............ . 


- = 


SSSESSESo8 


Pittsburgh (Pa.).... 
Washington (D. C.) 
St. Louis (Mo.) 
Cleveland (Ohio) 


Minneapolis-St. Paul (Minn.)| 


Buffalo (N. Y.)..... 
Houston (Tex.). . 
Kansas City (Mo.) 
Milwaukee (Wisc.) . . 
Baltimore (Md.) 
Dallas (Tex.) 
Cincinnati (Ohio) 
Portiand (Ore.). . 


Indianapolis (ind.) 

Atlanta (Ga.) 

Denver (Colo.) 

Seattle (Wash.) 

Miami (Fla.) 

San Diego (Cal.) 

Louisville (Ky.) 
Hartford-New Britain (Conn.) 
Memphis (Tenn.) 
Providence-Pawtucket (R. |. 


Bridgeport-Stamford- 
Norwalk (Conn.) 
Columbus (Ohio) 
Rochester (N. Y. 
Toledo (Ohio) 
Albany-Schenectady-Troy 
(N. Y.).. F 
Youngstown (Ohio) 
Birmingham (Ala.) 
Fort Worth (Tex.)... 
Akron (Ohio) 
San Antonio (Tex.) 


New Haven-Waterbury 
(Conn.)......... 


Dayton (Ohio) 

San Bernardino (Cal.) 
Oklahoma City (Okla.) 
Omaha (Nebr.)...... 
Phoenix (Ariz.)..... 

New Orleans (La.).. 

Flint (Mich.) ; 
Tampa-St. Petersburg (Fla.) 
Worcester (Mass.). . 


Tulsa (Okla.) al 
Allentown-Bethiehem- 
Easton (Pa.)..... 
Wichita (Kans.).... 
Nashville (Tenn.).. . . 
Jacksonville (Fia.). , 
Springfield-Holyoke (Mass. ) 
Norfolk-Portsmouth (Va.) 
Des Moines (lowa) 
San Jose (Cal.)... 
Sacramento (Cal.) 


Syracuse (N. Y.) 
Grand Rapids (Mich.) 
Shreveport (La.) 
Fresno (Cal.)..... 
Richmond (Va.) 
Wilmington (Del.) 
Harrisburg (Pa.) 
Spokane (Wash.).......... 
Davenport-Rock Island- 
Moline (lowa-tll.) . 
Lansing (Mich.)... 


Sait Lake City (Utah). . 
Knoxville (Tenn.) 
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Tacoma (Wash.). . 
Corpus Christi (Tex.) . 
Beaumont-Port Arthur (Tex.) 


‘ South Bend (ind.).. .. | 


Trenton (N. J.) 
Bakersfield (Cal.) 
Reading (Pa.)..... 
Little Rock-North Little 
Rock (Ark.). . 
Peoria (Iil.) 
Chattanooga (Tenn.) 
Fall River-New Bedford 
(Mass.)..... 
Wilkes-Barre-Hazelton (Pa.) 
Brownsville-Harlingen- 
McAllen (Tex.) 
Erie (Pa.) 


El Paso (Tex.) 
Fort Wayne (ind.) 
Wheeling-Steubenville 
(W. Va.-Ohio) 
Stockton (Cal.) 
Lubbock (Tex.) 
Utica-Rome (N. Y.) 
Lancaster (Pa.) 
Charlotte (N. C.) 
Columbia (S. C.) 
Huntington-Ashiand 
(W. Va.-Ky.) 


Greensboro-High Point 
N. C.) 
Johnstown (Pa.) 
Mobile (Ala.) 
Amarillo (Tex.) 
Austin (Tex.) 
York (Pa.) 
Waco (Tex.) 
Binghamton (N. Y. 
Greenville (¢. C.) 
Rockford (I.) 


Evansville (Ind.) 
Hamilton-Middletown (Ohio) 
Hampton-Newport News- 

Warwick (Va.) 
Albuquerque (N. M.) 
Oriando (Fia.) 


Wichita Falls (Tex 
Saginaw (Mich.) 
Yakima (Wash.) 
Madison (Wisc.) 
Cedar Rapids (lowa, 
Tucson (Ariz.) 
Brockton ( Mass.) 
Augusta (Ga.) 
Portland (Me.) 
Battle Creek (Mich. 


Salem (Ore.) 
Lorain-Elyria (Ohio 
Charleston (S. C. 
Kalamazoo (Mich.) 
Columbus (Ga.) 

Fort Lauderdale (Fia.) 
Eugene (Ore.) 
Raleigh (N. C.) 
Montgomery (Ala. 
Abilene (Tex.) 


Savannah (Ga.) 
Jamestown (N. Y.) 
Decatur (W.).... 
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Sioux City (lowa) 


Terre Haute (ind.) . . 
Everett (Wash.).... 
Pittsfield (Mass.). . . 
Bangor (Me.) 
Galveston (Tex.) 
Champaign-Urbana (II!.) 
Racine (Wisc.) 

Fort Smith (Ark.) 
Winston-Salem (N. C.) 
Anderson (ind.) 


Las Vegas (Nev.).. 
Lake Charles (La.) 
Macon (Ga.)..... 
Manchester (N. H.) 
Waterloo (lowa). . 
Elmira (N. Y.) 
Tyler (Tex.) 
Pueblo (Colo.) 
Springfield (Ohio) 
Atlantic City (N. J.) 


Port Huron (Mich.) 
Oskosh (Wisc.) 
Mansfield (Ohio) 
Reno (Nev.).. 
Fargo (N. D.).... 
Durham (N. C.) 
Billings (Mont.) 
Paducah (Ky.).. 
Muncie (Ind.) 
Lexington (Ky.) 


Green Bay (Wisc.). . . 
Bloomington (III.) 
Williamsport (Pa.)... 


Richmond (ind.).. . 
St. Joseph (Mo.)..., 
New Castle (Pa.)... 


Danville (11.) 
Gadsden (Ala.) 
Texarkana (Ark.)... 
San Angelo (Tex.).. 
Kenosha (Wisc.). ... 
Portsmouth (Ohio) . 
Lima (Ohio) . - 
Fayetteville (N. C.). 
Lynchburg (Va.).. 
Danville (Va.) 


Colorado Springs (Colo. ) 
Lewiston-Auburn (Me.) 
Bellingham (Wash.) 
Dubuque (lowa) . . 
Ogden (Utah). . 

Bay City (Mich.) 
Appleton (Wisc. ) 
Butte-Anaconda (Mont.) 
Great Falls (Mont.) 
Biloxi-Gulfport (Miss. ) 


Sheboygan (Wisc.) 
Alexandria (La.).. 
Lafayette (Ind.) 
Zanesville (Ohio) 
La Crosse (Wisc.) 
(Vt.) 
Wilmington (N. C.) 
Quincy (11. 
Newark (Ohio) 
Hagerstown (Md.) 


Auburn (N. Y.).. 
Cumberland (Md.). . 


age 38888882 
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Levede (Fox)... 


Total Above Metropolitan Areas... .20,943,629 
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AUTOMOTIVE DEALERS & STORE SALES 


30 Come Easier in the Growing 


IN: THE 


pauses GREENSBORO 


ivi” Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1954 *1954 
Families Auto Dirs. Auto Dirs. Over 1953 Over 1948 
Families 1/1/55 Metropolitan & Store Sales & Store Sales G Gain 
(000) County Area ) Rank 


(000 (000) (000) 
55.3 GREENSBORO, N. C. $44,766 101 t $18,760 
78.5 Johnstown, Pa. 42,918 102 ; 12,485 
74.0 Mobile, Ala. 42,569 103 15,805 
York, Pa. 40,087 ; 14,756 
Binghamton, N. Y. 39,844 10,034 
Baton Rouge, La. 37,276 13,950 
Evansville, Ind. 36,899 ; - 13,787 
Tuscon, Ariz. 33,882 ; 16,698 
Augusta, Ga. 33,613 15,513 
Scranton, Pa. 28,512 R 6,591 


, . . and Brockton, Mass. METROPOLITAN 
in the CAROLINAS’ county wankers: 


Families Metropolitan & Store Sales & Store Sales Gain Gain 
Rank County Area 


(000) (000) (000) 

103 . Charlotte, N. C. $46,352 —$7,030 $16,829 
139 : Columbia, S. C. 45,493 — 4,757 19,207 
109 . GREENSBORO, N. C. 44,766 — 4,484 18,760 
114 : Greenville, S. C. 39,591 — 2,529 14,930 
115 Charleston, S. C. 32,275 — 1,772 11,504 
154 fp Raleigh, N. C. 31,495 — 2,090 12,050 
132 ’ Winston-Salem, N. C 24,945 — 586 9,915 
192 . Durham, N. C. 20,994 — 2,695 6,325 

— 1,884 6,028 


IN GREENSBORO ABC 
RETAIL TRADING AREA! 


*U. S. Bureau of Census Figures 1948. All other figures Sales Manag ement Survey of Buying Power, 1955 and 1954. 


over 100,000 


CIRCULATION DAILY! 


Greensboro 


News and Record 
OVER 400,000 GREENSBORO, NORTH CAROLINA 
READERS DAILY! Uoesiusetad Mealiondily by Doha ® Geliny, tne. 


MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 


@® a 1954, for DRUG < STORE SALES i in | Descending Order 


CITY and STATE 


New York-N. E. New Jersey | 
(N. Y.-N. J.) 

Los Angeles (Cal.) 

Chicago (II1.) 

Detroit (Mich.) 

Philadeiphia ( Pa.) 

Boston (Mass. ' 


San Francisco-Oakland (Cal. 


CITY and STATE 


Beaumont-Port Arthur Tex. )| 


Fort Wayne (ind.) 
Shreveport (La.) 
Lansing (Mich.) 


Canton (Ohio) 
Austin (Tex.) 
South Bend (Ind.) 


CITY and STATE 


Springfield « (Mo.) 
Asheville (N. C.) 
Anderson (Ind.) 
Terre Haute (ind.) 
Racine (Wisc.) 
(Ala.) 
Macon (Ga.) 


| 
| 


owe mee 
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Washington (D. C.) - | Corpus Christi (Tex.) F . | Manchester (N. H.) 

Pittsburgh (Pa.) . - | Madison (Wisc.) } 85 . | York (Pa.) 

Kansas City (Mo.) ’ | . Little Rock-North Little | ° Springfield (Ohio) 
Rock (Ark.) . . | Bay City (Mich. 

Cleveland (Ohio) f - | Wheeling-Steubenville lb Elkhart (ind.) 

St. Louis (Mo.) J | (W. Va.-Ohio)... ° 5 Lafayette (Ind. 
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Baltimore (Md. | ' - | Tacoma (Wash) | . | Danville (11. 


Minneapolis-St. Paul (Minn.)! 


Miami (Fla. 
Datias (Tex.) 
Houston (Tex. 

. Indianapolis (ind. 
Cincinnati (Ohio 
Denver (Colo.) 


Buffalo (N. Y.) 
Milwaukee (Wisc. 
New Orleans (La. 
Atlanta (Ga. 
Louisville (Ky. 
Seattle (Wash.) 
San Diego (Cal.) 


Hartford-New Britain (Conn. 
Providence-Pawtucket (R. 1.)| 


Dayton (Ohio 


Portiand (Ore. 
Columbus (Ohio) 
Bridgeport-Stamford- 
Norwalk ‘Conn. 
New Haven-Waterbury 
(Conn.) 
San Bernardino (Cal. 
Fort Worth (Tex.) 
Rochester (N. Y.) 


Tampa-St. Petersburg (Fla.) 


San Antonio (Tex.) 


Duluth-Superior 
(Minn-Wisc.) 
Ann Arbor (Mich.) 


Peoria (HLL) 
Evansville (ind.) 
Fort Lauderdale (Fla.) 
Brownsville-Harlingen- 
McAllen (Tex.) 
Charleston (W. Va.) 
Reno (Nev.) 
Wilkes-Barre-Hazelton (Pa. 
Trenton (N. J.) 
Kalamazoo (Mich.) 
Atlantic City (N. J.) 


Char'otte (N. C.) 
Lubbock (Tex.) 
Baton Rouge (La.) 
Utica-Rome (N. Y.) 
Greensboro-High Point (N.C. 
Orlando (Fia.) 
Huntington-Ashland 
(W. Va.-Ky.) 
Saginaw (Mich.) 
West Palm Beach (Fia.) 
Galveston (Tex.) 


Rockford (1l.) 
Battle Creek (Mich. ) 
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Durham (N. C.) 
Pensacola (Fla.) 


Eugene (Ore. 


Lynchburg (Va.) 
Columbus (Ga. 
Waterloo (lowa) 
Pittsfield (Mass.).. 
Las Vegas (Nev.) 
Jamestown (N. Y.) 
Muncie (Ind.) 
Decatur (Iil.) 
Ogden (Utah) 
Joplin (Mo.). . 


Sioux Falls (S. D.).. 
Port Huron (Mich.) 
Spartanburg (S. C.) 
Salem (Ore.) 

Green Bay (Wisc.) 
Paducah (Ky.). . 
Everett (Wash). 
Tyler (Tex.) 
Bloomington (III. 
Fargo (N. D.) 


Texarkana (Ark.) 
Altoona (Pa.) 
Abilene (Tex.) 
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Bangor (Me.) 

Danville (Va.) 

Richmond (Ind.) i 
Biloxi-Gulfport (Miss.)... . 
Watertown (N. Y.) 
Monroe-West Monroe (La.) 
Mansfield (Ohio) 


Grand Rapids (Mich)... . | Springfield (1i1.) 

- | Albuquerque (N. M.) 
Phoenix (Ariz.) Fane ° Bakersfield (Cal.) . 
Memphis (Tenn.) | 2 | ( Reading (Pa.) 
Springfield-Holyoke (Mass. | A . Brockton (Mass.) 
Toledo (Ohio) ) - ( Amarillo (Tex.) 
Norfotk-Portsmouth (Va.) . ’ Erie (Pa.) 
Omaha (Nebr.) 4 . Stockton (Cal.) 
Oklahoma City (Okia.) 
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Williamsport (Pa. 
Oshkosh (Wisc.) 
Billings ‘Mont.) 
Kenosha (Wisc.) 
Wilmington (N. C.) 
Lake Charles (La. 
Pueblo (Colo. 
Lima (Ohio) 
Portsmouth (Ohio) 
Hutchinson (Kans. 


Portiand (Me.) 
Binghamton (N. Y.) 
Cedar Rapids (lowa) 
. Lincoln (Nebr.) 
Jacksonville (Fla.) , , Muskegon (Mich.) 
Birmingham (Ala.) . - | Lexington (Ky.) 
Akron (Ohio - | Columbia (S. C.). 
Youngstown (Ohio) . : Jackson (Mich.) 
Sacramento (Cal.) | , - | Lorain-Elyria (Ohio) 
Fall River-New Bedford , St. Joseph (Mo.) 

(Mass.) | 
San Jose (Cal.) A ° Greenville (S. C.) 
Albany-Schenectady-Troy ° Lancaster (Pa.) 

(N. ¥.) ! 58 ° Hampton-Newport News- 
Wichita (Kans.) Warwick (Va.) . 
Sait Lake City (Utah Savannah (Ga.).. 

Colorado Springs (Colo. ) 
Scranton (Pa.) 
Hamilton-Middietown (Ohio) 
Santa Barbara (Cal.) 
Roanoke (Va.) 

Charleston (S. C.) 
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Fort Smith (Ark.) 

San Angelo (Tex.) 

New Castle (Pa.) 
Cumberland (Md.) 
Fayetteville (N. C.) 

Elmira (N. Y.) 

Bellingham (Wash.)....... 
Quincy (H1.) 

Zanesville (Ohio) 

Gadsden (Ala.) 
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Tulsa (Okla.) 
Nashville (Tenn.) 
Syracuse (N. Y.) 
Knoxville (Tenn.) . 
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Appleton (Wisc.) 
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Sioux City (lowa) 

Waco (Tex.) 

New London-Norwich ‘Genn)| 
Raleigh (N. C.) 

Augusta (Ga.). 

Yakima (Wash.) sas sia 
Wichita Falls (Tex.).... 
Champaign-Urbana (IIl.) 
Boise (ida.)....... 
Topeka (Kans.). 
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Butte-Anaconda ( Mont.) 
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. | Auburn (N. Y.). 
Dubuque (lowa).... 
Great Falls (Mont.) 


Total Above Metropolitan Areas. . . 
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Jackson (Miss.) 
Johnstown (Pa.) 
Winston-Salem (N. C.) 
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SALES MANAGEMENT 


DRUG STORE SALES 


Come Easier in the Growing 
CAROLINAS! 


20 GREENSBORO 
Metropolitan County Market 


iN “THE 


SOUTH! 


OTHER METROPOLITAN 
COUNTY AREAS! 


1954 #1954 

Families Drug Store Over 1953 Over 1948 

Families 1/1/55 ve tropolitan Sales i Gain 
County Area (000) Rank 


) (000) 
GREENSBORO, N. C. ; 105 $1,967 
Huntington-Ashland, W. Va.- Ky. ; 107 722 
Bakersfield, Calif. : 115 695 
Reading, Pa. ; 116 921 
Erie, Pa. ; 119 906 
Stockton, Calif. . 120 820 
Lancaster, Pa. ; 132 888 
Scranton, Pa. ‘ 136 265 
Johnstown, Pa. ; 152 426 


York, Pa. ; 784 
. . and Brockton, Mass., Binghamton, N. Y., and Augusta, Ga. 


. METROPOLITAN 
in the CAROLINAS’ county wankers: 
oid Bie Drug Store : of te ee 


Metropolitan Sales Sal Gain Gain 
County Area 


(000) (000) (000) 
Charlotte, N. C. $6,614 $ 921 
GREENSBORO, N. C. 6,458 1,967 
Columbia, S. C. 5,391 1,339 
Greenville, S. C. 5,157 910 
Charleston, S. C. 4,640 770 
Raleigh, N. C. 4,468 784 
Winston-Salem, N. C. 4,114 1,105 
Asheville, N. C. 4,085 583 
Durham, N. C. 3,568 885 


$15, 865,000 DRUG SALES [W.GREENSBORO ABC 
*U. S. Bureau of Census Figures 1948. All other figures Sales Manag ement Survey of Buying Power, 1955 and 1954. 


OVER 100, 000 Greensboro 


CIRCULATION DAILY! 


OVER 400,000 News and Kecord 


GREENSBORO, NORTH CAROLINA 


R E A D E q S D A ] L y! Represented Re rene & Kelley, Inc. 


MAY 10, 1955 


Did you Say Coverage ? 


ONS AMERICANWEEKLY 


WE BLANKET 9.8 MILLION FAMILIES! AND WE 
GIVE YOU AN AVERAGE OF 50.1% FAMILY COV- 


ERAGE IN 771 CITIES 


And what is there about the American Weekly that 
keeps so many millions of families coming back 
Sunday after Sunday... nearly ten million families 
with a median income of $4,495 representing one 
of the biggest single blocs of purchasing power in 
the nation? Simply an editorial concept which says: 
meet the enthusiasms of the American Family. 

Each exciting issue of the American Weekly deals 


OF 10,000 AND OVER! 


only with those appeals to which most people re- 
spond most eagerly. And because reader enthu- 
siasm spills over from page to page, advertisers 
profit. Remember, too, in the 324 counties doing 
79.5% of supermarket sales, the American Weekly 
delivers 8,240,197 families—many more than Life 
and the Saturday Evening Post combined, for 
about one half the cost. 


i 
Tee M WERICAN 


63 VESEY STREET, NEW YORK 7, N.Y. 


Beamed to the Enthusiasms of the American Family... 


SALES MANAGEMENT 


AMERICAN WEEKLY COVERAGE IS LARGER 
WHERE SALES ARE BIGGEST! 


49% of its nearly ten million fami- 


lies live in the areas which produce 


70% of all retail sales. 


Your message in the American 
Weekly will reach, on the average, 
50.1% of al// families living in 77] 
key sales cities of 10,000 popula- 


tion or more. 


lt gets to no less than one out of 
every five families living in. 3,943 


places of 1,000 population or better. 


No standard national. magazine 
even approaches this intensive cov- 
erage of America’s major market- 


ing areas. 


AND IS LOWEST IN COST PER THOUSAND 
4-color 4-color 1-color & Black 1-color & Black 
Page Y%, Page % Page % Page 
AMERICAN WEEKLY $3.01 $1.80 $1.15 $0.59 
Life 5.45 _ 2.37* _ 
Saturday Evening Post 5.45 3.14 2.48* 1.33** 
Collier’s 4.84 2.86 2.23* 1.33** 


Look 5.44 3.23 2.53* 1.50** 
Ladies’ Home Journal 4.10 2.33 1.86* 


McCall’s 4.05 2.24 1.82* -93** 


*% p. black and 1 color rate. **\ p. black and 1 color rate. 
Distributed by the twenty-nine front-rank newspapers listed here, The American Weekly — the right vehicle 
for selling any type of merchandise —takes you to the right places for doing business in big volume. 


ALBANY TIMES-UNION e« BALTIMORE AMERICAN e BOSTON ADVERTISER ¢ BUFFALO COURIER-EXPRESS « CHICAGO AMERICAN e CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER e CORPUS CHRIST! CALLER TIMES e DALLAS TIMES HERALD e DETROIT TIMES e HOUSTON CHRONICLE e HUNTINGTON, W. VA., 
HERALD-ADVERTISER « KNOXVILLE JOURNAL e LOS ANGELES EXAMINER e MIAMI HERALD ¢ MILWAUKEE SENTINEL « NEW ORLEANS ITEM ¢ NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN » PITTSBURGH SUN-TELEGRAPH e PORTLAND OREGONIAN e ST. LOUIS GLOBE-DEMOCRAT e ST. PAUL PIONEER PRESS « SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER e SEATTLE POST-INTELLIGENCER SYRACUSE HERALD-AMERICAN ¢ WASHINGTON POST & TIMES-HERALD e« WICHITA BEACON 


WEERLY 


BRANCH OFFICES: ATLANTA © BOSTON * CHICAGO * CLEVELAND * DETROIT * LOS ANGELES * SAN FRANCISCO 


because Enthusiasm moves people, moves products 


MAY 10, 1955 


Dollar Volume Ranking of Metropolitan County Areas 
Estimates, 1954, for TOTAL NET EFFECTIVE BUYING INCOME in Descending Order 


NET E. B. |. NET E. B. I. ro’ 


Rank Code Rank 


CITY and STATE in CITY and STATE in CITY and STATE @ 
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New York-N. E. New Jersey West Paim Beach (Fia.) 
Ga.) 
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Providence-Pawtucket (R. |.) 
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Lafayette (Inc.) née 
Salem (Ove.).............. 
Kenosha (Wisc.).... 
Colorado Springs (Colo.) 
Bangor (Me.) 


Bay City (Mich.) 

Danville (111.).............. 
Ogden (Utah)............. 
| _ ae 


112. 
33. 
84. 1 
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Y 3882 82 


Worcester ¢ Mass.) . 
Toledo (Ohio)... ... 
Birmingham (Ala.)..... wa 


San Bernardino (Cal.)....... 


Albuquerque (N. M.)..... 
Augusta (Ga.) 

Lorain-Elyria (Ohio) 
Hamilton-Middletown (Ohio) 
Greenville (S. ©.)........ 
Austin (Tex.) 

New London-Norwich (Conn.) 
Hampton-Newport News- 
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Appleton (Wisc.)........... 
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Saginaw (Mich.).......... 


Bloomington (Hl.)...... 
Portland (Me.).......... ) 
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Columbus (Ga.) 

Ann Arbor (Mich.) 
Lubbock (Tex.).... RIN 
Manchester (N. H.)........ 
Eugene (Ore.)... 
Kalamazoo (Mich.)... 


Phoenix (Ariz.)............ 
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ington 
Oklahoma City (Okia.).. 
Richmond (Va.). . d 
Flint (Mich.)............ 
Fall River-New Bedford 


Lincoin (Nebr.) 

Racine (Wisc.) 

Roanoke (Va.) 

Jackson (Miss.).. 

Amarillo (Tex.).... 
Galveston (Tex.) 

Savannah (Ga.)... 

Fort Lauderdale (Fla.)..... 
Battle Creek (Mich.)... 
Pittsfield (Mass. ) 
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Champaign-Urbana (IIl.) . 
Orlando (Fia.) 

Raleigh (N. C.) poe 
Atlantic City (N. J.) 
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Per Family Income Ranking of Metropolitan County Areas 


G7) Estimates, 1954, for PER Same meet in Descending Order 


CITY and STATE 


NET E. B. I. 
PER FAMILY 


DD 


Estimates 


Washington (D.C.)........ 

Bridgeport-Stamford- 
Norwalk (Conn.)......... 

Hartford-New Britain (Conn.) 

Cleveland (Ohio). . 

South Bend (ind.). . 

Wilmington (Del.) 

Toledo (Ohio) 

Trenton (N. J.)....... 

Chicago (Il.).... 

Reno (Nev.).... 


Detroit (Mich.).. .. 
‘Madison (Wisc.)...... 
Columbus (Ohio)... . 
a aoe € cm. ). 
Milwaukee (Wisc.) . 
Dayton (Ohio). . 
Dallas (Tex.).. . 
Fayetteville (N. C.).. 
New York-N. E. New Jereey 
(N, Y.-N, J.).. 
Racine (Wisc.).. 


Lansing (Mich.) : 

New Haven-Waterbury 
(Conn.) : 

Indianapolis ( Ind. ) 

Lubbock (Tex.). itt 

Las Vegas (Nev.).......... 


Wichita Falls (Tex.)........ 
eS 
Houston (Tex.)............ 


Philadelphia (Pa.) 
Fort Wayne (ind.)... 
Lafayette (Ind.)............ 


San Francisco-Oakiand (Cal. ) 
Akron (Ohio) | 
Lorain-Elyria (Ohio) 
Hamilton-Middletown (Ohio) | 


El Paso (Tex.)........ 
Mansfield (Ohio) 
Charlotte (N. C.) 


Kenosha (Wisc.)........... 
Rochester (N. Y.).......... 
Seattle (Wash). 


Sacramento (Cal.). 
Reading (Pa.) . 
Beaumont-Port ‘Arthur (Tex.) 
PUNTO Ds cs vccéceccckond 
Pittsburgh (Pa.) 
Minneapolis-St. Paul (Minn.) 
Green Bay (Wisc.) . 
Davenport-Rock island- 
Moline (lowa-lil.)........ 
Great Falls (Mont.) 
Albuquerque (N. M.)....... 


Sioux Falls (S. D.) 

Corpus Christi (Tox.)....... 
St. Louis (Mo.)............ 
Canton (Ohio). ... 

Rockford (Hli.)....... 
Miami (Fia.).. 
Allentown-Bethiehem- 


Waterloo (iowa)... 
Springfield-Holyoke (Mass.) 
Springfield (Ohio) 
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CITY and STATE 


| NET E. B. |. 
|PER FAMILY 


Bakersfield (Cal.).. . . 


Tacoma (Wash.) 

New Castle (Pa.) 

Hampton-Newport News- 
Warwick(Va.)....... 

New London-Norwich (Conn. ) 

Greensboro-High Point 


Kalamazoo (Mich.)....... : 
Norfolk-Portsmouth (Va.) . . 


Binghamton (N. Y.)....... 

Austin (Tex.) . é4y 

Albany-Schenectady-Troy 
(N. Y.) 

Raleigh (N. C.) Saad 

Harrisburg (Pa.).......... 

Grand Rapids (Mich.) 

Salt Lake City (Utah) 

Abilene (Tex.) 

Omaha (Nebr.) 

La Crosse (Wisc.) 


Columbia (S. C.)........... 
Louisville (Ky.)............ 


Evansville (ind.)........... 
Appleton (Wisc.) 
Spokane (Wash.) 


Battle Creek (Mich.)........ 
Lake Charles (La.)........ 
Durham (N.C.)............ 
Los Angeles (Cal.).......... 
Sheboygan (Wisc.) 


Lima (Ohio) 

San Diego (Cal.)........... 
Richmoni (ind.)........... 
Nashville (Tenn.).......... 
Baltimore (Md.)............ 
Greenville (S. C.).......... 
— (Mont.). 


Beacon SE Vabvsoncesces 
Saginaw (Mich.)........... 
Muncie (ind.)............. 


Bloomington (Hil.).......... 
Sious City (lowa) 

Worcester (Mass.)......... 
Tucson (Ariz.)....... 

San Antonio (Tex.). . 


Providence-Pawtucket (R. 1.) 
Dame GD. <5 ck 530 20% 


Wichita (Kans.) 
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CITY and STATE 


NET E. B. I. 
PER FAMILY 


| 


Manchester (N. H.)........ 
Birmingham (Ala.) 


Wilkes-Barre-Hazelton (Pa.) 
Jacksonville (Fla.).......... 


Yakima (Wash.) 

San Bernardino (Cal.)....... 
West Palm Beach (Fia.) 
Danville (Va.) 


Bellingham (Wash.)......... 
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Per Capita Income Ranking of Metropolitan 


1954, for PER CAPITA 


G7 Estimates, 


| CITY and STATE 
| 


2258 


Lancaster (Pa.)... 
Sioux Falls (S. D.). 


Kenosha (Wisc.). ... 
Philadelphia (Pa.). . 
Spokane (Wash.) 
Cincinnati (Ohio) 
Lorain-Elyria (Ohio) 
St. Louis (Mo.)... 
Elkhart (ind.)... 
Davenport-Rock Island- 
Moline (lowa-lll.) 
Santa Barbara (Cal.) 
Tulsa (Okla.)....... 


| NET E. B. |. 
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INCOME in Des 


CITY and STATE 


Butte-Anaconda (Mont. ) 


Syracuse (N. Y.) 
Deratur (11. 
Omaha (Nebr.) 
Tacoma (Wash.) 
Pittsburgh (Pa.) 
Topeka (Kans.) 
Galveston (Tex.) 
Bakersfield (Cal.) 
Fort Worth (Tex. 
Muncie (ind.) 


Kalamazoo (Mich.) 
Wichita Fajls ‘Tex.) 
Sioux City (lowa) 
Erie (Pa.) 
Allentown-Bethlehem- 
Easton (Pa.) 
Binghamton (N. Y.) 
Buffalo (N. Y.) 
Bloomington (II!.) 
Ann Arbor (Mich.) 
Louisville (Ky.) 


Richmond (Va. 

Harrisburg (Pa.) 

Terre Haute (Ind.) 

New London-Norw'ch (Conn.) 
Charlotte (N. C.) } 
Springfield-Holyoke (Mass.) | 
Sheboygan (Wisc. | 
Richmond (ind.) | 
Lima (Ohio) . 
Oklahoma City (Okla.) } 


New Castle (Pa.) 
Albuquerque (N. M.) 
Eugene (Ore.) 
Abilene (Tex.) 

Salt Lake City (Utah) 


' Battle Creek (Mich.) 


York (Pa.) 
Oshkosh (Wisc.) 
San Angelo (Tex.) 
Green Bay (Wisc. 


Stockton (Cal.) 

La Crosse (Wisc.) 

Danville (tt.). . 
Providence-Pawtucket (R. 1.)| 
St. Joseph (Mo.) a 
Pittsfield (Mass. ) sa 
Corpus Christi (Tex.) ait 
Lake Charles (La.) | 
Everett (Wash.) 

Jackson (Mich.) 


Memphis (Tenn.) 
Saginaw (Mich.) 
Dubuque (lowa) 
Worcester (Mass. 
Roanoke (Va.). . 
Noffolk-Portsmouth (Va.) 
Colorado Springs (Colo) 
Hutchinson (Kans.) 
Newark (Ohio) 

New Orleans (La. 


Appleton (Wisc.) 
Nashville (Tenn.) 
Baltimore (Md.) 
Tucson (Ariz.)... 
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Beacon (N. Y.)..... 

Wheeling-Steubenville 
(W. Va.-Ohio)...... 

Little Rock-North Little 
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cending Order 


County Areas 


CITY and STATE 


NET E. B. I. 
PER CAPITA 


@D 


Utica-Rome (N. Y.) 


Jamestown (N. Y.)... 
Zanesville (Ohio) 
Charleston (. Va.).... 


Birmingham (Ala.).......... 


Bellingham (Wash.). . . 
Durham (N. C.).. 


San Antonio (Tex.)... 

San Bernardino (Cal.). 
Jackson (Miss.) 

Scranton (Pa.)........ 
Springfield (Mo.).... . 
Auburn (N. Y.)..... 

Fort Smith (Ark.). . . . 
Jacksonville (Fia.).. 
Wilkes-Barre-Hazelton (Pa. 
Salem (Ore.)........ ‘ 


Columbus (Ga.)..... 
Raleigh (N.C.)..... 
West Paim Beach (Fla.) 


Yakima (Wash.).... 
Waco (Tex.)... 
Savannah (Ga.) 


Altoona (Pa.). . 
Montgomery (Ala.) 

Quincy (Ml.)... 

Tampa-St. Petersburg ‘Fla.) 
Bangor (Me.).. . 
Biloxi-Gulfport (Miss. ) 
Paducah (Ky.)... 
Chattanooga (Tenn.). . 
Fayetteville (N. C.) 
Macon (Ga.)..... 


Pueblo (Colo.) . .. 
Huntington-Ashiand 
(W. Va.-Ky.)... 
Knoxville (Tenn.) . 

Tyler (Tex.). ... 
Mobiie (Ala.) . 
Hagerstown (Md.) 
Lynchburg (Va.) 
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SALES MANAGEMENT 


Why we declined 
4102,500 


Occasionally honest skeptics, and newcomers to advertising, ask 
whether we actually refuse legitimate advertising. 


They wonder if our Consumers’ Guaranty isn’t a dodge, a device, 
a gimmick. 


Let us answer with a true story. 


Last week a major manufacturer, of excellent reputation, offered 
us ten black-and-white pages. We had solicited the business and 
we wanted that order; let’s be clear about that. But then we 
found the copy theme that was to run throughout the campaign 
included a claim that our laboratories could not justify. 


The product is a good product. It is nationally known. It can be 
found in almost every food outlet and drug store. But even after 
a number of friendly meetings with the manufacturer, and his 
agency, we still can’t substantiate one of his major claims. And 
we wish we could! 


We wish we could because those ten pages we rejected represent 
$102,500 in revenue. We wish we could because this is only one 
case, in one week—but typical of the respect for truth that forces 
us to turn down more than $1,000,000 a year. We, like you, are 
in business to sell, and we don’t like to rebuff any customer, 
for any reason. 


But 31,000,000 women depend upon our Guaranty*. That match- 
less confidence is priceless to us, and to our advertisers. If you 
would like that high-voltage, low-cost power to go to work for 
you ask us to call, today. 


Good Housekeeping 


57th Street at 8th Avenue - New York 


MAY 10, 1955 
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CITY AND STATE 
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Eating and 


Building Materials 


Drinking Places 
Gasoline Service 


Per Capita income 
Lumber and 
Hardware 


General 
Merchandise 
House-Radio 


Furniture 
Stations 
Liquor 


Area 


Buying Power 
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Albuquerque (N. M.) 110 | 111 
| All Bethiehem-Easton (Pa.) | 4) | 
| Altoona (Pa.) 146 «146 
Amaritio (Tex.) 163 159 | 
Asheville (N. C.) 152 164 | 
Atlanta (Ga.).... 21; 2 
Atlantic City (N. J.) 143 | 133 | 
Augusta (Ga.) ; 96 | 
| Austin (Tex.). , 118 
Baltimore (Md.) 12 | 
Baton Rouge (La.) 104 
Bay City (Mich.).. F | 196 | 
| Beaumont-Port Arthur (Tex.) 97 | 
Binghamton (N. Y.) 2 | 105 | 
Birmingham (Ala.) | | 
Boston (Mass.). . BANG. 
| Bridgeport-Stamford-Norwalk (Conn.) 
| Brockton (Mass. ) 
Buffalo (N. Y.)..... 
Canton (Ohio) 
Cedar Rapids (lowa) 
Charleston (S. C.). 
Charleston (W. Va.) 
Charlotte (N. C.) 
Chattanooga (Tenn.).. 
Chicago (I1.) 
| Cincinnati (Ohio) 
| Cleveland (Ohio). 
Columbia (S. C.).. 
| Columbus (Ga.) 
| Columbus (Ohio) 
Corpus Christi (Tex.) 
| Dallas (Tex.). : 
Davenport-Rock Island-Moline (lowa-ill.) 
| Dayton (Ohio) 
| Decatur (11.) 
| Denver (Colo.) 
Des Moines (lowa) 
Detroit (Mich.) 
Dubuque (lowa) 
Duluth-Superior (Minn.-Wis. 
Durham (N. C.) 
El Paso (Tex.) 
Erie (Pa.) 
Evanaville (Ind.) 
| Fall River-New Bedford (Mass.) 
Flint (Mich.). 
Fort Smith (Ark.) 
Fort Wayne (ind.) 
Fort Worth (Tex.) 
Fresno (Cal.) 
| Gadsden (Ala.) 
Galveston (Tex.) 
Grand Rapids (Mich.) 
Green Bay (Wisc.) 
Greensboro-High Point (N. C. 
Greenville (S. C.) 
Hamilton-Middietown (Ohio)... .. 
| Hampton-Newport News-Warwick (Va.) . 
Harrisburg (Pa.) 
Hartford-New Britain (Conn. ) 
| Houston (Tex.) 
Huntington-Ashiand (W. Va.-Ky.). . 
Indianapolis (Ind.) 
Jackson (Mich.). 
Jackson (Miss.) 
Jacksonville (Fla.) 
Johnstown (Pa.). 
Kalamazoo (Mich.). . 
Kansas City (Mo.) 
Kenosha (Wisc.) 
| Knoxville (Tenn.) 
| Lancaster (Pa.) 
Lansing (Mich.).. 
Laredo (Tex.) 
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Ranking of Metropolitan County Areas in in 20 Categories—(Cont'd) 


CITY AND STATE 
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Population 
Families 

Per Capita Income 
Retail Sales 

Per Family Sales 
General 
Merchandise 
Building Materials 


a cd nt ate tote Said Area 


Lexington (Ky. (Ky.)... TESA depend Agile 60.00. 4atet 
Lima (Ohio) 


Ss B/ Per Family Income | 
ow ol Neos “as 


Little Rock-North Little Rock (Ark.).................! 
Lorain-Etyria (Ohio) 

ET CE cnccnccuie cdsaherevnscenreianes 
IE TO ono cst cnet bcacbibes bicwacdteasdsacl 
ROE RED oa onic dsb tks vendsdnReIAs acs veotaent 
EERE TEETER AAT : 

Madison (Wisc.) 
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Memphis (Tenn.). . 

Miami (Fia.).. 

Milwaukee (W ise. ). 

| Minneapolis-St. Paul ( (Minn.).. ialieiipeass 
SN. ssc csnsechscdeehansuliciodedss « ‘ 
94 | SI EAD, + cacoctngdbueedseniiacnedares 
95 | Murcie (ind.) 
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. New Orleans (La.)......... ee ae 
99 | New York-N. E. New Jersey N. YN. ‘).. TROT 
100 | Norfolk-Portsmouth (Va.) 
101 | Ogden (Utah)... 0 cdVGs howaecevese 
102 | Oklahoma City (Okia.) 
103 | Orraha (Nebr.) 
104 | Orlando (Fia.). 
105 | Pecria (Ill.) . 
106 | Philadelphia (Pa.) 
107 | Phoenix (Ariz.) 
108 | Pittsburgh (Pa.) 
108 | Pittsfield (Mass.) 
110 | Portiand (Me.) 
111 | Portland (Ore.) 
112 | Providence-Pawtucket R. i. ). 
113 | | Pueblo (Colo.) 
114 | Racine (Wisc.).... 
115 | Raleigh (N. C.) 
116 | Reading (Pa.) 
117 | Richmond (Va.) 
118 Roanoke (Va.)..... 
119 | Rochester (N. Y.). 
120 | Rockford (1U.)..... 
121 | Sacramento (Cal.). 
122 | Saginaw (Mich.)............ 
123 | St. Joseph (Mo.)... sip dieitine seltinitss> s+ 
TRO | SE RAD GIB). « conesok tctvahasnencs dis wenesnd on of 
TES § Gale Cote Gity (WUD). 6... swoeweerecdc desis sa ces. 
126 | San Angelo (Tex.).............. 
127 | San Antonio (Tex.)....... 
128 | San Bernardino (Cal.)....... 2.2... ccc eee eee 
129 | San Diego (Cal.)............. 
130 | San Francisco-Oakiand (Cal.). 
oe Ff Ree Se ye!) 
Dem CO os hic ns ab Gi as on nue chiens he P 
er er errs mye ‘ 
Seattle (Wash.)...... 
Shreveport (La.). 
Sioux City (lowa). . 
Sioux Fails (S. D.). 
South Bend (Ind.) . 
Spokane (Wash.) 
Springfield (11. a 
Springfield-Holycke (Mass.).. 
Springfield (Mo.)............ wit (aia siaeasewe 
Springfield (Ohio)............... 
Steckton (Cal.).............. 
Syracuse (N. Y.) 
Tacoma (Wash.). . 
Tampa-St. Petersburg (Fia.). 
GBR. «03 osnbesaibicsduhdecsdakadonh 
Toledo (Ohio) 
PRS ds . ns ca vpicduld cultb\ cence suk hand 
Trenton (N. J.).... 
Tueson (Ariz.)..... 
Tulsa (Okla.) 
154 | Utica-Rome (N. Y.) 
185 | Waco (Tex.)....... 
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“Money makes the man.”’—Aristodemus, 750 B.c. 


“When it is a question of money, everybody is 
of the same religion.”’—V oltaire, circa 1746 A.D. 
“Money isn’t the best thing in the world. I just 


happen to like it best.” —Frederick E. Gymer, 
copyright 1954 A.D. 


Let’s face it: mankind has always 
been interested in making money. In 
this country, the Indians made the first 
money, out of shells (and it didn’t 

go very far then either. Took 6 feet of 
wampum to make a dollar). Today, 
astute advertisers make their wampum 
out of spot radio... because they 


find spot radio goes so much further. 
Particularly in our 14 station-markets. 
Here, newspaper rates since 1946 have 
gone up 45.4%, on the average, despite 
sadly sagging circulation. And you 
know what’s been happening to television 


rates! A buck doesn’t go very far. 


On the other hand, in these 14 markets, 
average rates of the radio stations we 
represent have not increased... yet radio 
homes have increased 32.8% since 
1946! Thus, with these stations you get 
frequency, repetition and cumulative 
impact (not to mention flexibility and 


localized appeal) at a realistically low 
cost. For example... 


WCBS, New York, delivers 3,505 listener 
impressions per dollar to the leading newspaper's 
286 noters—a 1,126% advantage for radio. 
WBBM, Chicago, delivers 5,135 listener 
impressions per dollar to the leading newspaper's 
225 noters—a 2,182% advantage for radio. 

KNX, Los Angeles, delivers 3,526 listener 
impressions per dollar to the leading newspaper's 
155 noters—a 2,175% advantage for radio. 


Fact is every one of the 14 stations we 
represent not only commands the largest 


average share of the radio audience 
in its market, day and night, but also 


can deliver bigger audiences than the 
leading newspaper, at lower cost. 


For further information, for complete 
documentation of all of the above 
statements, and for availabilities on our 
14 stations, call the nearest office of... 


CBS RADIO SPOT SALES 


REPRESENTS: WCBS, NEW YORK—WEBBM, CHICAGO 
KNX, LOS ANGELES—WCCO, MINNEAPOLIS-ST. PAUL 
WCAU, PHILADELPHIA—WTOP, WASHINGTON 

WBT, CHARLOTTE—KMOX, ST. LOUIS—WEEI, BOSTON 
KSL, SALT LAKE CITY—KCBS, SAN FRANCISCO 

WRVA, RICHMOND—WMBR, JACKSONVILLE—KOIN, 
PORTLAND—THE COLUMBIA PACIPIC RADIO 
NETWORK AND THE BONNEVILLE RADIO NETWORK 
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Wichita Falls (Tex.) 

Wilkes-Barre-Hazelton (Pa.)....... 

Wilming*on (Del.) 

Winston-Salem (N. C.) 

Worcester (Mass.) 

Vork (Pa.)........... 

Youngstown (Ohio)... .. 

Abilene (Tex.) . . 
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CENTRAL 


lowa. 


CENTRAL 


Alabama. .... 
CENTRAL 


District of Columbia... 


Florida...... 
New Mexico. ....... 


North Carclina...... 
South Carolina...... 
Virginia. ........+.. 
West Virginia....... 
Kentucky.........- 
Mississippi. ...... 

Tennessee.........- 
Loulsiana............ 


Maryland 


South Dakota... ... 


North Dakota... .. 


Minnesota.......... 
Missouri. .......... 
Nebraska.......... 
Delaware. 


New York........... 
Kansas Fes 


Rhode Island. ...... 
Vermont 
New Jersey.......... 


TOTAL U. S. A. 


Cklahoma 
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MOUNTAIN 
Colerade........+-+. 
Montana 
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MIDDLE ATLANTIC 
Penrsylvania 
EAST NORTH 
WEST NORTH 
SOUTH ATLANTIC 
EAST SOUTH 
WEST SOUTH 
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CENTRAL 


Kentucky. .........+. 
Le hate 


Alabama........ 


SECTIONS 

NEW ENGLAND 
MIDDLE ATLANTIC 
WEST NORTH 
SOUTH ATLANTIC 
EAST SOUTH 

CENTRAL 
WEST SOUTH 
MOUNTAIN 


4,000,000 SHOPPERS 
all in the matket to buy... 


ET FAMILY CIRCLE, 


THEY Wave TO BETO © 


MORE customers in the Family Circle 
market— 4,000,000 family buyers, buying 
for more than 14,000,000 family members: 


® Highest percent of married-women 
and housewife-readers among the 
top 10 circulation magazines !* 


®@ Highest percent of reader-families 
with children among the top I0 
circulation magazines !* 


® Most children per reader-family 
among the top I0 circulation magazines !* 


MORE business across the Family Circle counter: 


® Over 27% increase in appliance, apparel, 
drug, toiletry, and other non-grocery 
advertising pages —1954 vs. 1953! 


® More pages of food and grocery advertising 
than any other monthly magazine—for 
the fifth consecutive year! 


Daniel Starch & Staff, 48th Consumer Magazine Report 
$ Volumes: Moody's Industrials; Chain Store Age. 


Family Circle is bought in all 7,750 
supermarkets of these leading chains: 


Number of Latest Annual 

Chain U.S. Stores Circulation Total U.S. Sales 
Safeway $1 637,732,000 
Kroger 4 y 1, 108,796,000 
American . y 654,907 ,000 
First National 442,180,000 
Jewel y 275,192,000 
Winn & Lovett 244,641,000 
Grand Union 215,700,000 
Bohack ¥ 132,371,000 
Red Owl 109,856,000 
Albers ‘ 80,762,000 
Dixie-Home 5 71,667,000 
Weingarten y 69,600,000 
65,000,000 

27,506,000 

40% of total U.S. chain grocery volume $5,135,904,000 


NATIONAL COVERAGE in key markets. 
96% of Family Circle’s circulation is con- 
centrated in 1,695 counties that account 
for 88% of U.S. retail sales, 88% of food 
sales, 88% of drug sales, and 85% of U.S. 
families. 63% of Family Circle’s U.S. cir- 
culation is concentrated in the metropoli- 
tan county markets. 


SECTIONAL CIRCULATION Advertising can 
be purchased in all or any combination of 
twenty sectional editions (including 7 
Safeway editions) to parallel your prod- 
ucts’ distribution. Canadian Safeway cir- 
culation of 135,000 through 137 stores with 
1954 sales of $158,250,000 can be bought 
as a separate unit, although Canadian data 
are not included in the table above. The 
Grand Union edition is distributed also in 
31 Grand Union-Carroll stores in Canada. 


100% single copy sales 
4,000,000 guaranteed circulation 
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Sales in 7 Store Groups by States and Sections 


BYP ESTIMATES RETAIL SALES, 1954 
(in thousands of dollars) 


Eating and Drinking Appar: Gasoline Service Lumber Yards and 
SECTIONS AND STATES Places Building Materials 
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Idaho. 
Montana 
Nevada 


NeaAnNLLean~ 


Wyoming 


1,128,116 
156 076 
211,281 


1,495,473 


TOTAL U. S. A. | 13,130.02 70,148,023 «| + ~—-*19,444,957 
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For all the West 


the most important sales influence 


Kitch 


' 


. rv 
Garden ¢ ol 


Advertising Offices: 
San Francisco, 
Los Angeles, Seattle, 
New York, Chicago, Detroit, 
Boston, Atlanta 


LANE PUBLISHING CO. 


Publishers of Sunset 
—The Magazine of Western Living — 
and Sunset Books 


MENLO PARK, CALIFORNIA 


MAY 10, 1955 


ai remode 


is SUNSET 


—the West’s own regional magazine that 
reaches 570,000 higher-than-average- 
income families...the solid, “best pros- 
pect” citizens of every Western fine home 
community 


Your advertising can be 
dominant in the Western market 

if you use SUNSET enough! 
In its own area SuNsET has all the force 
..-and all the selectivity...that the big 
national magazines have country-wide. In 
many better residential communities of 
the West Sunset has more ABC circula- 
tion than any other magazine! 


By concentrating exclusively 
on the West and Hawaii... 
Sunset offers unduplicated editorial 
service which SuNsET readers need and 
rely on. Three zone editions each month 
further localize SUNsET’s editorial service. 
Sunset is the recognized Western au- 
thority on homes and home equipment 
... food preparation and serving . . . the 
West’s unlimited travel opportunities . . . 
all the specialized gardening problems 
up and down the Pacific Coast. 


Sunset families are top customers for quality 
products of every kind — every yardstick shows it! 


85% own their homes (and 50% own additional property) 


Every 100 Sunset families own 138 cars (55% higher 
car ownership than U.S. average) 


Home equipment and furnishings sell foster in the Sunset 
market—for example: 
Automatic washers — 67% of Sunset families own 
them compared with 30% U.S. average 
Automatic dishwashers—I7% of Sunset families own 
them compared with 3% U.S. average 
Food store purchases — Sunset families spend 50% more 
than the average Western family in food stores 


Life insurance ownership — Sunset families own 3 times 
as much as the average Western family 
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SECTIONS 
NEW ENGLAND 
MIDDLE ATLANTIC 
SOUTH ATLANTIC 


EAST NORTH 
WEST NORTH 
EAST SOUTH 


MOUNTAIN 
TOTAL U.S. A. 
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than any other newspaper 


He’s a familiar and welcome figure in Greater Philadelphia. 
He, and his fellow newspaper boys, bring Philadelphians 
their favorite newspaper —The Evening and Sunday Bulletin. 
To all the contents of a great metropolitan newspaper, The 
Bulletin adds its distinctive and characteristic reporting of 
local news. This is one of the many reasons why The 
Bulletin, in Greater Philadelphia*, delivers more copies to 
more people every seven days than any other newspaper. 


*14-County A.B.C. City and Retail Trading Zone 


MAY 10, 1955 


In Philadelphia 
nearly everybody reads The Bulletin 


Advertising Offices: Philadelphia, Filbert and Juniper Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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When you take inventory for the entire year of 1954, here’s what you get: 


Total advertisers 
Advertisers exclusive to the network 
Advertisers in network TY for the first time 


Advertisers with budgets of $100,000 or less in all media 


2nd NBC 
NBC Network Advantage 


187 121 54.5% 
114 51 123.5% 
54 20 170.0% 
25 9 177.8% 


Source: P.1.B. and Media Records 


Why is NBC the best-stocked showcase for products in all television? 


Because of the excitement of pioneer programming, the vitality and 
the exuberance of the 90-minute Color Spectaculars . . . because of 
the advertising flexibility of NBC’s great participation shows, 
TODAY, HOME and TONIGHT. . . because of the total effect 
of NBC leadership. 


More advertisers keep coming to NBC because they find that the 
products they display there move faster off retail shelves. 


And what pays off for other smart advertisers will pay off for you. 


EXCITING THINGS ARE HAPPENING ON 


TELEVISION 


a service of () 


Some sales executives must feel like the farmer 
who, when offered a book on “BETTER FARMING,’ 
said “Heck, | haven‘t even got time to farm as 
well as | know how to now!” 


So maybe there’s some merit in the thought that the 
busy sales executive might be able to get better results 
out of the time he’s got by putting the practitioners of 
“Ditch-Digging” Advertising on his team... 


because “Ditch-Digging” Advertising procedures can 
help reduce the guesswork that sometimes impairs 
results. Like this: 


1. We find out the viewpoints, prejudices, and confu- 
sions that cloak your product in the minds of your 
potential customers. We find out why your customers 
and prospects feel as they do. 


2. Then, and only then, we determine the best ad- 
vertising approaches and appeals best calculated to 


improve the viewpoints and reduce the confusions that 
obstruct low-cost selling. 


This agency is equipped to work with any sales execu- 
tive who wants to make sure his advertising theme is 
right, but doesn’t have time to do it himself! If you’d 
like to see how “Ditch-Digging” Advertising procedures 
have done this for other sales executives, just let us 
know where and when. 


The Schuyler Hopper Co. 


12 East 41st St., New York 17, N. Y. * LExington 2-3135 


“EXPERIENCED IN THE REDUCTION OF 
GUESSWORK IN ADVERTISING & SELLING” 


SALES MANAGEMENT 


MAY 


10, 


1955 


a pies Maps. In the summer of 1954, 


SALES MANAGEMENT editors con- 
ducted a survey among reader-users 
of the Survey of Buying Power to 
find out ‘what kind of maps would 
be most suitable to use in connection 
with Survey figures on counties and 
cities. They were given the choice 
of the kind of county outline maps 
which we have used in the past, with 
shadings of five types to indicate the 
total amount of Effective Buying In- 
come—or “distort” maps which would 
show the size of each county in its 
proportion of the total income rather 
than its total land area. By a vote of 
better than 7 to 3, subscribers voted 
for income “distort” maps. 

Russell L. Simmons was commis- 
sioned to prepare the new maps. He 
has retained the normal shape and 
boundary lines of each state, and inso- 
far as possible has kept each county in 
its proper geographic location. 

Each county is charted to show its 
proportion of the net Effective Buying 
Income of the state, and within each 
county, important cities are similarly 
charted to show their importance in 
producing the county’s income. All 
cities are shown which had an E.B.I. 
of $15 million or more in the year 


1953. 


Metropolitan County areas are indi- 
cated by black dotted lines, and where 
an area cuts across state lines, the 
sector of the adjoining state is repro- 
duced. 

The editors designed the maps to 
give at a glance the relative im. 
portance of counties and cities. The 
important counties stand out; the 
editors believe that no reader will 
want to use this particular kind of map 
for locating the less important 
counties. Code number locators have 
been eliminated because they seemed 
out of place on an “impression” map. 

Varying scales are used for the 
maps, based upon possibilities and 
restrictions involved in the size and 
shape of the state, number of counties, 
etc. On the first map, Alabama, each 
.0053 square inch equals $1 million 
in income. 

Selection of Cities. In the data sec- 
tion all incorporated cities are in- 
cluded which in the 1948 Census 
had retail sales of $10 milllion or 
more. In general, this includes most 
cities of 10,000 population and up. 
Omitted are some suburban commu- 
nities with insignificant shopping dis- 
tricts; included are some trading area 
towns of considerably less population 
but with a big retail sales volume. 


223 


TENNESSEE 


en T tion 


MISSISSipp, 


Sell and Serve 
Southeastern Markets IN THIS ISSUE 
from Central hambers of commerce and sasiidd e : 11- 50 


development boards are best leduateled Date Secti 5}- 77 
B | RMI N G H AM equipped to provide up-to-date mr oneraphecragg _. 78- 90 


Because of Birmingham's central lo- liable inf P 

cation in the heart of the growing and reliable information on con- Cassi Vaetdee Wiseletion, 

soureetes — oe — all b... — ditions, resources and facilities Seles Coactuntion 91-119 

uying centers in less time than from . . i i 

any other city in this region. in their respective cities, states Metropolitan Areas 155-212 
For specific intormation, or areas. Your inquiries to any Leading Counties 121-152 


write i . 
BIR Mt NCH AM or all of them will be answered County-City Section 223-756 
with prompt and courteous co- 1 sliited 757-758 


COMMITTEE OF 100 
ag neh ge N., operation. Canadian Data 760-807 
irmingham, Ala. 


ALABAMA— Counties and Cities — {2trr, Ft, South Central States: 

$$$ — —— ——— — —_— —- ——~ ——— y ; ee N 
___Nowwer ov Ovrvers _ | “Ga |__Nowoer 
City County F | GM FHR! A | D i County ithous.)} F GM |FHR}] A | D 


ag ~~ | Pop. | 


fin NuMBER OF OUTLETS 


_ — 
| | 


29} 13 9 ‘ 4 


= - i ! 

Alexander City... Tallapoosa...... | 4 35) 13 Athens Limestone.......| 7. | 
Covington 48) il 15 f ort Lee. . 22 4| 7 1 6 
Anniston... .. = . Calhoun. TA Es 33.8] 126) | 16] _ 24 d Bessemer. ay F .. -Jefferson . -° a 135 13} 23) 18) fi 
Before using these figures, see explanation page 11. 
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SUPER POWER FOR A SUPER wanker ¥ 


WALA-TV Covers The Growing Gulf Coast 
With New 316,000 WATTS ERP 


The Gulf Coast area grows bigger and richer as new RETAIL SALES IN METROPOLITAN 


industries continue to locate at Mobile and in surround- 


. ... And WALA-TV gives you clear coverage of this 1951 1954 


booming Alabama-Mississippi-Florida area. 
Retail Sales _$188,608,000 $221 ,964,000 


WALA Also Is Best Food "$ 49,257,000 — $ 58,690,000 
Radio Buy In This Area! | &". “4. $ 22,848,000  $ 25,137,000 


Here, too, is powerful radio to cover a great part of this Furn., Usid., Radio $ 9,818,000 $ 11,647,000 
super-market for your product. Automotive $ 34,485,000 $ 42,569,000 


To Sell Mobile And The Fast Growing Gulf Coast Area, Specify 


VHF CHANNEL 10 
A — IN erates = NBC, CBS, ABC TV NETWORKS 
Mobile’s Only Television Station 


Owned and operated by Pape broadcasting and television corporations. Represented Nationally by Headley-Reed Company 


Te timate te SALES: MARAGEWENT, ALABAMA -— (Continued) 


Pop. Pop. 
(in NUMBER OF OUTLETS (in NUMBER OF OUTLETS 


County thous.) GM A D ‘i thous.) GM |FHR} A 


a 
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nn 


82 146 38} 67) 56 
.Cullman......... . 13 23 4 ; 10} 54) 38 
. .Morgan E 15 29 Lee 9 19 li 
eee ; 5 27 Phenix City j 3 6 4 

. Jefferson J 5 2 Prichard........ Mobile , 13 14 8 

Lauderdale. ..... é 13 22 11 17 21 

Btomsh. «...:»2 : 20 43 6} 14 

Homewood. .....Jefferson........ é 4 - Sylacauga 4 12 15 
Huntsville.......Madison........ : 14 33 Talladega ; ; 14 16 
Walker.......... : 13 18 13} 30 
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Before using these figures, see explanation page 11 
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T'S ALL ONE BIG 
Muscle Shoals Market! 


County and city figures are misleading when assessing the big Muscle 
Shoals market—for Florence, Sheffield, Tuscumbia and Muscle Shoals 
City are = political units comprising ONE urban community of 
some 57,000, bisected by the Colbert-Lauderdale county boundary (the 
Tennessee River). 


85.1% of the retail sales of the TWO counties combined is concentrated 
in this unified urban core of the market. The Great AgriNDUSTRIAL 
Here heavy and light industry complement agriculture to stabilize fam- Muscle Shoals District 

ily buying income at a high level. MARKET NO. 257 


MISSISSIPPI 


TVA Power... Metals . .. Chemicals . . . Rubber Products .. . Textiles... 
Frozen Foods . . . Ceramics . . . Fishing . . . Farming . . . Forestry 


mummers pany | WJOL | WLAY | wowL | WVNA 


Circulation over 18,000 1340 KC 1240 KC 1590 KC 


ALABAMA— (Continued) es = es 


mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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POPULATION EFFECTIVE BUYING 
v7) ESTIMATES 7m INCOME TM 
be : 1/1/85 } / ESTIMATES— 1954 t ESTIMATES—1954 
COUNTIES Ipotttanl ‘ FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 
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54.8 0334 77,483 , ‘ , 4,838 17,074) 1,979] .0887| 98 
28.41 0175 8.2 40,195) < 2,950 1,432 9,843 973] 0173} 99 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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BIRMINGHAM 


“ie gest Balanced Market in the Sour 
a | 


paacgas 


Birmingham’s fast growing economy rests on an ideal combination of 


INDUSTRY 


Birmingham is the Southeast’s largest manufacturing center. Paced by 
the nationally known Committee of 100, Birmingham has expanded and 
diversified its industry at a tremendous rate, faster than any other city 
in. the growing South. High wage-earning manufacturing workers are the 
backbone of Birmingham's large, rich mass market. 


Birmingham is located at the center of the South, with shortest average 
distance to major Southern markets, It is also strong in wholesale trade, 
retail trade, transportation and communications. industries. 


AGRICULTURE 


Alabama has shifted from a one-crop cotton system to a highly diversified 
and mechanized agriculture. Alabama is a national leader in increase of 
farm tractors, rural electrification and fivestock. New $4 million dollar 
agricutural marketing facility will make Birmingham the South’s leading 
distribution center for farm products. 


The Highest Per Capita 
Food Sales in the 


Southeast! Population 1954 Per Capita 
Metropolitan Area 1954 Food Sales Food Sales 


Birmingham .. 606,800 $142,449,000 $235 
TI > Ww; : * . WN 
Che birmingham Memphis ... 524,700 116,895,000 223 
Birmingham Post-Herald 


Atlanta 761,100 169,307,000 222 


New Orleans.. 782,700 172,837,000 221 


Sources: 1947 Census of Monufecturing, U.S.D.A. Agricultural Marketing 
Service, U. S$. Census of Agriculture, Edison Electric institute 
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MOBILE COUNTY EB! PER FAMILY BIG 


FIRST IN ALABAMA! 24% HIGHER RETAIL SALES 

IN POPULATION GAINS, 1940-50 THAN STATE Mobile Primary Market* 

2yr. 

17% 

110,129 16% 
96,073 
MORE HIGH NET |<¢.u..... come 

INCOME GROUPS 


Units: — $4000-6999 $7000 up 
Mobile County 259% 8.7% 


where the Dixie Belles ee (1940-1984) 
and cash registers are 7 _| Se gat 
ringin’ 


BIG CIRCULATION PROOF OF INTENSE BIG GAINS IN_ | PRESS REGISTER 
WITHOUT COMPETITION READERSHIP AD REVENUES 100,152 


Primary Market* Weekly Carry Subscr. ¢ 212% DAILY CIRCULATION 
PRESS REGISTER, DAILY ... UP 60% in 10 years JA 
ALL OTHER NEWSP., DAILY Mail Subscription $20 
LARGEST MAGAZINE 6 .. UP 160% in 10 years 


ALABAMA -— (Continued) tive estimates ty SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES W7) NCOME GD 
ESTIMATES—1954 ESTIMATES—1954 


1/1/55 o/ 
FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Net 

Dollars 
=) ' ily ' General Auto- 
) House- | motive 


16,238 
52,761 
16,546 
20,114 
26,570 

8,504 


=8e8e3a8 


= 


9,275 
23,331 
68, 661 
27,141 


18,187). . 2,534 
16, ° 2,967 


33,404) . P 10,177 


~ 


8 S888 S284 


347,354) . ° ’ 42,569 


. 1068 , 246,681) . é 41,346 . 1050) 
-0917| 43.7 217,849) .0867|1, 462)4, * 39,306 -0932 
23.8) .0146 6.5 27,732} + .0110)1,165)4, 19,01 , 2, -0118 
23.8! .0147 5.6! 2.6 16,672: . 13,611 3,493 


4 and 4 See end of state for SM Metropolitan County Areas. b Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 
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of ALABAMA RETAIL DOLLARS 


ARE SPENT IN 


as a Tal FP. art 


The Hub of Which Is 


Alabome 


MONTGOMERY 


ALABAMA’S CAPITAL CITY 
Population: City 119,400 — Metropolitan 149,800 


ABC CITY and RETAIL ZONES 78,178 72,948 
Total Nearly 


HALF A MILLION = crcl reulat 


irculation Circulation 
To adequately cover Ala- 


bama, you must cover Mont- 
Tie Wentppesany Révertec. ian Mae Hlontgomern APvertisee 
proven Agape rene terem Ay Al \BAMA © JOURNAI 
prong de So hl nay —— 

(Sources: 1955 CONSUMER MARKETS, ABC 9-30-54) For More Details Ask KELLY-SMITH COMPANY 


The “SM” symbols mark original, exclu- 


sive estimates hy SALES MANAGEMENT. ALABAMA— (Continued) | 
POPULATION EFFECTIVE BUYING FETAIL SALES 
ESTIMATES SH ME 
1/1/85 ESTIMATES—1984 ESTIMATES—1954 


COUNTIES FIVE STORE GROUPS 

CITIES (in thousands of dollars—add 000) 

Net Per . 
Dollars Fam- 

(add .S. ily S.A, General ; Auto- 
000) Fa Mase. 3 motive 


MARKET 


Montgomery.....| 94 | 151. 51.5} .0932 5121.3 | 204,880} .0816|1,252/4,821) 144,659) ' 31,444 
AMontgomery 119. 4| a . 176,860} .0704/1,481'4,982 136,506) . , . 20,871 
53.*| .0329 y 51,114 .0204) 955/3,454] 44,128 ; 12,109 

23.9] .0147| 7. 30,906] .0123|1, 2094, 176]. 32,714) .0193 : 9,320 
18.8} .0116} 4.3) 2. 11,389] .0045, 606\2,649] 7,599 1,086 
22.7| 0139 Y 13,665] .0055| 9,975 2,394 
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pet wsa de vd 29.2) .0180 A i 22,741) . 14,694 
Randolph 21.0) .0129 . . 14,327) . 8,917 
Russell... 42.5) .0261 0 e 35,450) . 11,218 

Phenix City... 26.7) .0164 . 25,693; . 8,596 
Saint Clair... 26.2) .0162 A d 22,306; . 10,775 
Shelby... 30.5; .0187 : oe 25,437 12,274 
Sumter 22.6) . Wi csds 14,728 7,925 


2,903 
2,304 

458 

172 
1,701 
1,673 
1,761 
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Tailadega...... 67.5 . . 64,298) . 38,445) . 10, 185 
Sylacauga. ... 13.8) . x 18,004) . 18,064) . ’ 6,132 
Talladega..... . d . 15,549) . 14,731) . 3,611 

Tallapoosa. .... 33.6 . 33,110 18,547 4,397 
Alexander City 6.4) . P 9,193 7 11,206) . ; ‘ 3,981 

104,144) . 61,830) . 10,042 


gaeia gseseees sez 
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70,682) . 54,062) . } 924; 10,048 
65,963) . 50,859) .0204 7 10,042 
60,136) . . 28,424 5,542 
11,746) . 16,267) . . 4,837 
9,058 4,440 939 
11,170) . 5,893) . ° 857 


18.0) . Al 3. 13,561 5,772 2 1,586 


le 2e5see 3 


1,114.9 — 323.8 1,573,901 -6267/1,412|4,861 1,338,727) . 157,332) 84,731) 317,292 
| 


3,143.9 1.93291 821 .0/1472.2! 3,176,411 1.2648'1,010'3, 869) 2,088 651! 1. 264,182' 116,851) 449,723 
Before using these figures, see explanation page LL. 
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2 res - yo Rees poy “ The “Su a ~ 
ALABAMA— Metropolitan County Areas Gos ectinnin te Slee GaknekuenT. 
POPULATION EFFECTIVE BUYING ; RETAIL SALES aes AD 

ESTIMATES INCOME 
1/1/85 v ESTIMATES—1954 ESTIMATES—1954 
* | Sete 
(in thousands of dollars—add 000 


606.8} 3732 171.7 583,146) 
102.9) .0633) 28.1 4,418] 74,917 19,804 8,148] 4,982 
267.4 .1644 74.0) 218. 221,964 2,690) 25,137) 11,047) 


| 
| 0832; 42.5) 121.3) -0816'1, amie. 821; + =(144,658) . 31, 230 16 ry aq 


Total of Areas. . im _8 6941, 316.3 "g02.al 1,504,000) pone Re 252,173 136,327) 


ALAB A MA— Income Breakdown of Consumer Spending Units | 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES De eee 
$4,000-6,999 menor” CITIES . ange, 


% 
gq ir Gq ne In- % in 
‘Units come | Units come Units come 


12.1 reed -2 19.4 | 25.8 25.2 
25.6 7 17.41 oe -8 14.3 | 26.6 22.9 
11.8 ° ° 6 43.8 | 21.9 32.9 
21.0 9 7.6 : -1 27.6 | 21.4 24.2 
23.1 < 8.7 i 0 17.2) 27.5 26.6 
6 11.4 4 37.5 | 16.4 21.4 
25.4 -1 12.9 © 33.0 | 22.9 26.6 
33.3 8&8 23.9 é 18.4 | 26.8 24.9 
8 28.6 Scoces ‘ ° & 88.2 10.2 17.1 
MA 6 24 ° 6 39.0) 17.2 23.2 
12.4 24.7 | 25.1 27.4 
i 17.9 | 25.7 23.2 
11.3 7 44.2) 15.0 21.8 
10.2 bateeen ° -1 30.9 | 24.5 35.2 
16.8 ; A -7 32.7 | 23.4 20.5 
10.7 | 
5.9 “ 2 13.8 | 27.0 22.7 
11.7 a . -2 12.9 | 25.9 20.9 
i 4.0 | 32.5 29.8 
38.3 6 26.7 
18.7 7 20.3 
15.0 2 20.3 
24.2 6 26.4 
17.4 -5 24.6 
45.6 0 23.7 
44.2 1 23.5 
33.9 2 23.9 | 11.7 
35.0 -6 36.14 | 10.2 
24.0 3 30.4 | 16.7 
19.2 2 31.2 | 19.8 
23.1 -9 31.9 | 16.9 


Total 
Con- 


eownwre Os — & eS Ww 
we eweoeaacanstows 


oe 
oe 


28.7 «1 33.0 | 13.7 
48.0 7 9.1] 8.6 
17.2 -l 30.2 | 21.1 
14.6 -1 27.2 | 24.7 
18.6 4 30.1 | 18.8 
17.3 9 34.2 | 19.9 
13.0 -7 26.3 | 20.5 
24.1 | 23. 25.1 | 16.6 
23.8 5 23.4 | 16.5 
26.2 -l 35.1 | 13.0 
17.5 -1 28.2 | 18.0 
45.7 -7 28.2) 6.9 
80.0 57.1 -6 23.0; 5.0 
64.2 34.7 0 2.5) 8.2 


cern wow oeeke WAS & 
coea ane anwmre@e@eanw wo 


38.8 134 -6 23.0 | 23.8 
38.9 13.6 -6 23.0 | 23.8 


° ‘ 50.0 21.0 | 25.4 25.4| 18.0 28.9| 6.6 24.7 
© SM, 1955. Before using these figures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


Counties and cities on this map 


0133 aq. in. equals $1 million. 


Cities shown are those hoving 
net Effective Buying lncome of 
$15 millies and over. 


NEW MEXICO 
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{Other Mountain, States: Colorado, Idaho, Mon — AR ZON A— Counties and Cities 


Pop. Pop. ; 
(in NUMBER OF OUTLETS (in NUMBER OF QUTLETS 


County thous.)| F |GM|FHR i County thous.)| F | GM A 


2.3; 39 10 j Maricopa........{ 140.9 286! 63 105 
8.3| 20 9 oy a fa 
22.3) 47 14 Tucson.........:Pi 53.1] 145} 25 
6.9} 19 7 Yuma...........Yums...........) 12.0} 25! 11 


Se Senne RETAIL SALES 
JM ESTIMATES—1954 GD ESTIMATES—1954 
Pa FIVE STORE GROUPS 
in thousands of dollars—add 000) 


COUNTIES 
CITIES 


% Fami- Per 
es u-| Dollars Cap- | Fam- | 

U.S.A. | (thou- ily . Auto- 

sands) : motive | Drug 


887 71 
6,499 
2,841 
6,618 
1462/5 , 056) F 4,686 


1, 367/4,911 ° 2,943 
- 0063/1 ,077/4, . 3,132) 
- 0087/1 ,625)5, . 1,312 


Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 
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A! RI ZON A — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
ESTIMATES—1954 ESTIMATES—1954 
COUNTIES FIVE STORE GROUPS 


CITIES (in thousands of dollars—add 000) 
Net Dollars 


#8? 


(add . General Y Auto- 
000) Food Mdse. motive 


668 , 663 
244,026 
27,871 
12,109 
27 ,428 


105,313) 49,859 100,987 
53,168 76,071 
7,611 5,804 8,932 
1,906 1,943 1,603 
5,186 3,637 


Sie| 8725 


—_S—-_ | 


320,937 
04,821 
61,989 
13,485 

8,741 


49,355 33,882 
31,707 31,314 
15,572 7,188 
2,939 1,929 
2,427 1,929 


28 38 
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SRBZE Bebezs 
58s 


25.4) .0156 ° . 37,941 ° . 5,866 ’ 5,966 

7.4) .0046 . 12,832 , ’ ‘ é 3,064 4,332 
39.1) .0240 . 67,614) . A ° 11,941 8,131 
12.0} .0074 ‘ 19,1 , : ‘ 7,461 7,687 


oF -1620) d 436,402) . ate pee é ° 111,770 137 ,792 


999.1! 6148) 278.3\574.3 | 1,379,624 5493/1, 381/4,9571 ° 224 ,822 183,514 
NA— Metropolitan County Areas 


107 469.0 ‘a 133.2 mm 668 , 663 ‘ara. 499,840) .2939| 3,753) 106,313) 49,859) 33,607) 100,987 1.0 
1295 314 


152 210.5 60.4) 118. 320,937) .1278/1,525)5, 210,857; .1240| 3,491; 49,355) 26,618) 14,318) 33,882) 10, 


669.5 4119) 193.6 482.9) 989,600 3049/1 ,478 5,112) 710.6971 4179) 3,671 164, 868| 76,477) 47,925 134,869) or,7mil 


ARIZONA— @&& Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


COUNTIES 
$0-2,499 CITIES $2,500-3,999 | $4,000-6,999 
% % Units % % % 
% in Unit % In % in 
Units come | Units Units Units Units Units come | Units 


COUNTIES 
CITIES 


Total 

sumer 

Units 

(thous.) 

7.3 64.0 : y t . . ‘ soit : Y 39. 23.2 18.3 | 25.2 

12.7 26.3 23.1 | 26.6 

4.3} 3, . . ; ; > “pap ; 4 . 25.1 19.2 | 22.7 27.9 
9.2 24.6 19.2 | 22.9 28.5 
3.0 22.9 18.4 | 31.8 40.9 
8.6 25.3 20.1 | 30.2 38.4 
4.3 24.1 17.7 | 31.0 36.5 
5.0 22.8 15.1 | 35.8 38.1 
160.6 

56.4 

6.8 

3.0 

8.5 

79.6 


24.7 18.7 | 27.7. 33.6 


State Total. ... ° ’ ‘ -1| 24.8 19.7 | 28.0 35.5 


© SM, 1955. Before using these figures, see explanation page 11. 
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More than 460,000 persons — $540,000,000 — more than half a billion 
nearly half the entire population | dollars — was the total of retail sales in the 
of Arizona make their homes si metropolitan county area in 1954 alone! . .. 
in the metropolitan county area. An increase of more than 38 per cent in just 
New residents continue to pour the past 4 years! 

in at better than 2,500 per month! 


Phoenicians built approximately 
10,000 new homes in 1954 —a 
25 per cent increase in new home 
construction over 1953. 


The metropolitan county area is the buying 
and shipping center for surrounding farm 
and fruit land totaling approximately one 
million acres with an annual crop valuation : : ‘ 

4 ili 1 P $240,000,000 is the estimated value of 
of 200 million dollars. 3 
manufactured products turned out in the 
metropolitan area in 1954 an increase of 
6 per cent over the previous high of 1953. 


low cost, ae 
complete coverage of BA wie now fr 


enlightening 


METROPOLITAN PHOENIX \ 2. 


Coverage Folder 


Total coverage of Metropolitan Phoenix is offered advertisers by the 
Phoenix Republic and Gazette! Here is the key that unlocks the door 
to one of the fastest-growing major markets in the United States — a 
one-buy, single-insertion medium that delivers the Metropolitan Phoenix 
market as can no other! 


* Maricopa County 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX ARIZONA 


National Representatives: Kelly-Smith Company 
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MISSOURI 


WADISON 
JOMNSOm 


jo 
POPE _— 


OKLAHOMA 


J FAULKNER 


LAFAYETTE 


Counties and cities on this map 
ore charted in propertion te net 
Effective Buying Income: Scale, 
145 9g. in. equals $1 million. 


Cities shown ore those hoving 
net Effective Buying Income of 
$15 million and over 


Metropolitan County Areas are 
bounded by black dotted line: 


ARKA 


NSAS— Counties and Cities — 


(Other West South Central’ States: 
Louisiana, Oklahoma, 


City 


County 


Batesville . 
Blytheville. 
Camden... .. 
Conway. . 


El Dorado... 
Fayetteville. ... 


Independence 
Mississippi 
Ouachita 


.. Paulkner 


Union. . 
Washington 


St. Francis 


Sebastian... 
Phillips... . 
Hempstead 
Garland. 


. Craighead . 


{ Pop. 
| (in 
thous.) 


NUMBER OF OUTLETS 
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Before using. these figures, see explanation page 11 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 
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SUBSCRIBERS 


CIRCULATION un 
red with 3/31/51 spend (37% more 
FoR THE MORE SATISHYING GAZETTE 


(9/30/54 comp 
than for 2a newspaper 


DAILY 

Gazette 94,033—uP 3,261 

and paper 80,126—Sown 2.6 CIRCULATION REVENUE, 1954 
GAZETTE $1 915,306.10 

weekly —UP 75° 

period, 2d newspape! 


a“ 


Gazette 35¢ since 
1942. \n same 
up only 50 


ZETTE FIRST IN 
$35,445,8 N 1954 amore 
FOR RETAIL Goods AND... pers y.S. to better their 

i . sit s total 


$5,917,740 more 
FOR FOOD 
than. families reached by 5h2% 16,56 
2d newspaper: E Segre! } Gain: 588.377 
g01 784) 


ALL BASED ON DAILY circs. & COUNTY 
SALES PER FAMILY) (2d papel \ost 
ADER IN GENERAL! 


DIR 
ECTIONS BiG FAVORITE a 
ERTISING 
GENERAL LINAGE 1954 vs. 1953 


\N RETAIL ADV 
* ARKANSAS GAZETTE 


@ 
: 4 Atkeansas 4 vs. "53 
| of vaume Yo 96 fa re 2,337,121 
53) : (95.9 : 
2d pape! \ost 


52.2%. } 
24 paper !os 
. includes all su 
(Exclusive of liquor 
does 


The Gazette oarried 56 
fied an of E 
Gazette 


15,065 LEAD IN 1954 


yeflecting advertisers reliance on Gazette 
for best results: at lowest 124ime rate per 


in 1954 department stores spent 46 
more . . . Kroger, Safeway and unit per thousand 
spent 14 more .-: Arkansas ARKANSAS GAZETTE — 
Gazette than in 2d paper for more ag, m 
RESULTS ore Editorial . - - 5% more pages 
THAN 2d PAPER 
coverage than 


Gazette aggregates more 
2d newspaper in— 


DOMINANT! 


value are 
in 63 countie 
concentrates : 


All indices of newspaper 
advert ising 


2, 


Gazette has 9 
tion than \arges 


The John 
Budd 
rr Com 
ae Gazette vs ahd = 
er data on request —— 
4 = 


Gazette 


MAY 10, 1955 
Represen 
ted by THE JOHN BUDD COMPANY 


ARKANSAS — (Continued) The “SM” symbols mark original, exclu- 


b= estimates by ‘SALES MANAGEMENT. 


SALES AND 

VE BUYING RETAIL SALES ADVERTIS- 
INCOME ING 
ESTIMATES— 1954 ESTIMATES—1954 


Metro- 
Area 


‘FIVE STORE GROUPS 
(in thousands of doliars—add 000) 


General | Furn.- 
Mdse. 
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Sees 8 
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eexeee 2 
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. . 


ag28 = 
£f2 82835 
wow 


= 
S88 


gees 


16.1 


12.7 
19.8 
23.3 


“ee 
ee 


15.7 
10.7 
7.4 


# § 


= . . 
~—_ 


25.6 
10.7 
7.5 


# 
@ 288 8B8 B28 BSSHES 


35.4 le ° . 1,026|3 561 


~“ 


47.7| 0894 15.8 69,473). 1 ,847\8,887 77,363 
17.2) .0106 5.5 21,410) . 1, 245)3 , 893) 35,191 


1 Texarkana is in Bowie County, Texas and Miller County, Arkansas. © SM, 1955. 4 and 4 See end of state for SM Metropolitan County Areas. 
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a 


“Dig this CRAZY crystal ball!” 


“Huh? Man, that’s no crystal ball... . it’s a 
bag of the long green!” 


“Right you are son, but we’re looking into the 
future for all of KATV’s advertisers. Re- 
member, the Air Force’s big SAC bomber 
base in Little Rock will be completed this 
summer!” 


“Yea man! That'll bring lots of new folks and 
new money into the already booming Central 
Arkansas Market!” 


“Our Uncle (Sam, that is) says that it will 
bring in at least 15,000 new people ... and 
an annual payroll of over $25,000,000!” 


“Any hep economist can tell you that a pay- 
roll dollar usually turns three to five times 
before coming to rest... that means the SAC 
payroll will generate an additional $150 mil- 
lion to $250 million of purchasing power in 
the Little Rock area every year!” 

“Sing on son, just think of all the new TV 
sets that will be added this year to the 108,- 
889 already in KATV’s coverage area!” 
“Swoosh! If an advertiser buys KATV now, 
he can fly higher than a B-47 in Arkansas!” 


To fly high in Arkansas see: 


Bruce B. Compton Avery-Knodel, Inc. 
Nat’! Sales Manager of National Reps 


a K ATV 


Channel 7 


Studios in Pine Bluff and Little Rock 
John Fugate, General Manager 
620 Beech Street, Little Rock, Arkansas 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ARKANSAS — (Continued) 


EFFECTIVE BUYING 
JM INCOM 
ESTIMATES— 1954 


SALES AND 
RETAIL SALES ADVERTIS- 
ESTIMATES—1954 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


_ 


— ~~ 
= 


~ wn 
= <3 _— en 
28 822 $2 


8... 


4 and 4 See end of state for SM Metropolitan County Areas. 
MAY 10, 1955 


Before using these figures, see explanation page LL. 
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*% A Radio Team You Just Can’t Beat! 


PLAYING TO “CAPACITY” AUDIENCES IN THE BILLION DOLLAR 
TULSA TRADE AREA OF EASTERN OKLAHOMA .. . and the RICH 
FT. SMITH MARKET OF WESTERN ARKANSAS. 


e TOP SHOWS e TOP PROMOTION 
AMPLE COVERAGE WITHOUT WASTE! 


Use both stations for greater discounts. 


KTUL Bes oof KFPW 


TULSA, OKLAHOMA TULSA BROADCASTING CO. FT SMITH, ARKANSAS 


AVERY KNODEL, Inc., National Representative 


ARKANSAS — (Continued) : Ee mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


INCOME 
@ ESTIMATES— 1954 ESTIMATES— 1954 


COUNTIES ; ee =e eet ~~~FIVE STORE GROUPS 
ITIES . (in thousands of dollars—add 000) 


Furn.- | 
Radio 


Mdse. 


1,208 
935) 
815 


-0171; 112 
0027, 5 
d .0276| 84 
1, 575)5 498 . f -0130; 110 
'1,094/3, 


F | 816/2; 
-0042 2.2 ‘ . 1,281/4,017 
17.4 .0107 4.3) .... ° . 2, 

_ 12.5; 0076 3.5) .... . 2, 


518.0} .3185| 160.8 : 1440/4040) 760, 753 
} 


1,882.0 1.1639) 527. 1/688.8 5 068 3, 429| 1,333,040 


ARKANSAS— Metropolitan County Areas 


50 67.1; 0413) 20.8) 67. 93,173) .0371/1,389/4,4 83,543 


gy 8 41332} 65.1) 171. 328,797} .1308|1,519)5,051] 227,848| .1340| 3,500 
.| 226 -0631; 29.9) 50. 108,488) .0432/1 ,067/3, 95,678) .0562) 3,200 ’ 2,764) 


2376) 145.8) 278.81 530, 458 .2042/1,374\4,881| 407,069) .2393, 3,518) . 12,7571 


ARKANSAS— Income Breakdown of Consumer Spendi 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


% % % 
%S ir In- % in 
come $ Units come | Units come come | Units tome 


COUNTIES | Con- 
—e CITIES . $2,500-3,999 | $4,000-6,999 | $7,000 & Over 


25.6 | 6.2 26.0 ° 54.0 27.6 | 31.7 38.5 7 22.7) 2.6 11.3 
29.6; 8.4 30.8 
27.6 | 5.6 20.3 ‘ 67.2 38.4) 20.5 27.9 -l 19.7) 3.2 14.0 
30.9 | 5.0 19.8 legs ohm ? . 68.6 40.9 | 20.8 29.5 -1 0.4) 26 U.2 
. 76.9 50.8) 13.4 21.1 7 9.4) 20 8.7 
24.0; 3.6 14.1 ’ 62.6 34.8 | 23.9 31.3 -8 22.1) 2.9 12.1 
23.1; 3.3 13.4 bo desosaaies's J 62.8 34.6} 24.5 32.2 7 20.4| 30 12.8 


Before using ‘these figures, see explanation page 11. 
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Total 
sumer 
Units %, % 
(thous. )} 1 In- 
Units Units Units come 
7.8 
3.2 
6.9 
3.4 
13.2 
6.2 


Ftule LEFTLE ROCK ratins 


KARK ad KARK- 


The pair that takes-the -television -audience jackpot -in -the Little Rock 
market is KARK and KARK-TV. 

Pulse rates KARK ‘tops morning, afternoon and evening—66 quarter 
hour “first” out of 72!\Why such popularity? For one| thing, KARK is-a 
habit—and a good -one—with listeners-in 23 Arkansas counties. . Dials 
have been fixed at 920 since 1928. 

it’s the same with KARK-TV . . . now delivering 52% of the-over-all 
audience, according to Pulse, and programming seven of the top ten 
multi-weekly shows in the market, including the first. two. 


ek ie ARKANSAS — (Continued) 
NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- COUNTIES 
CITIES % ae $4,000-6,999 % $2,500-3,999 | $4,000-6,999 com “i 


% 
In- %& I i 
Unite come | Units come $ come unite ome Uae ome Units 


20.6 32.5) 4.6°11.7| 1.6 7. F 2°28.1| 23.3 26.84 14.0 25:81 4,5 
23.0 32.8) 6.9 15:9 | 2.4 10. é 4° 18.3 | 24.7 23.2 | 21.2 31.9] 7.7 
21.2 22.1 29:6 | 5.3 24. 26.4 | 20.9 22.8 | 18.9 27.8| 5.6 
21.1 18:4 83:3 | 7.9 $1. £ Y 22.3 | 21.8 21.9} 18.4 29.7 | 6.9 

Bases 36.9 | 24.9 33.3) 8.3 17.8) 2.8 


21.3 30.1 | 8.9 20.2 | 
25:8 26.2 | 16.3 26.3} 6. ’ ‘ 9 86.7 | 18.6 24.4 | 10.9 22.8 | 
25.2 22.6 | 22.4 32.1 . : er 8 85.0 |-22.9 30.0 | 9.8 20.5 
24.8 31.0 25.4 | 3. " hodastaindl ' 40.4 | 16.9 22.0) 8.5 18.4 


16.7 23.3 | 7.1 15.9| 3. ? ae , 64.3 | 13.7 22.3) 6.5 143 
21.8 26.5 23.2| 4. Y eh 7 39.5 | 18.9 26.9 | 9.4 205 
20.2 24.2 20.6| 5.6 23. ie, er 8 38.2 | 23.0 31.9 | 8.9 197 
29.1 35.4 22:3 | 2. 

‘ 5 29.6-|-23.4 27.3} 10.7 20.0 
21.8 26.3 | 9. : ; 4 80.2 | 18.6 29.9! 5.8 14.9 
29:7 22.5 | 3. . 5° 36.2 | 23.2 31.4) 11.2 242 
29.0 24.2 

26.9 26.9 | 3. . de ae <5 22.3 | 27.5 20.1 | 17.1 29:0 
18.0 |-28.8 27.9 | 20.9 92:3 
32.7 | 9.2 20,9 i aS | 57.7 25.2 | 23.5 24,4 | 12,8 20,3 
32.7| 7.5 18.5 . ille....] 6. 47.5 18.0 | 26.4 23.8 | 18.0 25.9 
27.2 | 17.5 27.0| 6. ' ; 49.4 19.6 | 26.0 24.6/ 17.8 26.9 
25.4 )48.3 226) 7. | ls 61.3 -32.5 |.23.5 29.6 | 11.4 -23.4 


35.2 | 10.6 22.9] 1. . ‘s . 74.1 49.2 17.0 26.8/| 8.1 20.5 
28.2} 12.0 21.9) 4. . . 62.8 33.1 | 22.8 28.7 | 10.7 21.6 
25.8 | 17.1 25.8) 7. : . 77.9 56. 4A 30.0) 4.0 10.9 
28.0 | 12.4 24.9] 2. 


48,4 20. 6 26.5 | 19.6 31.3) 5.4 


28.6 | 17.6 29.2 ; . ¥ 46.0 18. | 26.5 | 19.0 28.8) 6.9 
31.8 | 17.6 28.4| 5. t 72.0. 47. 4 33.6/ 5.6 14.1] 1.0 
23:9 | 9.4 28:0 | 1. * ; . 65.1 34. 2 26.6 | 9.3 18.7] 4.4 
32.6) @&8 20.1 8 60.3 27.7 | 22.8 24.9| 10.2 17.9] 6.7 
33.6 | 14.9 25.9 ‘ 59.6 5 32.6 | 12.0 24.5/ 2.9 
38.2 | 2.7 7.4 d P x 60.7 3 | .6 28.1 10.4 19.8 5.3 


Before using these figures, see explanation page 11. 
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ARKANSAS— Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- 
$0-2,499 $4,000-6,999 |$7,000 & Over $4,000-6,999 | $7,000 & Over 
% % é sumer % % % % 
% in uss In- A n- eS in Se in 
Units come come | Units come $ | Units Units come | Units come 
69.6 39.5 . ° 8.6 19.3 4 10.2 ° d a \ . 5.5 8 3.9 
2.9 34.9 y , 11.0 23.3 8 11 
61.8 33.4 a . 8.6 17.8 8 15.6 a d . ‘ ‘ 1.2 56.3 
8.4 30.0 
38.0 12.4 . 7 | 24.8 30.8 5 36.1 e v ° J 10.8 35.7 
36.6 11.2 y e 25.6 29.8 3 40.4 . J 16 7.6 


37.6 13.2 . 2 | 25.4 34.2 -1 26.4 ace le A . . \° 4.9 21.4 
GA 36.5 ° . 9.2 9 11.9 ille.... : . . . . 6.3 25.9 
68.0 36.8 , \. 7.7 0 21.0 i . . , ° . 5.1 21.8 
55.2 23.4 < 9) 14.6 23.6 6 30.1 . . ° < J 2.9 14.9 
. 5.6 23.8 
18.1 30.4 1 14.5 . . . \e A 2.3 10.9 
7.0 16.3 1 47 . . e , - . 16 7.3 


43.6 19.2 
64.8 39.5 


22.5 30.3 4 30.4 iti . . ‘ A F le 8.4 31.4 
39.2 13.6 23.2 30.6 8 31.3 
58.5 31.0 34.3 | 11.9 24.2) 2.5 10.5 - 5 . . : . f . 5.1 22.3 


A— Counties and Cities — {otrer Pasi, States: 


Calif. state maps—pages 246, 249| ~,. Nouwper or Ovuriets om NumBer or Ovtets 
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40.3 14.2 


34 
27. 
72.7 49.8 | 22. ° 4.3 11.4 7 24 
29 
29 
27 


109 26; 20 i : 22 
12 ; 59 
307 
37 
42 
28 
191 
25 
32 
25 


nn 


SVWINVIAMAs OK a 
~ 


Conan kh ORT Ww Us Ot 


_ 
Oo 
wn 


~ 
i" 
me SON HO Oe Ow Ow 


w 
w 


~ 
AeAWM~aUM =) « 


wreenre 
_ 


Belvedere Town- 


- 


nN -— 
So 
nN 
= 
= WG UI Oo =o 


2 
CON ONOOWNOKPONOUwWM 


3s 
austRaaw 


— 
-— Ww 
- & 


— 


SPO 2 OO eh OO 
“I Ow 


BEBE ese 
Mind wy oS ee 


Montebello. ..... 
Monterey Park... 


wre th tb hw 
RPA on 
m7 Ge ee 


NEOAWGAUMHA KSA ®UUN 


OA CSm Pwd: 


National City... .San Diego 


Newport Beach. . Orange 18. 
(Continued on page 244) 


*Not Available. © SM, 1955. Before using these figures, see explanation page 11. 
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New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999; over $7,000. 
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Me 


. RS si t ote FS 
Plxoc- cico 


, 
Yyf t 
4477 , 
f ALAA VA LA bh 


DON LEE 


RADIO 


MAY 10, 1955 


t 
for exdmp| 


WHOLE PACIFIC COAST 
for less with 


DON LEE RADIO’ 


PLANNED INDUSTRIAL VALLEJO 


DISTRICTS WITH CALIFORNIA 
Two main tine railroads 
Spur tracks Desirable industrial and com- 
Excess labor mercial locations on San Fran- 


Yosemite National Park cisco Bay, centrally located to 
Lakes, mountain streams and parks serve all the West. 


Electricity, gas, telephone on sites 
ep — Write for Site Survey and 

Full civic Cooperation Economic Summary to 
Write Harry A. Jeter, Dir. of “Adv. 


Department ‘SM, P. ©. Box 307, Madera CHAMBER OF COMMERCE 


or Telephone Madera for 
Chamber of Commerce VALLEJO, CALIFORNIA 


IN THIS ISSUE LOOKING for « sew SAN FRANCISCO 
Foreword N- 50 osepiceuad BAY REGION 


industrial Data Section 51- 77 See page 69 for the “Crossroads Of The World" 


Farm Income Section 78- 90 STRATEGIC LOCATION 
Growth Trends: Population, 12 DISTINCT To Serve Your Western Market! 


Soles, Construction ...... 91-119 ADVANTAGES Centered here is a network of resources vital 


= to industry—trade, finance and communice- 
Metropolitan Areas 155-212 tions—served by a vast transportation sys- 


Leading Counties 121-152 OFFERED TO INDUSTRY BY tem. Over §2 billion inv by industry 


and utilities since 1945. 
County-City Section 223-756 For Confidential Service, Writ 
Territories 757-758 LONG BEACH, “INDUSTRIAL DEPARTMENT 4 
Canedion Dato 760-807 CALIFORNIA jon ngerne fs ot boon 


CALIFORNIA — (Continued) Jive estimates by SALES: MANAGEMENT, 


POPULATION TIVE. Bu RETAIL SALES 
CC TES b/ 
SM ae ; BYLD estimaTes—1954 


FIVE STORE GROUPS 
ow Area (in thousands of doltars—add 000) 


Auto- 
motive | Drug 


183,962} 30,951 
115,776] 18,27 
127,177) . " 6,201 
52.830]. ; 3,104 
51,419 
44,499 
19,215 

762 

178 


Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMBNT 


METROPCLITAN 


OAKLAND 


(Alameda County) 


is NOW BIGGER than 
Metropolitan San Francisco 


(San Francisco County) 


Alameda County Only the Tribune covers 
838,900 


San Francisco County 


785,900 


Population July 1954... 


eciedt Of team Representatives: Cresmer and Woodward, Inc. 


Metropolitan Oakland 


Se en CALI FORNIA— (Continued) 


POPULATION agg th | ta 


ESTIMATES 
1/1/85 BY, aD ESTIMATES—1954 


| 
\Urban- 
% Fami- | ized 
(thou- | of ties ‘| Popu- 
sands) .|U.'S./A.| (thou- ation 
| sands) | (thou- 
| | S@nds) 


RETAIL SALES 
ESTIMATES—1954 


SALES AND 
—- 


NG 
CONT ROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Drug 


Buying |Qual- 
Power | ity 
index | In- 

| dex 


15.1) .0083} 4.9) . 790] .0087|1,443/4,447 : 0092 3,218} 4,412) ; 456} .0090| 97 
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| 
308.1) .1896,  94.0/176.0 , so 


367,861) .2164) 3,913) 6,004) 27,228, 21,138} 67,848) 9, 1944) 103 
109.7 .0675| 35.5 ,986 | 0808|1, 850/5,718] 240,171] 1413 ang 22,619, 16,007} 47,853| 7,841 aa 143 
6.2| "oosa| 1.4 881| {0027}1,389!4,015| 16,181| +0080 3,341 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


632 869! 
Béfore using these figures, see explanation page 11. 


Reach FRESNO and the San Jobeuin eb - the Economical Way 


HIE TEST 
ar ns eh ty 


With the BIGGEST most POWERFUL + ° sooo warts“ 


"vg % 


Music and News Station in Fresno K B ' F *e, 

z 

In these 5 counties is a population of ™ 
632,000 with an Effective Buying Income of 


$900,000,000. Retail sales of $700,000,000. 900 KC. CENTER OF DIAL 


Offices in the Hotel Californian 
Gross Farm Income of $580,000,000. Fresno, California 


Telephone: Fresno 6-0791 
JOHN POCLE BROADCASTING CO. « KBIF « KBIG * Represented by MEEKER 
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SOMETHING MISSING 


.. like California without the 
LF. Billion Dollar Valley of the Bees 
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The thriving Sacramento market is surrounded on three 

sides by mountains, isolated from distant Coast cities. 

Sacramento, its trading center and the state capital, 

is 100 miles from San Francisco. Three-quarters of a 

million people live in the 19-county Sacramento 

market. They account for more food sales than 12 in- 
dividual states, more retail sales:than Maine.* 


To cover this market in depth you need The Sacramento 
Bee, the favorite newspaper by far in this area. The 
Bee reaches 9 ‘out of 10 families in the ABC City 
Zone, and one out of every two families in the 19-county 
market. 


* Sales Management’s 1954 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


National Representatives...O’Mara & Ormsbee 
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(Continued on page 252) 


*Not Available. b Before ucing these figures, see explanation page 11. 
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tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


SOMETHING MISSING 


... like California without the 
Billion Dollar Valley of the Bees 


...and its 3 strong local newspapers including 


MODESTO BEE 


The two-county Modesto market is a rich agricultural 
area with more gross cash farm income than New 
Hampshire. Modesto, heart of the market, is the 
county seat of Stanislaus County, ninth richest agri- 
cultural county in the U. S. With a population of over 
150,000, the Modesto market accounts for more retail 
sales than Tucson, has more buying power than Mobile.* 


Only The Modesto Bee gives you real penetration in this 
market. Modesto’s only daily newspaper, it reaches 
9 out of 10 families in the ABC city zone, over one-half 
of the families in the ABC trading area. No Coast 
newspaper reaches more than 6% of the families 

in this area. 


* Sales Management’s 1954 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


National Representatives...O’Mara & Ormsbee 


b ohuti Sales: MANAGEMENT. C AL | F @) R NIA— (Continued) 
POPULATION ' EFreOTIVE BUYING RETAIL SALES 

JM ESTIMATES —1954 BY) EsTIMATES—1954 
COUNTIES 


FIVE STORE GROUPS 
CITIES Urban Coun- (in thousands of dollars—add 000) 
Per | Per ‘ G y 
Cap- | Fam- Sales 
ita | ily 000 le Per General = Auto- 
am- Mdse. | House- | motive 
ily 


4,802 , . 4,507 ’ 2,111 4,085 
5,597) A ’ 3,804 “ 10,210 ’ 23,494 
6,855 ‘ 18,428 


_-— 
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5,406 F . ° 5,831 A 17,494 
2,189 10,005 
1,042 3,308) 
1,800 1,612 A 
1,404 4,166 0101 


Before using these figures, see explanation page 11. 
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Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 
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Counties and cities on this mop 
ore charted in proportion te net 
Effective Buying Income: Scale, 
0026 sq. in. equals $1 million. 


GUST 


Cities shown are those having 
net Effective Buying Income of 
$15 million and over. 


Metropolitan County Areas are 
bounded by black detted line 


Major Metropolitan Counties 
enlorged separately in order 
te avoid extreme distortion 
within remainder of state 
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SALES MANAGEMENT 


SOMETHING MISSING 


.. like California without the 
Billion Dollar Valley of the Bees 


...and its 3 strong local newspapers including 


The four-county Fresno market is an isolated inland 

area with more than half a million population. One of 

Northern California’s five metropolitan markets, it 

is located in the richest part of the great San Joaquin 

Valley, has more gross cash farm income than 
Kentucky, more buying power than Delaware.* 


No other daily reaches more than 3% of the families 
in this market. For thorough coverage you need The 
Fresno Bee. The Bee is Fresno’s only daily news- 
paper. It reaches 9 out of 10 families in the ABC city 
zone and 1 out of 2 families in the ABC trading area. 


* Sales Management’s 1954 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


National Representatives...O’Mara & Ormsbee 


a ee Bee z CALIFORNIA — (Continued) 


apes % “SALES AND 
roar | game car 
BUD 1/1/55 BY ESTIMATES—1954 @ CONTROLS 


COUNTIES 
CITIES 


-0060)1,411/5,1 


0299/1, 491/15, 
-0151)1 ,701|5,41 


4.8 30,223! + .0120}1,78816, 4 ‘ F .0004| 90 


4 and 4 See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
*Not Available. © SM, 1955. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


MAY 10, 1955 


CLOSE-UP ON 
CALIFORNIA 


Southern California presents quite a 
pretty picture for the advertiser who’s 


looking for a highly developed, big- 


income market. Here more than two 
million television families spend just 
short of nine billion dollars per year. 

And they watch KNxtT— Number 
One station in the nation’s Number 
Two television market — most of the 
time. Night and day, all week long, 
KNXT delivers two and a half times 
the average Los Angeles station audi- 
ence—a 40% larger audience, in fact, 
than its nearest competitor. 


Terrific exposure this ...and most 


economical. Average announcement 


cost on KNXT figures to only 50¢ per 
thousand viewers. 

Want to be viewed by the most 
customers at the lowest cost in the 
thirteen-billion ‘dollar Southern Cali- 


fornia market? Strike a pose with... 


Channel 2 KN XT 


CBS Teievision’s Key Station in Hollywood 
Represented by CBS Television Spet Sales 


KNXT COVERAGE DATA: 
Population: 7,218,800 

Families: 2,445,300 

TV Families (Jan. 1, °55): 2,141,800 
TV Saturation: 87.6% 

Retail Sales: $8,966,036,000 

Effective Buying Income: 
$13,146,216,000 

. Effective Buying Income per Family: $5,376 
a Source: 1955 Sales Management 

N “Survey of Buying Power” 
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LOS ANGELES and SAN FRANCISCO 
Metropolitan County Areas 
Compared to Remainder of State 


* a ~ L. 
South Gate £ Belt Whether 


Qn seen 


tr 


i Alameca 


4 
4 
j 


hee eee eieheers ~e 


i] 


Torrey 


Counties and cities on this map 
ere charted in proportion to net 


Effective Buying Income: Scale, 
0012 sq. in. equals $1 million 


Cities shown are those having 
net Effective Buying Income of 
$15 million and over 


Metropolitan County Areas are 
hounded by black dotted line 


aly Uy . 
el onc Saaadar rire am — 57 Major Metropolitan Counties 


enlorged separately in order 
to avoid extreme distortion 
within remainder of state 


LOS ANGELES and all Southern California 


IN ONE GIANT ECONOMY PACKAGE 


A 6,500,000 market population with 


$12 billion consumer spendable in- 
come that you reach with KBIG’s 
power plant. Our ocean sounding 
board gives you 50,000 watt-coverage 
of Southern California at 5,000 watt 


cost — Spots $20. Why try the hard 
way? To cover all Southern California 
rely on KBIG, the Catalina Station. 

THE JOHN POOLE BROADCASTING CO. 
6540 Sunset Bivd., Hollywood 28, Calif. 


Coe 


The “SM” symbols mark original, 
sive estimates by SALES HANAGEMENT, 
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SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES—1954 LD EsTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Bu 
sales Peet | "ep 
Per 
iy. 


ING 
CONTROLS 


Metro- 
Area 


(add 
000) 


73,622) . 


3,629 3,853) 10,240 
17,692 F R ‘ 2,824 5,897 
16,404, . ’ ’ . - 2,754 420 1,610 . 
38,386) . ‘ F ’ - 2,338 ; 747 5,734 0135 
11,255). ‘ j ‘ -0072 F 641 5,110 -0052 


1.744 ,6|4997.9] 9,696,209) 3.8211|1,903/5, 582, 3.8713; 3,773/1,571 .280 


| 463,041|1,289,317/234,187| 3.6924 
Before using these figures, see explanation page 11. 


PEOPLE DRIVE 
OVER 


17 BILLION MILES 
EACH YEAR IN 


LOS ANGELES 
COUNTY! 


Tell ‘em quick —Tell ‘em often PACIFIC OU DOOR ; ea 
Tell 'em dynamically in this ait 
“MARKET ON WHEELS” 995 N. Mission Rd., Los Angeles 


PHONE — CApitol 2-7171 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


SALES MANAGEMENT 


First By Far 
Cl RCULATION — The Los Angeles Times 


has the largest daily, Sunday and home-delivered 
circulation of any newspaper west of Chicago. 
The Times has more than 400,000 circulation 
week-days and almost 800,000 Sundays. More 
than 4 out of 5 daily Times readers have the 
newspaper delivered to their homes. 


ADVERTISING — In its field, the Los Angeles 


Times is first by far in advertising — the leader in 
Total Advertising, Display Advertising, Retail 
Advertising, Department Store Advertising, General 
Advertising, Classified Advertising . . . first in 96 
out of 114 classifications listed by Media Records. 


LOS ANGELES TIMES 


Represented by CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
MAY 10, 1955 251 
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sive estimates by SALES MANAGEMENT. 
(Continued from page 244) | Pop. Pop. 
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SALES 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
v7 INCOME 
Ss ESTIMATES—1954 ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 


Metro. 
politan 
Area 


Net 


% Qual- 
Dollars Cap- Power | ity 
(add t n- 


General | Furn.- Auto- | 
000) Food Mdse. | House- | motive | Drug dex 


ALos Angeles.. 2,157.3 1.3270) 748.5 4,253 ,667 1.693811 ,97215,683 3,308,799) 1.9460 743,868| *454,768! 245,957| 622,116|122,906] 1.6961| 128 


* Geni. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation ll. 
4 and 4 See end of state for SM Metropolitan County Areas. o . © SM, 1955. 


Sales Management's 


1955 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 


. County names .. . for all U. S. Counties . . . most legible of all 
Shows the many outline maps we have seen. 


. Differences in retail sales volume indicated by County shad- 
ings... 
. Red—for counties with $100 million or more. 
t 
ne Green—for counties with $50 million to $100 million. 
Retail Sales Strength Yellow—for counties with $25 million to $50 million. 
Blue—for counties with $10 million to $25 million. 


at a glance 


of every county . 1570 cities with retail sales of $20 million or more. 


oo + 27” x 41” 5. City populations indicated—(as of January 1, 1955). 


... in 6 colors . Special blown-up projections of all congested small-county areas, 
with county lines and names clearly indicated. 


. Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
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This advertisement cost *1,365-° 


and was noted by 


28% of the women and 39% of the men, or 


177,670 readers 


(or 130 readers per dollar) 


of The Los Angeles HERALD-EXPRESS 
August 19th, 1954 issue 


Space: 1750 lines 
based on 


Daniel Starch & Staff Research Survey 


For information concerning the regular monthly 
Starch Survey of the Herald-Express, contact the 
Herald-Express or Moloney, Regan & Schmitt, Inc. 


A good illustration of Sound Advertising 


—1-It stars the PRODUCT 


2-A low rate factor 


3-In a medium where advertising is welcome 


The Los Angeles market is heavily concentrated 
in Los Angeles County 


The HERALD-EXPRESS heavily concentrates its circulation 
in Los Angeles County 


The Los Angeles Herald-Express 


Largest Evening Newspaper on the Pacific Coast 
Circulation over 300,000 ABC 


Represented nationally by MOLONEY, REGAN & SCHMITT 
MAY 10, 1955 
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POPULATION EFFECTIVE BUYING 
ESTIMATES , 
ESTIMATES— 1954 


Per 
Cap- 
ita 


4,973|5, i 2338 
2,169 ‘ 1131 
2,25216, ; 1010 
2,073 ‘ , .0705 
0568/4, 690 F 0584 
.0679} 1,865 . 0872 
.0430|2 ,035/6 036 ? | .0471| 144 
Before using these figures, see explanation page 11. 


BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with few exceptions. They know the Survey is reliable. And they 
know too that the people they are talking to—advertisers and advertising agencies—rely on 


the same authority. 


SALES MANAGEMENT 


MEDIA RECORD’S MEASUREMENTS SHOW THAT 


LONG BEACH NEWSPAPERS 


lod the nation in 


1954 COMPARED TO 1953 


@) LONG BEACH 
CALIFORNIA 


3,745,367 


LINES GAINED 


Spectacular? Certainly! And. go is the city zone 
population growth ... from 285,000 in 1950: to 


369,000 in 1955 ... the increase in number of: business 


MAKE IT A “RULE” TO PUT 


Excluding newspapers which were 
on strike during 1953 and those 
which merged in 1954. 


and since 1951 

Long Beach has led the 
nation in total 
newspaper advertising 
gains with a whopping 
12,375,367 lines... 


an increase of 41.8% 


and industrial plants, retail sales, income and nearly 
every other business index. For the fu// Long Beach 
market story ask the Ridder-Johns, Inc, maa. 


LONG BEACH, CALIFORNIA 


ON YOUR “A” SCHEDULES EVERY TIME 


MORNING SUNDAY EVENING 


( Independent Bice -Aawu 


Represented Nationally by RIDDER-JOHNS, INC, New York * Chicago © Detroit « 


MAY 10, 1955 


Minneapolis © St. Paul © Los Angeles * San Francisco 
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RETAIL SALES 
ESTIMATES—1064 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Coun- 
sales 
Per 
Fam- 
ily 


on 
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on 
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-0124)1, 
-O1 
-0364)1, 
-0103}1, 


-0296 
-0186 
0144 
-0202)2, 
-0200}1, 


~ 


38,976 
24,466 
99, 
47, 


3,559 
61,837) 
19,339) 
85,594 
47,418 


11,089 
2,392 
177,494 
67,311 
38,747 


14,948 


4,254 11,524 
‘ 3,988 10,476 
1,402)3,991 896 3,628 


1 ,661)5 ,056} ‘ 761 3,136 é 
1,512'4,714 ; 5 641 601 2,486) 0041 


Before using these figures, see explanation page 11. 


Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MNT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


Here zs 


America’s Land of Opportunity! 


Some 
Staggering 
Statistics! 


PEOPLE: 


Now 7,300,000, an increase ot 
27.5% over 1948! 


HOUSEHOLDS: 


Occupied Dwelling Units — 2,347,- 
530, an increase of 27.4% over 
1948! 


INCOME: 


$13,892,000,000 — a 479% gain 
over 1948! 


INCOME PER CAPITA: 


$1,903.01 as against $1,639.67 in 
1948! 


RETAIL SALES: 


$9,093,830,000 — an increase of 
44.9% over 1948! 


MOTOR VEHICLE 
REGISTRATIONS: 


3,663,360, an increase of 48% since 
1948! 


TOTAL 
BANK DEPOSITS: 


Mid-year 1954 — $8,232,330,000, 
an increase of 42.32% since 1948! 


MAY 10, 1955 


By 1960, say the soundest predictors, California will have a population 
of 15,000,000; and, by 1965 it will be the most populous state in the 
Union! Some ten million ecstatic people now reside in this land of the 
big sun, of whom 7,200,000 live in salubrious Southern California. 


Why are so many people leaving the old homestead back East and 
migrating to Southern California? Answer» Climate. Outdoor living. 


‘Freedom from winter. Fresh, new opportunities. A new lease on life. 


While the entire United States, from 1948 to 1954, was increasing 
9.53% in population, Southern California racked up an increase of 27.4%! 
(No wonder home builders out here are having a field day, erecting 
low-cost, easy-to-buy houses in clusters of 2,000 at a time! ) 


As for the imcomes of these happy, sunny, outdoor-living Southern 
Californians who brag so expansively about their native or adopted 
heath, this makes eye-bulging news, too. In 1954, their income was $13,- 
892,000,000, over $1900 each against a national per capita 

income of $1639. 


Southern Californians live better, eat better, have fewer worries and 
drive more automobiles than any comparable set of humans in all the 
world. In 1954 they piled up 3,032,890 passenger car registrations, 
bought out of their over eight billion dollars bank deposits. 


- Only Alice in Wonderland could understand and really appreciate this 


fantastic phantasmagoria of sun, sea, mountains, desert and bustling 
cities that is Southern California. That’s why it’s the 

Land of Opportunity!—and the most important area of sales 
potentials in all America! 


And the powerful, young-minded Los Angeles Examiner—now with 
far more home-delivered circulation than ever before (7 out of 10 
Examiners on home doorsteps by 6.30 A.M.)—is the time-tested way 
to cultivate and “capture” this rich, responsive market. Reaching 
over 1,000,000 consumers daily and more than 2,100,000 consumers on 
Sundays, the sales-building Examiner has done and is doing an 
outstanding job for national, local-national and local advertisers! 


The Los Angeles Examiner 


Represented Nationally By Hearst Advertising Service 


Offices in: New York, Chicago, Boston, Philadelphia, Baltimore, Detroit, 
Pittsburgh, Milwaukee, Albany, Dallas, San Antonio, Miami Beach, 
Los Angeles, San Francisco and Seattle. 


Picture ORANGE COUNTY as 


with over 346,000* Population 


. . and PICTURE the sales impact when your advertising is scheduled 
in “Orange County’s Home Newspaper” — now up 62% with 40,000 
HERE’S THE circulation . . . It’s the only daily that gives maximum coverage in a 


COUNTY IN CALIFORNIA with % BILLION dollar “Consumer Spendable Income.” 


wll Che Kiegister 


Since 1950 Census 


FASTEST GROWING NS completely separate and independent Southern California market 
WS 
~~ 


ORANGE COUNTY‘S HOME NEWSPAPER 


Represented by 
West-Holliday Co., Inc. in the West — John W. Cullen Co. in the East 


with 90% in shaded area 


*The California Taxpayers Association 
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POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME 
V/1/55 ESTIMATES— 1954 ESTIMATES—1954 


Mitra. 
COUNTIES ae FIVE STORE GROUPS 
CITIES | (in thousands of dollars—add 000) 


Fami- | ized 
lies —_ Dollars 0 Cap- | j 

(thou- ' Per General ; Auto- 
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83,213 72,155 
24,793 ° ’ 32,096 
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6,656 10,119 
6,265 , 8,639 
6,123 5,804 
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14,647 10,904 
4,463 6,289 
3,449 2,739 
3,899) 2,027 

65,070 43,345 
19,181 25,730 
4,162 A 1,071 
4,379 2,439 ’ 
6,730) ° 6,337 -0074 


Before using these figures, see explanation page 11. 
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WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 


The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


SOUTHERN CALIFORNIA 
is the TWIN CITIES of 


~ SAN BERNARDINO- 
RIVERSIDE 


over 200,000 comeineo city poputation 
over 80,567 comeinen circuLation 
87% oF WHICH IS UNDUPLICATED COVERAGE 


This great market of two of America’s fastest 

AMERICA’S 30th MARKET! growing cities, located 65 miles from Los Angeles, is 

6th On the Pacific Coast Soc A reached by only 1/, of 1% of the total circulation of the 

oP four metropolitan Los Angeles newspapers. It is defi- 

4th In California nitely an independent market with tremendous buying 
power and phenomenal growth. 


KEEP YOUR MARKET FILE CURRENT | 
WITH THESE TWO SALES BROCHURES 


hu NEW 
make * 


The San Bernardino portion of this immense new 
market, with a net effective buying income of over 
a half billion dollars is practically covered by the 
Sun and Telegram. In retail grocery lineage the San 
Bernardino Sun-Telegram exceeded the combined 
total of the leading morning and evening Los An- 
geles newspapers. For complete market data and 
what we do for other classifications, send the coupon! 


CALIFORNIA'S 
NEWEST 
METROPOLITAN 
AREA 


The new miracle market... This is one of the 
most rapidly expanding sections in the Nation. 
Riverside’s retail sales totaled nearly $100,000,- 
000 for 1954... 29% above national average per 
household expenditure. (Source, SRDS), Com- 
plete information in Market Book. 


SAN BERNARDINO SUN—TELEGRAM RIVERSIDE DAILY PRESS — ENTERPRISE 


San Bernardino, California Riverside, California 


Please Send FREE Market Book Please Send FREE Morket Book 
Nome Name 


Address. Address. 


City City 
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i SACRAMENTO 
Proven salesman for more than 750 advertisers, KCCC-TV 


offers TOP coverage, TOP rietwork amming, TOP live 
shows and PROMOTION PLUS! Write or wire for details. 


KCCC-TV...FIRST ING 


*ARB Report on 6:00-1 1:00 P.M. daily prime shows AUDIENCE 
KCCC-TV, LEADING with TWICE as many quarter-hours 
as all other stations combined: 


KCCC-TV leads in.112 QUARTER HOURS 


leads in 38 quarter hours COVERAGE 


Station B, San Francisco leads in 10 quarter hours 
Station C Stockton leads in 5 quarter hours 


Station D, San Francisco............ PSE .......leads in 3 quarter hours 


CALIFORNIA — (Continued) 


POPULATION EFFECTIVE BUYING 
SM ESTIMATES INCOME 
1/1/55 ESTIMATES—1954 


The “SM" symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
: SALES AND 
RETAIL SALES — 
ESTIMATES—1954 CONT! 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
Deltare 


(add 0 

000) .S. Per General | Furn.- Auto- 
Food House- 

Radio 

418.082) . . 99, 366, 32,192} 73.487 

326,343) . 63,913 27,820) 66,884 


22,515) . 8,237 1,709 4,866 
° ° . 13,695). ’ 3,862) . 681 2.336 
2146/1, . 394,709) . ° 105,614 21,006) 62,436 


.0503 : .0510}1 5684, 158,887| . 33,373 10,648] 36,515 
0294 18. 548} .0285|1.497\4. 53,954 16,134 8,871) 18, 486 
0217 r . 53, 0211)1 ,503/4, 41,709] . 11,286 2,951} 12,129 
.0127 : 2, .0120]13567/4,818} 31,190] . 8.480 2,517} 6,089 
.0103 ,117|  .0088/1,316/4,7061 15.6871 . 5,737 650/ 2,031 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 2955. Before using these figures, see explanation page 11 


It's the SURVEY 


It may be General Electric Company . . . Foote, Cone & Belding . . . the United Cerebral 
Palsy Association . . . the UAW-CIO . . . the Traveling Library & Extension Dept. of the State 


.. . the Board of Governors of the Federal Reserve System . . . a citizen’s “Watch- 
dog” committee on state expenditures . 


N. J. Education Association . 


of Wisconsin 


. . the N. Y. Regional Planning Committee . . . or the 


Wherever reliable local data on population, income, sales are needed to launch a project or 
determine a course of action— it’s the SURVEY. 


SALES MANAGEMENT 


IN INLAND CALIFORNIA (AND WESTERN. NE\ 


[So0Vimor- 


DELIVERS MORE 
FOR THE MONEY 


@ RENO 


KM J © Fresno 


5 
KERW © pacersrieio 


These five inland radio stations, purchased as a unit, NE ¢ | HY 

give you more listeners than any competitive com- LA Cc 

bination of local stations .. . and in Inland California 

more listeners than the 2 leading San Francisco R O A A ST N (5 
stations and the 3 leading Los Angeles stations com- B DC | 


bined . . . and at the lowest cost per thousand! 


(SAMS and SR&D) NY 
In this independent inland area — separated from COM E A 


the Coast by mountains — the Beeline taps a net 
effective buying income of nearly $4 billion. (Sales SACRAMENTO, CALIFORNIA 
Management’s 1954 Copyrighted Survey) Paul H. Raymer Co., National Representative 
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cone CONTINUING 
GET THE FACTS AsBout HOME AUDIT 


+ | CONDUCTED BY 
SAN DIEGO'S MIGHTY MARKET  incrs CONSOLIDATED 


~. . : For current product and service 
pt ell sesa tl Pan Hiego Union > market status — as revealed by 
and FACTS CONSOLIDATED research — 


see your West-Holliday man — 
SAN DIEGO 


EVENING TRIBUNE or write Union-Tribune National 


REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., IN 


CALIFORNIA— (Continued) The “SM” symbols mark original, 


sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 


eres BUYING RETAIL SALES 
@ ESTIMATES NCOME @ ING 
1/1/55 JM ESTIMATES—1954 ESTIMATES—1954 
|politan| FIVE STORE GROUPS 
Area Urban- ( 

% 
of 

) | USA, 


s§? 


Food 


737.1) .4534 ° . 316, : ’ ’ . . 193,636 ° . 160,956; 25, . 109 
477.3) .2936 \e A . é . . ° 120, 85¢ A . 123,609) 18, ° 
31.4] + .0193 ° ’ . ° ’ : 10,797 J 6,073 ’ 92 

8.8] .0054 - . x , : ° ° 4,951 t 7,714 ’ 148 
22.9) .0141 “ . . ’ ’ ’ . 7,997 e F 6,762 . 106 


28.4) .0175 ¢ ° ’ ’ : e! . 9,177 ’ 3,038) ’ 4 
18.1} .O111 e 5 ’ : ° . ° 5,505 5,254 ° 105 
685 


12.4) .0076 . ¢ 5 ° ° . 6, 3,026) 1, x 118 
20.9! .0129 . . d , . ° 6, 3,403 . 110 


4 and 4 See end of state for SM Metropolitan County Areas. b Before using these figures, see explanation page 11. 


SAN DIEGO and all Southern California 


IN ONE GIANT ECONOMY PACKAGE 


A 6,500,000 market population with 
$12 billion consumer spendable in- 
come that you reach with KBIG’s 
power plant. Our ocean sounding 
board gives you 50,000 watt-coverage 
of Southern California at 5,000 watt 
cost — Spots $20. Why try the hard 
way? To cover all Southern California 
rely on KBIG, the Catalina Station. 


THE JOHN POOLE BROADCASTING CO. 
6540 Sunset Bivd., Hollywood 28, Calif. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 


individuals”. . . which adds to the number of private households the income-receiving units 


living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 


colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


ppeeuee 
rrUPE Ee) 


33% more than in 1951 © 
for a 1954 total of $193,639,000.00! (Sls. Mgt. 1952-55) 


More than bos sold in Miami, WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF. 
Indianapolis or New Orleans! REPRESENTED BY PETRY 


We've got more people, making more, spending more 


and watching Channel 8 more than ever before! America’s more market 


I g y In any market one 
is N 

N San Francisco... were: Newspaper 

dale 4 In San‘Francisco and 

rthern California, it’ 

its The Examiner or <siforia.its 

first in news, circulation 

and advertising. 


“NY -N5 F 


“us 


= 


THE SAN FRANCISCO EXAMINER IS REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Cc AL IF @) NI A anes (Continued) ee a ra The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 
EFFECTIVE BUYING RETAIL SALES 


m ESTIMATES INCOME AOVERTIS- 
ata! ED 1/1/38 YD ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES Ipotitan FIVE STORE GROUPS 
Area thousands of dollars—add 


CITIES 


(in 
Total gq ized 
(thou- les Dollars 
sands) 


Buying 
Power 
General - Auto- Index 
Mase. motive | Drug 


808.2) . : 834, : ’ ’ 244, . , 146, 38€ ° 195,405) 35,088)  .6842 
808.2) . ‘ ,834, ‘ ,269/6, »244, : 146 ,386 : 195,405) 35, - 6842 
233.8) . . ° : ’ ° ‘ . 18,533 ° 50,684) 6,611] .1478 
78.8) . : ‘ A ’ ‘ a A 14,684 . 34,557; 3,661] .0673 
17.0) . é ’ ‘ . ‘ 


1,838 . 6,730 714, =—.0121 
9.81 . A J 1,730\6, 847 18,510! . 1,381 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


3,584 511i} + =.0079 
Before using these figures, see explanation page 11. 


SANTA BARBARANS LISTEN TO THEIR LONG TIME FRIEND 


K DB 


SANTA BARBARA’S FIRST STATION 


Represented Nationally by Gill-Perna, Inc. 


SALES MANAGEMENT 


ae ant 


‘3 Femucisco 


A 51,000 pop. market 
on California's fast growing 
coast 


Covered Only by the 


, SANTA BARBARA NEWS-PRESS 


Ft Sig REPRESENTED NATIONALLY BY CRESMER AND WOODWARD 


The “SM” symbols mark original, exclu+ 


sive estimates by SALES MANAGEMENT. “ , CALIFORNIA — (Continued) 


SALES AND 
POPULATION Ag La A ~dalaaaa RETAIL SALES 


ora 
SYD Estimares—r95 CLD estimates—i954 CONTROLS 


Metro- 
COUNTIES jpolitan 
CITIES Area 


FIVE STORE GROUPS 
ai (in thousands of dollars—add 009) 


Fam- 
ily 


General 
Food Mdse. 


1,618/4, 861 . 17,019 4,477 
1963/5, 856 , . 6,986 2,818 0147 
1 ,636}4,844 . 4,424 1,330) -0074 
2, 306)7 ,253 94,355, 24,640 ° ’ 2452 

2639/8 , 466) . 16,435) 10,340 A ‘ ' -0479 
Burlingame... . ° . : A 2,710)7 ,779 ° . 16,223 2,266 ii ’ -0239 
Redwood City , A . A 2,119)6, 84 , ° | 16,115 4,251 ’ R ¢ -0316 
2 ,085)6 , 77: . .0134) 6,463 554 -0173 
1, 961/6 453 ‘ : 9,193 4,847 . -0123 
23277 ,744 20,787) .012% | 7,256 76 P 821 0145 


2, wr 7,009 17,132) . 6,483 1,474 632 1,303 0191 
9,558 13,652) . 4,295 607 825 0180 
190,119) . |1,792)5,527 al . 33,140 6,325 8,876) 26,955 0774 


95,269) .0379|1 ,868/5,444 91,822) . | 19,888) 3,392 6,274 16,503 0414 
4.2 24,061; .0096|1,809|5,729 28, "482| ; 7] 4,768) 1,312 1,746 7,251 544, Ss .01 15) 1 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11. 


« «- blanket 


SANTA BARBARA’s MONEY MARKET* 
with radio 


ara. 


_ Cail George P. Hollingbery Company. 
jill ile | 


ee ed 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 
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THAT’S SAN JOSE’S RETAIL SALES 


GAIN SINCE 1948! 

And, really we’re just getting started! With the 
$50,000,000 West Coast Ford headquarters now going 
full blast, everything points to still greater gains in 
all categories! 

Pick your own yardstick, but look at San Jose— 
we know you'll agree: 


[EU It’s San Jose for Sell . . . and You Cover San Jose Only 
with the eee 


sSueeeeee 


il 


San Jose Mercury and News 


RIiDODER NEWSPAPER 


Represented Nationally by Ridder-Johns Inc. 90.000 Combined Dail y 


CALIFORNIA— (Continued) sive estimates by SALES. MANAGEMENT. 
A % SALES AND 
EFFECTIVE BUYING RETAIL SALES — 

ESTIMATES—1954 SM ESTIMATES— 1954 


Moefrn. 
COUNTIES |politan' FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


| General Furn.- Auto- 
Mdse. | House- | motive 


48,209 


FS 
Oo 


222 ,698 
65,214 
14,681 
12,691 
83,519 
41,484 
27 ,097 
59,518 
40,229 

1,302 
35,446 
11,885 

128,011 
71,302 

166 623 
62,259 
44,037 

187,631 
97,476 
25,277 
22,667 


gs 


SSeSSIERSEERERE 


11,743 
42,953 


ee ee Se Se SS 


BS 
Sos 


33,463 24,684 ‘ t 
1.6 9,513 ,762)5, 14,976] . 7 2; 2,898 
2.3) .... 8, 406 , 3,828 | 
45.8) 49. 197,427 156,399 | 28,691 
0083} 4.2 28,037 34,629 jo 8,212 
0086} 4.1 20,526) . 466/65, 32,959 , 7,003 
Porterville... . 7.8} .0048} 2.6 12,489}. 601! 25.969 . 7,229 


4 and & See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


The “SM” symbols mark origina, exclu - CALIFORNIA— (Continued) 
Ae la RETAIL SALES 
BYP ESTIMATES—1954 BYP estimates—i954 


Matra. 
COUNTIES  |politan! FIVE STORE GROUPS 
CITIES Area (in thousands of dollare—add 000) 


General | Furn.- Auto- 
Food Mdse. | House- | motive 
Radio 


3,722 513 580 3,203 381 
41,838) 10,155 7,161; 31,909) 4, 
11,677 6,039 2,646) 15,861) 1,911 
11,030 2,179 2,142 8,084 873) 

4,546 954 1,419 5,045 4 
16,955 2,909) 1,204) 12,653) 2,11 
28,319 6,903 1,978 933 8,883) 1,31 


47,670 9,398 3,609 1,986; 11,602) 1,053 


6.8 ‘ 66,151 ‘ 9,674 $3,887) 1,960; 13,114) 1,1 0185 
2.7 18,317 41,951 6,358 3,203 1,834) 11,483 -0122 


881 
8,129.9 2,726.8 15,987 ,300 6.30601, 9665, 86312, 788,675 2,916,541 1,488, 162 889 ,785/2 605,789 411,389) 6.4403 


12,812.0 4,237 .9| 105325123 , 264 , 519) 9.2630'1,816'5, 490|15,488, 103 3,664|3,790, 427|1 ,840,672| 998, 416)2,910,439 | 8.9403| 113 


See foliowing page for CALIFORNIA Metropolitan County Areas 


CALIFORNIA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


Total 
COUNTIES COUNTIES 
CITIES = % wee $7,000 & aw CITIES $0-2,499 tecee % $7,000 & Over 


% in- % iin | & in s £1 <x & eS bh 
Units come | Units Units come | Units come Units come | Units come | Units come | Unite come 


26.2 7.0 | 20.0 12. 2 35.6 | 18.6 44.8 ‘ 8.1 | 24.4 16.6 5 | 15.3 40.8 
26.0 7.0] 20:7 13. A 36.5| 17.9 43.2 | . 8.9 | 21.0 14.1 15.8 43.5 
34.1 9.3 . 7 30.0] 18.4 48.4 17.9 | 27.6 26.7 8.9 25.1 
22.8 6.0] 20. .5 37.6 | 18.9 43.4 : 5.0 | 22.2 14.2 14.8 35.4 
21.4 6.8 | 20.4 13. A 42.1) 17.1 39.1 ille.....) 2. 6.6 | 20.6 12.8 | 40. 16.9 40.8 
18.9 4.6 < .7 38.3 | 22.4 47.3 | 
17.1 4.2 . 0 40.5 | 21.5 44.5 ..-/1941. 8 7.3) 21.8 14.1 17.6 43.6 
21.3 3.0 . 3 11.3 | 43.1 80.9 as 0 8.2] 22.9 15.4 8 | 16.7 42.6 
4.3 7.8) 8 . .2 30.8 | 29.7 61.0 sees 122. 8.3 | 21.4 14.7 15.4 39.1 
32.9 11.0] 22.9 18. 9 42.0] 11.3 28.7 j 8.4 | 21.8 14.0| 28.6 29.3] 18.2 48.3 
33.8 10.8 ; 8 36.3] 11.5 33.9 5 8.7/ 20.5 11.8 9 | 22.6 51.6 
32.3 9.6] 23.2 16. 0 34.9] 13.5 39.2 ica..] 33. 2 7.5| 22.8 14.9 8 | 16.9 42.8 
32.9 9.7 | 22. 6 33.1 | 15.4 41.8 ills...] 14. 3.21 17.4 4.5 36.9 80.5 
32.4 11.2 : 10.2 25.6 y 4.4 | 18.3 10.7 | 42. 21.3 45.4 
34.3 10.8 | 25. 5 29.9 | 14.5 40.7 2 4.8] 18.2 10.4 | 38. 23,2 49.7 
24.8 6.7 : 7 39.9 | 17.6 41.2 . 3 6.5| 17.9 10.6 22.6 48.8 
19.0 5.2 : 5 48.7 | 15.6 34.8 
21.6 5.6 : 2 38.0] 19.0 43.3 s 7 6.2| 22.6 14.7 38.9 | 17.3 40.2 
21.1 5.4 . 4 40.1] 21.0 44.5 5.1 | 20.0 12.6 44.0] 17.3 38.3 
19.3 4. y i 24.3 81.5 . 4 8.0 | 23.1 16.1 | 35.1 39.3 | 14.4 36.6 
17.2 4, : 8 44.7| 19.2 40.0 i ah 2 4.1] 18.2 10.9 43.5 | 90.2 41.5 
23.0 6. ’ 8 46.2 | 13.8 32.4 itti . 6 8.4] 18.6 11.0 33.0} 21.1 49.6 
39.8| 9.5 24.3 | 6. 9 8.0| 24.6 17.4] 34.9 39.4] 13.6 35.2 
10.1 28.0 | i ; 7.7| 21.5 14.2 35.7 | 16.8 42.4 
34.6 | 14.6 39.6 ity... : 6 5.2] 19.5 11.7| 39.7 38.2] 20.2 449 
35.0 | 16.9 42.9 i ’ 0 44) 16.7 7.9 25.4 62.3 
11.2 34.7 } . 8.2 | 21.9 15.8 43.8 32.2 
til... 4.0] 17.2 8.8| 35.9 29.5] 28.3 67.7 
33.9 | 15.3 38.5 . 1 7.1] 21.1 14.3 | 38.6 42.0 36.6 
38.6 | 16.9 41.4 . 4.3 | 18.3 11.2 45.1 99.4 
36.4 | 18.7 45.0 5.1 | 20.7 12.9 | 40.6 40.7| 19.3 41.3 
12.2 39.5 Y 5.9 | 20.0 12.8 | 40.5 41.4| 17.6 39.9 
33.6 | 15.9 43.5 25.3 6.9 21.1 13.7] 36.6 38.0] 17.0 41.4 
28.2 | 13.0 43:4 | ’ 22.3 6.9 | 20.6 13.0 39.6 | 17.8 41.6 
11.1 36.9 : 20.4 5.6] 20.7 13.7 45.4 | 16.2 38.3 
43.6 4.5 | . 17.5 4.2| 17.3 9.9 39.9 | 22.0 46.0 
35.8 43.7 | ee ir 23.2 6.6 | 20.2 13.7 45.3 | 14.8 34.4 
32.4 52.3 he 2 24.1 4.9] 16.7 8.1 24.6 | 27.6 62.4 
40.5 4.8 | . 21.0 5.4] 17.8 11.0] 40.6 40.2 | 20.6 43.4 
33.4 37.7 . 18.0 4.9 | 21.1 93.7] 46.3 47.9 | 14.6 33.5 


35.3 42.1 iced 22.1 5.6 | 19.1 11.5 | 38.6 37.1 | 20.2 45.8 
40.9 ino.... ° 144.2 1.3/ 10.4 2.3) 18.2 6.6 | 57.2 89.8 
36.0 12.0 | 28.3 22.56 | 24.5 31.0) 11.2 34.5 
35.6 -5 48.8 ‘af ° 35.8 11.6 | 23.8 18.3 | 28.0 34.3 | 12.4 35.7, 


Before using these figures, see explanation page 11. 
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CALIFORN1IA— @§ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- 

$7,000 & Over $0-2,499 $7,000 & Over 

% i hous i |= ie - 
Units come Uahe come | Units come 
54.1 i ’ 35.3 11.1 3 16.7 
55.6 24.0 6.5 13.4 
23.2 36.4 12.1 7 18.8 
33.1 i i 27.6 8.0 15.9 
36.0 Yee Ne 35.0 11.4 -1 18.7 
39.2 ate 16.5 3.3 4 7.3 
42.7 waa 15.5 2.8 0 6.1 
35.5 15.1 2.7 6.2 
29.7 18.4 4.0 x 8.2 
39.5 i ‘ x 15.6 3.4 . 8.5 
50.3 dey . 14.0 3.1 0 7.9 
41.3 San Carlos..... 5 11.5 2.0 y 4.6 
South 
60.5 San Francisco a 13.2 2.8 - 8.7 
31.0 Menlo Park... . 5 22.3 4.7 e 8.8 
30.5 F 32.3 9.4 0 6.7 
29.9 8.8 5 16.5 36.6 ‘ % 34.1 10.3 0 17.2 
2.0 7.0 -1 13.0 40.6 ia... . 26.0 6.9 1 4.7 
36.8 13.4 8 24.2 $ . 27.4 heel 30.3 8.5 46 13.6 
35.1 13.0 0 25.6 J p 9 23.5 30.9 8.9 7 4,1 
30.2 9.0 oO 16.4 3 ‘ 36.5 ac J 5.9 -7 10.4 
28.9 8.6 2 16.4 » s 38 36.4 ii beobuail d . 7.4 8 10.5 
20.7 9.1 9 17.4 . . 4 33.9 - 10.3 8 13.5 
28.8 8.3 -1 15.2 d . 5 38.3 B wiety 12.1 17.9 
28.5 7.4 -1 13.6 , 5 48.2 ae 12.7 7 18.6 
35.2 10.9 5 16.6 . . 38.9 d . 9.0 9 15.1 
30.8 9.8 1 17.6 . A 1 30.1 7.9 8 15.8 
31.6 10.0 3 17.4 x . 4 32.2 i oe J , 5.6 5 13.0 
30.0 9.3 6 18.1 d 33.7 ve . A 8.3 5 21.6 
21.6 6.0 6 4.2 J . 37.6 7.6 7 4.8 
28.4 8.0 3 12.9 ‘ le 38.8 5 J 7.4 6 13.5 
8.1 8 15.6 
19.9 6.4 6 16.3 . ‘ 37.9 j R 9.0 0 16.0 
38.4 13.9 -1 22.5 . m 28.5 Settee 2 11.2 4 17.7 
32.8 10.8 0 19.6 y . 2 33.1 a 0 10.6 9 15.1 
38.0 13.0 4 21.5 ‘ é 9 34.5 LR F 7.7 7 13.1 
36.3 13.4 5 26.9 . 7 4A 24.3 4 9.9 3 16.6 
33.9 11.4 7 19.0 m ‘ 30.9 \ . 9.3 2 16.2 
25.6 6.8 1 12.8 A d 6 44.0 . z . 9.9 7 17.0 
25.7 6.7 6 12.1 . é 46.8 nities . . 9.8 2 20.7 
Rae 9.9 8 17.0 
19.8 4.7 ‘ 9.5 e 48.1 pe A \ 8.6 7 44 
34.6 11.8 9 24.3 . d 2.1 33.5 ae sail ‘ 0 16.8 4A 23.3 
31.9 10.4 3 8.8 \ 9 2.9 A 6 0.8 9 22.1 
30.7 9.6 7 6.8 d . -6 33.3 isalia........ ‘ 6.1 6 12.3 
30.4 9.5 6 17.5 P . 2 22.9 seine J 9.3 8 17.0 
39.9 14.0 4 19.6 \. 2 31.2 ain . 3 10.5 6 19.2 
27.6 8.8 6 17.2 | 39. ‘ -l 36.7 i . 9.0 4 19.4 
33.5 10.4 6 16.7 ‘ ‘ & 36.9 ' . 7.4 8 15.1 
33.6 10.4 5 16.7 . ¢ 0 36.4 Ventura A “ 5.1 4 1.1 
National City. . 28.1 6.9 1 18.9 . F 0 29.3 Oxnard........ Lb v 8.2 3 16.0 
Escondido... .. . 4 38.0 13.7 9 22.2 ‘ \d 2 27.2 Santa Paula... . 5 10.0 6 14.7 
Oceanside. . ... . 30.8 9.5 6 18.2 F 6 33.2 DS oo nih Hild 5 1 11.5 0 16.2 
Chula Vista.... . 27.7 +8.0 0 14.6 6 5 3.8 Woodland... .. . . 7.4 6 12.0 
28.3 8.2 1 4.5 . é 2 38.4 Yuba... weds . 2 11.6 0 21.7 
32.6 10.4 A 16.2 ’ . .6 31.8 Marysville. .... ‘ d 9.8 .0 17.3 
30.4 8.6 2 14.7 '. 4/ 17.6 44.3 
28.2 7.7 5 14.7 | 31.6 17.7 44.4 
28.2 7.7 5 14.7 | 31.6 ~ 17.7 44.4 s 27. 7.6 | 21.6 14.1 
33.4 10.2 -6 16.4 | 30.5 ‘ 13.5 37.9 


n- In- 
Unite come ushe come 
23.5 6.5 10.2 
23.5 6.4 9.0 
38.9 14.8 26.5 
31.0 9.8 7 2.1 
2.3 8.8 6 17.5 
32.8 10.0 3 19.1 
30.2 8.6 -7 16.2 
26.4 8.1 3 19.3 
30.4 9.8 0 17.6 
35.1 10.8 5 17.3 
32.7 8.7 -1 13.4 
30.6 9.0 8 16.6 


int 


. 


SSSSSISSSSS 
-eoeocoew awe OW eS @ 
-~Oreewrannogon 


SHEN SSRSSRESSESS 


29.2 7.7 6 14.7 
24.2 7.2 8 16.9 
31.3 10.2 -5 22.2 


asso u 


8.0 | 22.0 14.7 | 33.1 36.2 | 16.5 42.1 


The “SM” symbols mark original, exclu- 
aive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES S INCOME ING 
GD 1/1/55 JM ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


FIVE STORE GROUPS 
Urban- (in thousands of dollars—add 000) 
Total | &% | Fami-| ized 
(thou- | of | ties | Popu- f 
sands) | U.S.A. | (thou- | lation dd | USA) | General J Auto- 
| sands) [ihou-| 000) F Mase. motive | Drug 
| | sands) 


208.1] .1896) 94.0] 176.0] 459,483. 1830/1, 491 367,861) 2164 27,228 67,848 9,946 
5,379.8) 3.3093|1,858.0/6207.8]10, 143,970| 4.039211, 886 6,934,615) 4.0783 | | 770,675 1,361 ,472/245, 434 
365.6, .2187| 111.4) 270.3] 661,117, .2633/1,859)6, 418,082) 2488 / 41,212 73,487| 13,474 

Sap hee Be 
595.9, .3666| 192.2) 382.6) 832,843] .3316|1,398\4,333] 647,640] 3808 170,684) 48,293 105,781| 20,752 
737.1) 4894) 242.5] 656.9] 1,316,524) .5242|1,786|6,420| 798,689] .4687 193,636) 69,808 160,956) 25,704 


| 


Oakiand....... 2,683.5) 1.5893, 857.0)2389.7 5,345,673) 2.1286/2,069/6,236} 3,117,326) 1.8332| 3,637; 808,700) 340,782 529,996) 88,1 1.9319) 122 
© SM, 1955. Before using these figures, see explanation page 11. 
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Represented Nationally by 
HENRY I. CHRISTAL CO., Inc. 
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STOCKTON « A KEY NORTHERN CALIFORNIA MARKET 


STOCKTON (California ) 
Calitornie's | A 439 Million Dollar* MARKET 


Independent, . : 
lsolated Source 1954 Survey of Buying Power—Effective Buying Income 


Market No other medium or combination of media can match the Stockton 

Record in its power to sell in this geographical independent iso- 
lated 439 Million Dollar Market. With a daily circulation of over 
SAN FRANCISCO 50,000, the Record covers 9 out of 10 city zone families and 67% 
of all families in the Stockton retail trading zone. No out-of-town 
daily gives you more than 9% coverage. 


POPULATION 
Stockton ABC City Zone 


LOS ANGELES 120,591 
Retail Trading Zone 
271,000 Represented Nationally by Cresmer & Woodward, Inc. 


STOCKTON ¢ CALIFORNIA’S INLAND VALLEYS ¢e 3rd METROPOLITAN MARKET 


CALIFORNIA— @ Metropolitan County Areas — (Continued) _ itt cihaac!W'Sates aalindesen 


sive estimates by SALES MANAGEMENT. 
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POPULATION EFFECTIVE BUYING RETAIL SALES ER 
JM Bi ESTIMATES—1954 BYP ESTIMATES—1954 NTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
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ily i General | Furn- | Auto- 
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Before using these figures, see coiation pow 1 


SALES MANAGEMENT 


and growing every day! 


AGRICULTURE 

OIL AND URANIUM 
MANUFACTURING 
TOURISTS 


hae 


Served and Sold by “ 


FARM TOTAL 

@ Delivers Boom-Town Denver and 302 counties in 12 states (Nielsen) Population. . . 700,030 3,633,000 
Households gt 191,140 1,088,420 
Radio Homes . . 175,850 1,049,020 
Buying Income . $2,044,714,000 $5,226,724,000 


Is the leader in creating local programs and personalities for 
Western tastes. 
Serves a farm and rarich population of 700,030 with 18 hours 
Koa) per week of informative and entertaining agricultural programs. To Retail Sales . . $4,071,951,000 
many of these listeners, KOA has long been their only day-in, Source: 1955 Survey of Buying Power 
day-out source of vital news and weather information. 


Is heard by more people who can’t get TV than any radio station 
in the U.S.A! 


Sells this ever-increasing market, developing and keeping 
phenomenal listener-loyalty, as proved by 39% greater moil response 
in 1954 over 1953. 


LET(KOA)SELL FOR YOU! Covers The West... Beet’! 
ed 


NBC e« 850 ke e 50,000 WATTS e CALL PETRY 


Send us your name and address for monthly factual 
“Western Market” information folder. 
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COLORADO — (Continued) Be ctl talte Sabeebsesy, 
— a oes SALES AND 
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v7] ESTIMATES SM INCOME iy”) ING 
1/1/55 ‘ ESTIMATES—1954 ‘ ESTIMATES—1954 CONTROLS 
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4 and 4 See end of state for SM Metropolitan County Areas. © SM, a Before using these figures, see explanation page 11. 
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In this rich region... 


DENVER 
—| I$ JUST 


7 13 


THE STORY! 


In budgeting your advertising, although Denver is the largest city in the 
Rocky Mountain West population-wise, remember it still pays to spend the 
most where the most is spent. 


The fact is, approximately 24 of the retail purchases of most key consumer 
goods are made OUTSIDE the 4-county Metropolitan Denver area. 


The whole story can be found in these comparative figures: 

4-County Denver Market Outside Denver Retail Zone 
Total Retail Sales $850,802,000* (35.9%) $1,513,778,000* (64.1%) 
Total Retail Food Sales . . . . $175,370,000* (35.4%) $319,501,000* (64.6% ) 
Families 215,200* (32.1%) 419,810* (67.9%) 


Whatever you’re selling, in this wide-open country the most effective medium 
is the local daily newspaper . . . the one medium that gets into every home. 
*Sales Management Survey of Buying Power, May 10, 1955 


MOUNTAIN NEWSPAPER RESEARCH INSTITUTE 


COLORADO Durango Herald-News Leadville Herald-Democrat Walsenburg World-independent 
Fort Collins Coloradoan Loveland Reporter-Herald 

Alamosa Courier Fort Morgan Times Montrose Press 

Boulder Camera Grand Junction Sentinel Pueblo Star-Journal & Chieftain NEW MEXICO 

Canon City Record Greeley Tribune Sterling Journal-Advocate Raton Range 

Colo. Springs Free Press La Junta Tribune-Democrat Trinidad Chronicle-News Sante Fe New Mexican 
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Cc Oo L Oo R A D @) — (Continued) The “SM” symbols mark original, exciu- 


sive estimates by SALES MANAGEMENT. 
SALES AND. 
ADVERTIS- 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES v7 INCOME 
C ESTIMATES— 1954 ss ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn- | Auto- 


Coun- 
Sales 
Per 

‘am- motive 


ily 


11,511 


16,646 
23,863 

9,901 
31,892 
12,043 


2,617 
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6,166 


2,367 
20,478 
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134,622 
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Metropolitan County Areas 


4164) 215.2) 609. 1,187, -4728|1 ,754/6,51 850,802| .5004/ 3,954 41,651 
-0629) 29.0) 84. 134,622) .0536/1,317/4, 102,410} .0602) 3,531 6,653 


.0676| 30.7} 69.6] 144,582) .0575|1,545/4,710] 103,673| .0609| 3,377 8,065} 17,038 
sm 274.9) 763.9] 1,468,944] .5840}1 ,681/5,3961 1,086,885} .6215| 3,945] 221,641 56, 359) <n pe 


COL re) R AD O- — Income Breakdown of Consumer Spending Units 


In- NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


$2,500-3,999 | $4,000-6,999 | $7,000 & Over 
Unite come | Uaits come | Units come 


come 
sumer 
Unit 
$ 
4,064 | 31.1 10.2 | 28.2 22.1 F \. F 0 | 4,755 e -5 | 25.3 17.0 | 38.8 41.9 | 12.7 34.6 
4,514 4,899 
2,999 
4,382 


| ie 


come 
COUNTIES _ 
TIES $0-2,499 | $2,500-3,999 $7,000 & Over 
sumer 
Unit 
is come | Units come | Units 


20.5 6.1/ 27.9 19.8 23.7 15.5 | 42.1 44.0/ 13.6 34.8 
4,364 | 30.0 9.3 | 29.8 21.8 : 28.7 30.6 | 10.8 18.4) 9.5 28.1 
1.9 | 4,616 | 27.5 8.0 | 28.2 10.5 ; ° . . 37.38 11.4 | 25.3 18.5 | 20.4 23.91 17.0 46.2 


4 and 4 See end of state for SM Metropolitan County Areas. 4 Before using these figures, see explanation page 11. 
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and DENVER! 


Top station in one of the 
nation’s fastest-growing markets — 
that’s KOA-TV! Nationally-accepted 
surveys consistently show 
KOA-TV penetrating more homes 
at more times than any other 
Denver station. And great new things 
RLING are happening in this big 17-county 
: market. Uranium...oil... people... 
industry... building...agriculture... 
ideas...enterprise...wealth. In 
pace-setting Denver alone, present 
estimated population of 700,000 
is a 25% increase since 1950... 
a continuing growth of 2,300 per 
month. KOA-TV delivers 4-million 
TV homes—68.9% of Colorado’s 
‘ i ie population with 77.2% of the 
TOWER ta : ' Hiatt state’s spendable income. 
ATOP j ; } 
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POPULATION eee CHEYENNE STE 
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BUYING INCOME $1,715,345,000 
RETAIL SALES . . $1,285,071,000 
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COLORADO— Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
Total | come 


COUNTIES | Con- COUNTIES 
CITIES sumer % ome x ae miesegnt ~ a CITIES lets mae e $4,000-6,999 | $7,600 & Over 


Units % 
(thous.) % in % in- %& In (thous.) % in % in % i % ine 
$ Units come | Units come | Units come Units come | Units come | Units come | Units come 


2.5 | 3,535 ° 38.6 34.9 | 20.2 20.2! 7.6 23.1 — “ 35.5 11.1 | 26.5 19.8 | 23.0 27.6 | 15.0 41.6 
3,502 : 23.1 8.1 29.4 < ey A 21.4 6.1] 19.5 13.2 | 46.0 49.9 | 13.1 30.8 
3,398 . ° 28.5| 8.4 31,7 nivale - . 40.1 15.3 | 29.6 27.0 | 23.5 34.2) 6.8 23.5 
4,204 ° 26.8 20.4 A.6) 11.2 4.3 ° 33.7 11.7 | 27.9 23.0 | 29.8 38.2| 8.6 26.1 
3,648 A 24.6 -4 32.8) 10.0 28.4 B $9.3 13.8 | 27.1 22.7 | 24.3 32.7/ 9.3 30.8 
3,903 : 25.8 27.7 | 12.2 34.4 ins... e 45.2 16.8 | 23.5 20.9) 22.6 32.2) 8.7 30.1 
3,897 : 22.3 . 9.4 23.6 . 32.4 10.6 | 29.0 22.6 | 28.1 35.1 | 10.5 31.7 
3,049 : 29.6 7.6 24.1 
2,349 ; . - -5 20.8) 3.3 11.4 b sbi : 44.4 18.3 | 27.6 27.1 21.6 34.0/ 6.4 20.6 
3,284 : 9 30.2 7.2 26.1 ini . . 43.4 17.8 | 28.7 28.0) 20.8 32.5) 7.1 21.7 
3,016 : 9 32.8 8 26.8) 6.0 19.3 m 35.3 11.6 | 26.7 20.9 | 23.9 29.9 14.1 37.6 
3,094 : . 3 31.4 26.6) 6.4 21.5 hicdieces o 30.3 9.2 | 28.1 20.4 | 29.0 33.5 | 12.6 36.9 
29.0 8.7 | 27.8 30.5 34.9 | 12.7 36.5 
4,708 , ‘ . 8 33.6 ° x 34.6 11.9 | 20.3 26.9 35.3) 9.2 28.7 
4,708 . : ° 8 33.6 | 15.6 41. . 30.8 9.7 | 26.6 30.9 37.2) 11.7 33.2 
4,448 . . . ° 6 33.0 14.1 \e ° 25.1 8.8 | 42.7 35.8 | 22.9 30.8) 9.3 24.6 
3,629 d ° , ° 2 38.4) 6.5 17. bceghacs . e 29.8 8.9 | 22.7 34.4 39.2 | 13.1 35.8 
3,766 . . . . 7 37.6) 6.7 21. ood ° 41.9 15.0 | 26.5 22.6 | 20.7 28.3 | 10.9 34.1 
3,404 ° . : . 27.6 | 7.4 . 40.4 16.3 | 33.2 32.0 | 20.3 31.4/ 6.1 20.3 
3,833 ; ’ . 4 32.7) 9.3 31. e 34.5 11.1 | 28.9 22.0 | 24.6 30.0) 12.0 36.9 
30.8 9.2) 27.4 19.6 | 28.2 32.1 | 13.6 39.2 
3,956 . . -1 33.8 \. 33.9 11.4 | 30.5 24.5 | 25.6 32.8 | 10.0 31.3 
3,244 . . 5 . 31.1 | 6.7 30.7 9.5 | 22.3 16.4 | 34.3 40.4 | 12.7 33.7 
4,062 . : . . -2 33.2 
3,465 ° : ° . 2 35.8) 2.8 Wecesceau . 38.2 14.4] 26.5 23.8 | 28.8 41.5) 6.5 20.3 
3,967 . . ° . ° ° 35.5 12.5 | 27.8 23.2 | 26.4 35.3 | 10.3 29.0 

‘ 30.8 9.1 | 32.2 22.6 | 19.6 22.0] 17.4 46.3 
3,689 . ° . 4 3.3) 9.2 ashe cess . 32.3 10.9 | 29.7 23.9 | 27.3 35.3 | 10.7 29.9 
2,381 : . . 5 20.5 ° 37.5 12.3 | 31.0 24.2 | 20.2 25.3 11.3 38.2 
3,062 ‘ ° ° . 26.5) 5.4 . 36.2 11.6 | 30.5 23.0) 21.1 25.6) 12.2 40.0 
4,136 . . : 0 2.7 ° 26.2 8.0 | 27.0 19.8) 35.0 41.0) 11.8 31.2 
4,671 . ° 25.5 7.7 | 26.5 19.2) 35.7 41.2 12.3 31.9 
4,704 ; . 0 25.1 Se . 22.8 6.1 | 20.2 18.6 | 32.6 33.4 | 15.4 41.9 


Before using these figures, see explanation page 11. 
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COLORADO— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES COUNTIES 
CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over $4,000-6,999 |$7,000 & Over 
%, % % % Units % %, % 
% in % in In- % in % In % \n- 
Units come | Units come come | Units come Units Units come | Units come | Units come 


36.9 13.0 | 31.3 26.4 | 19.7 26.5 | 12.1 34.1 = ’ ’ . 25.7 36.8 
33.2 11.7 | 28.5 23.8 | 29.0 38.9) 9.3 26.6 » weaheee’ A . A 34.5 
43.0 16.3 | 20.0 26.2 | 18.5 26.6) 9.5 30.9 ° 33.6 
22.7 7.2 | 20.4 22.2 | 39.1 47.1) 8.8 23.5 . . 37.7 


9 $2.1 11.4 | 28.8 24.4 | 31.0 42.0) 8.1 22.2 
1.7 80.0 9.3 | 32.2 23.8 | 21.5 25.6 | 16.3 41.4 i 4,486} 31.3 9.4 
5 37.6 16.4 | 27.3 26.6 | 30.0 46.7 | 5.1 11.3 


4,266 | 33.2 10.5 


(Other New England States: Maine, Massachu- 
setts, New Hampshire, Rhode Island, Vermont.) 


Pop. ; 
Conn. state map—page 288 (in NuMBER of OUTLETS _ , NuMBER OF OUTLETS 


City County thous.) GM | FHR City County | F | GM A 


133 16 31 
173 14 3A 
108 12 iS 
7 
3 
13 


Ansonia ...New Haven 18. 9 18 New London..... New London..... 
Bridgeport...... . Fairfield. .. .| 167.7 62; 117 Se a sin oS ook eee 
Bristol . Hartford. . 41.5 10} 20 ich.........New London..... 
Danbury ..Fairfield.........| 23.3 15 37 ity....Windham.... 
Derby... . ..New Haven....../ 10. 14 Fairfield. ... 

East Hartford....Hartford........| 33.7 10 | Fairfield. .. . 
Greenwich.......Fairfield.........| 44. Fairfield... . 
Hartford........Hartford........| 184.5 Litchfield. . . 
Manchester. . Hartford........| 37.5 i ......New Haven...... 
Meriden......... New Haven......| 47.3 14 Waterbury... ...New Haven...... 
Middletown. . Middlesex... ...| 30. wee West Hartford. . Hartford... 
Naugatuck..... New Haven......| 18.6 a West Haven 

New Britain... . . Hartford. .| 80.5 29 Willimantic 

New Haven......New Haven.... 164. 104 
“Not Available. © SM, 1955. Before using these figures, see explanation page 11. 
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STAMFORD—$8005 FAMILY INCOME 


CONNECTICUT'S RICHEST MARKET 


Family income of all Connecticut cities over 
m4 IG wd EST 50,000 population and all major cities in the 
richest metropolitan area in the country. 
Stamford's importance as a major sales market is again emphasized by 
the fact that 1954 income was $4,000,000 greater than 1953. This extra 
buying power provides an even greater opportunity for you fo sell 
—makes Stamford a more important part of your sales picture. 
% above % above 
Total Per Family U. S. avg. Total Per Family U. S. avg. 
Population 82,400 Furn. Hshld. $8,293,000 $353 86% 
Income -- .$188,120,000 $8005 52% Automotive 30,784,000 1310 99% 
Retail Sales 117,702,000 5009 40% Drug Sales 2,958,000 126 21% 
Food Sales -- 29,958,000 1275 47% Market Index 135 35% 


To sell the nation's No. 1 family income market in the nation's 
best selling area you must use the Advocate. 


STAMFORD ADVOCATE 


STAMFORD, CONN. 


Represented by The Julius Mathews Special Agency, Inc. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each stcte table alongside the state name. 
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BRIDGEP ORT ABC City population up 15% 


since 1950 — more than double U.S. average! 


BRIDGEPORT 


Jnonott RIDGEND 
Bi _ 


al inet? e° 
gales (igre 


MO OTHER MEDIUM 
COVERS THE GREAT 
BRIDGEPORT MARKET 
LIKE THE RIL SALES PER 


SOURCE: SALES MANAGEMENT 1955 


BRIDGEPORT POST-TELEGRAM 


QQ% coverage ABC City *. 6 Q% Coverage ABC City & RTZ 


. > ‘ ° 
Represented Nationally by Moloney, Regan & Schmitt 


sive estimates by SALES MANAGEMENT, aire CONNECTICUT— (Continued) 
: % } if ~ | SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


y ESTIMATES ING 
* W SYD Estimares—1954 BY) estimates—i954 CONTROLS 
COUNTIES Hit | | | €. 74 FIVE STORE GROUPS 
CITIES | | a (in thousands of dollars-—add 000) 
Total | % d Net % | Per | Per} Dollars | 


(thou- | of Pop Dollars of | Cap- | | Fam- | 
sands) | | U.S.A. (thou- | lation (add U.S.A. ita | ily Furn.- Auto- | index | In- 
sands) | (thou- 000) | House- | motive | Drug | dex 
sands) | | Radio 
- ——E _ _—EE _ 
Fairfield B 3462 165. lass. 5 | 1,235,118) .4919|2,194|7,486} 699, 300) ani 4, 239) 201,657} 44,313 41, 169) 123,906 21,065) 4386) 127 
ABridgeport 55.7; .1019 48.8 328,567} .1308)1 ,983/6,733 265,197) .1559) | 71,922 27,408 17,378} 41,322) 8,854 . 1326} 120 
AStamford .0507} 23.5 188,120} .0749|2,283)8,005! 117,702} -0693 | 20,958 4,979 8,293) 30,784 2,958 0684 135 


_]| Buying | Qual- 
Power | ity 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and fcotnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 
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How Important ls NORWALK, CONN.? 


NORWALK CITY ZONE NOW 60,425 (ABC, 1954) 


Norwalk is a big shopping center—listed by Sales Management 
as a metropolitan area—a market of 102,017 population 


80.4% of consumer spending units are in the three top income 1954 Standards 


i Populati 102,017 
brackets and account for 95.9% of total income. Totel Buying Mite $245,796,000 
P. ’ 

With a family income of $7,869 for the entire area compared to Nes Fonity a ead 


7,869 
$6,786 for the state and $5,274 for the nation, it is easy to under- i Pee Fest ay gee 
stand why the quality index figure is 30% above average. ng a Sales 
Furn. Hshid. Sales 
—_——— Sales 


No wonder Norwalk achieves Metropolitan status! You'll Drug Sa 
have to look far to match this sales record. paw sate 


Far out in front of any incoming paper in coverage, 


readership, advertising response. 


Represented by the Julius Mathews Special Agency, Inc. 
New York — Chicago — Boston — Philadelphia 
Detroit — Pittsburgh — Syracuse 


CONNECTICUT — (Continued) The “SM’? symbols mark 


original, exciu- 
sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BUD 1/1/55 BY ESTIMATES—1954 CLD estimates—i954 


FIVE STO 


Metro-' 
COUNTIES |politan jE STORE GROUPS 
Area (in thousands of dollars—add 000) 


CITIES 


Gay- 
ita General Auto- 
Mdse. | House- | rotive | Drug 


0341 . y ¢ , J d 2,994 . 15,050) 1 

0143 ¥ & ° ‘ $ d 3,447 9,051; 1 

0234 ° » ¢ y & d 347 6,200} 1 .0296} 126 
0274 . P x . d 3,782 m 8,713) 1,47 0399) 146 
14.3; .0088 J é 6,174 . d ? 202 886 1 -0081; 92 
63 604.1| .3717 407.1 | 1,284,827) . 7,321 P 5 91,331, 41,820) 141,990) 25. -4688| 128 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


71 ¢ 132 
1 0193} 135 


Before using these figures, see explanation page 11. 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 


in the basic Survey data. And they also spotlight local developments that emphasize the market’s 
continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


SALES MANAGEMENT 


WTIC.. . By Every Measurement 


A GREAT RADIO STATION 


4 iy 
Tag 518% 


Measure of a Great 
Radio Station 


REPRESENTED NATIONALLY BY 
THE HENRY I. CHRISTAL CO., INC. 


new vor K._.__.....8 051 ON... CHICAGO.. i £DETRO IT SAN PRANCIS CO 


MAY 10, 1955 


Connecticut ranks first in 

the U.S. in per family income. 
WDRC ranks first in Hartford, 
Connecticut’s major market. 
First with AM, since 1922. 
First with FM, since 1939. 


First in latest Pulse Report. 


j —_ 700.000 Jami with timebuyers who 


check ratings and cost. Write 
WDRC for broadside on the 
$255.456.000 Sundial Saturation Service. 


WONG 


HARTFORD 12, CONNECTICUT 
BASIC CBS 5,000 WATTS 


81,193,000 


Represented by Raymer. Walter Haase, General Manager. William Malo, Commercial Manager. 


‘T2 = . The “‘SM’’ symbols mark original, exclu 
CONNECTICUT — (Continued) ‘ sive estimates by SALES MANAGEMENT. 
ee SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
GID vis BYP ESTIMATES—1954 BY) ESTIMATES—1954 CONTROLS 
COUNTIES Li nies esau: FIVE STORE GROUPS 

CITIES Urban- Coun- (in thousands of dollars—add 000) 
Total %, Fami- | ized A Per | Per | Doliars % 7. 
(thou- | of lies of (|Cap-|Fam-| (add Sa | 


sands) | U.S.A. | (thou- |b U.S.A.| ita | il 000) U.S.A. | Per General Auto- 
sands) | (thou- | | ‘ Fam-| Food | Mdse. motive | Drug 
sands) 


| | ily 


| | | | | 
AHartford. .. 184.5 1185) 54.7 394,675! .1572|2,139|7, 215 353,723] .2081 / 70,812| 59,682 ’ 56,830} 11,682 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and fovtnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential!” areas. 


SALES MANAGEMENT 


Be Sure You 
Cover Hartford... 


ALES MANAGEMENT has 

more often judged Hartford, 

Conn., the richest big city in America than any 

other .. . In 22 of the 26 years of these studies it 

has been in first place . . . always among the first 
three . .. in Effective Buying Income per Family. 


Rich Hartford and West Hartford 
(also in the A. B. C. City Zone), together average 
more than 20% higher in average family income 
than the rest of Hartford County .. . over 50% 
above the national average. In the Hartford A. B. C. 
City Zone, the Hartford Times has almost double 
the circulation of any other daily newspaper . 
142% as much as any Sunday. 


Surrounding Hartford, the City, are 
14 townships which constitute the Hartford Metro- 
politan Area as defined by the U. S. Department of 
Commerce; totalling 101,071 homes. Throughout 
this area the evening Hartford Times is read in 
95,072 or 94.2% ... 


Local Merchants Know 


AST year Hartford‘s retailers 

L placed over 12 million lines 

of advertising in the evening Hartford Times. More 

than 3 times what they placed in the morning 

newspaper, more than 4 times in money; 145% as 

much as in the Morning and Sunday newspapers 
combined. 


National and automotive adver- 
tisers, omitting liquor and Sunday supplement 
advertising, which The Times does not accept, 
placed more than 3 times as much advertising in 
the evening Times as in either the morning or the 
Sunday newspaper. . . 147% as much as in the 
other two combined. 


HESE Hartford merchants 

have learned over long 
years of experience that it pays to be sure of 
reaching ALL of this high average income 
Hartford market. 


Largest daily circulation in Connecticut 


The Hartford Times 


Member: The Gannett Group 


Represented by J. P. McKinney & Son, Inc. 
MAY 10, 1955 


New York @ Chicago @ San Francisco 
281 


Boost Your Food Sales . . . 


in the Prosperous Hartford County Market 


The NEW BRITAIN, Conn., AREA 


"The Hardware Center of the World" 


ABC City Zone population —101,161 


@ A Prosperous Market @ Live Wire Food Retailers 
$7,304 Effective Buying Income per family—far ... Who ran nearly ONE MILLION (940, 842) 


above Conn. and U. 8S. $27,796,000 Retail Food lines of local food store advertising in the New 
Sales (1954) in corporate city Britain Herald during 1954 


@ Easy For Salesman 
y @ 90.7% Coverage by 
A compact market-current grocery route list 


shows 227 outlets within 7 miles of City Hall only one newspaper 


The NEW BRITAIN HERALD 


Represented Nationally by Story, Brooks & Finley 


CONNECTI C U T — (Continued) e Abs 4 , The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES SM INCOME IN 

V/1/55 ESTIMATES— 1954 ESTIMATES— 1954 CONTROLS 


| | FIVE STORE GROUPS 
Coun- (in thousands of dollars—add 000) 
saint ASE Buying 
Power 


1 
Total | % . Net | % | Per Dollars | % | 
(thou- of Popu-| Dollars | of ( Cap-| Fam- (add =| oof 
sands) | U.S.A. - | U.S.A, | ita 
» | | 


ty 
Sales 

| ily 000) | US.A.| Per General | Furn.- Index 
uf ng Food Mdse i 

ily | 


ANew Britain 80.5] .0495| 23. 168,724) .0672|2,096|7,304} 100,733) 27,796} 6,762 6,492 14,642) 2,733] 0613 


49.5) .0304 ‘ , “0614/3, 116]10939 62,388) . 8,485 3,516; 12,632) 2, 0478) 


41.5) .0255 < ,457|  .0328/1 ,987/6,871 42,614) . » 262) 2,202 2,473] 8,760} 1, 
33.7| .0207 : 5,077 =a 37,504) . 5,812) 865 560} 14,931 


37.5) .0231 _ 235) .0280)1 ,873)6 385 44,658) . P 3,300| 2,445 7,685 
107.5; .0661 ° ” ,036; .0737 1,721\5,711 119,739) . ¥ 923) 4,865 4,608) 19,181 
29.11.0179] 8.7 -0193/1,664'5,5671 43,425]. ,668| . 2,877} 1,976) 6,868 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11. 


Manchester Evening Herald TOPs ALL MEDIA IN 
ITS COVERAGE OF THE THRIVING, GROWING COM- 
MUNITY OF MANCHESTER, CONNECTICUT. POPULA- 
TION OVER 35,000-TRADING AREA OVER 50,000. 
REACHING INTO NINE OUT OF TEN HOMES DAILY IN 
THE CITY ZONE, “HERALD” ADVERTISING HAS CON. 
SISTENTLY BROUGHT BETTER RESULTS AT LESS 
COST THAN ANY OTHER MEDIUM AVAILABLE. 


SALES MANAGEMENT 


=> ONCENTRATION/ 


In Central Connecticut... 


Only The Bristol Press 
COVERS BRISTOL 


OL¢ THE PRESS REACHES BETTER THAN 94% OF 
—_ i ALL THE HOMES IN THE BRISTOL CITY ZONE 


CITY OF BRISTOL : at 
Diversified Industry . .. Better Than Average Income 


ERRYVILLE EXTRA BUYING POWER in the Bristol Market! 


Total Retail Sales $42,614,000 
Food Sales in 1954 


Sales Management Survey 


Reach This Important Market With Our 12,027 A.B.C. 
Circulation—with Bristol’s own Home-town newspaper 


wa | Che Bristol Press 


BRISTOL — CONNECTICUT 


TORRINGTON, CONN. — STEADY AND SOUND GROWTH 


Torrington in the northwestern part of Connecticut so completely dominates Litchfield County 
as the only major city that its retail sales represent 37% of the county. 


To know how good a market is you must measure its progress over a number of years. Is it 


growing steadily—does it offer increased selling opportunities each year or is it just another 
market? 


Comparison of the county for the post- 1947 1954 — % increase 
iod sh hy i d Population 98,000 107,500 10% 
war period shows why it pays to ad- Buying Income $103,732,000 $185,036,000 78% 
vertise in the Torrington Register Per Family Income 3,184 5,711 79% 
5 8 Retail Sales 76,053,000 119,739,000 57% 
where you reach 32% of all the fam- Feed Soles 27,165,000 34,923,000 29% 
ili : Drug Sales 2,347,000 3,741,000 59% 
ilies in the county and 37% of the Quality Index ~ 18 | as 
sales. * DATA: SALES MANAGEMENT SURVEY OF BUYING POWER 


With many nationally known industries providing steady employment and top wages in- 
cluding such companies as: Torrington Co.—American Brass—Torrington Manufacturing 
—Union Hardware—Werrenton Woolen—Turner & Seymour and others, Torrington is 
neither a boom nor bust market. It’s a market that keeps growing year after year—it's 
a market where your sales will keep growing if you advertise in the 


TORRINGTON REGISTER... . . . TORRINGTON, CONN. 


Represented by the Julius Mathews Special Agency, Inc. 


MAY 10, 1955 


You MUST BUY the Growing 


MERIDEN RECORD and JOURNAL 


To SELL the Prospering Communities 
of Meriden - Wallingford, Conn. 


= ee ee toe e nS —— ONLY the Record and Journal cover this area with a 
retail sales of over $81,281,000. Quality net paid circulation of 25,498 copies. 


Index of 123. Represented By GILMAN, NICOLL & RUTHMAN 


CONNECTIC OF TT ame (Continued) _ The “SM” symbols mark original, exclu 


sive estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


Ore ESTIMATES INCOME ING 
BY LD 1/1/55 BYP ESTIMATES—1954 BYP ESTIMATES—1954 CONTROLS 


COUNTIES | FIVE STORE GROUPS | 
CITIES | | Coun- (in thousands of dollars—add 000) 
t 

sales 
Per General | Furn.- Auto- Index 

Fam-| Food Mdse. | House- | motive } 
ily Radio 


Buying |Qual- 
Power | ity 


Middlesex... . - i ; 664). , 685 5, 965 612). 4,240} 24,320) 65,735) 3.560) 13,835 
Middletown. 6). r ; ,639/6 429 182}. 12,098} 4,449] 2,246 7,928 
New Haven. . Mey s : 7 6,41 d 3,888| 183,974} 40,364) 41,537, 108,177 
ANew Haven 0}. . . , 6,555) 373}. 59,833} 20,316} 17,392} 41,746 
A Waterbury. oe ‘ 975}. 6,426 , : 37,272) 9,761] 9,456) 25,738 
Meriden- 
Wallingford 0.7); . 8) r ,979\8, 391 7, ‘ 21,848 4,723 4,497| 18, 962 
Meriden...... 3} 0201) 14. , ; ,890|6, 123 ! 16,559} 4,583) 3,787! 11,391 
West Haven... 3} .0211) y . P ,021|7,37 ,333]} 420 601 1,787 
Ansonia... ... 8}. : 575). 5,923 . . y 995} 1,854, 4,648 
Wallingford. .. 4). ; : ,296|7 324 ; .0127 289) 640} 1,010) 3,371 
Naugatuck. 6} : ’ -0157|2, 13/6, 896 , ‘ 062) 511} 1,239} 3, 855 
Derby........ 6). . : .0070)1 ,654/5, 844 7,502) . 57 1,435] 1,534) 4,102 
New London..... 0) . . . - 1053/1 ,654/5, r . 8,217} 8,364) 26,980 
\New London ar : 859} .0216)1,771/6, 108 ; j 876} 5,077) 3,546) 13,569 
ANorwich . J , 144) 5,012 i ‘ a 2,021 3,948 7,347 
Tolland . ¢ . J 6,196 . d , 1,256 1,017 4.673 
Windham te .2) 32. y 5, . 4,175, 3,816) 14,117 
Willimantic cs ; qj 4 6,061 a ° 1,568 1,862 8,237 
Putnam City ¥ a R of E s 4,932 y 6 5 1,652 615 1,898 


} } } 
Total Above Cities Al7. ° 414.6 2,935,779) 1. 1692)2,071|7 ,081 2,053,281) 1. | , 180,779) 122,549) 369,968) 62,681] 1.1214 | 129 


State Total ; 1.3659) 649.3/1749.4) 4,408, 125! aye yee ape 2.656.950) 1. 4,082! 723,513| 200,306] 145,891} 452,859| 80,736] 1.6192| 119 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


High-Spending 
ISOLATED! New London 


New London's rich —SOARS way, way above Connecticut average 


market, now more than family sales in every retail sales category! 
61,500 ABC City Zone, 


can only be covered by its 
one-and-only local daily. 
There is absolutely no ef- . 
fective penetration by any Total Retail $4,092 
other newspaper. Let THE Drugs tase 124 
DAY carry your advertis- Food . yee 
ing to thousands of high- Gen. Mdse. 308 
spending customers who Furniture 224 


are yours for the selling 


now! CON Automotive . 697 1,524 


New 
Conn. London 


Source: S.M. '55 Survey 


SALES MANAGEMENT 


MIDDLETOWN, CONN. 
—a 2]-Year Winner! 


For 21 consecutive years the buying income of the 
greater Middletown market (Middlesex County) has PER FAMILY AVERAGES 
made substantial gains. 1954 Income reached a new 
high of $124,664,000—a gain of $2,197,000 over Middletown U.S.A. 
1953. 1954 Family Income of $6429 was 22% above Retail Seles $3571 
the national average. 1954 Retail Sales of $88,612,- 


Food 868 
9A, 
000 were 24% above average. Gen. Mdse. 394 


With many new industrial and home building proj- Furn. Household 190 
ects planned by the Government and private indus- Automotive 660 


try, the future of this growing market is well es- Drugs 104 
tablished. 


Proof again that 
“YOU ALWAYS GET MORE IN MIDDLETOWN” 


This winning market can only be thoroughly sold through the Middletown Press. 
No combination of incoming non-local papers can come anywhere near equalling 
the coverage of The Press. That’s why Middletown is a 21-year winner. 


You Always Get MORE in MIDDLETOWN 
THE MIDDLETOWN PRESS 


Represented by The Julius Mathews Special Agency, Inc. 


CONNECTICUT'S 
TOP TEST MARKET 


Population City Zone 131,707 
Retail Trading Area over 204,000 


More and more national advertisers are testing their products in Waterbury . . . 
because the Waterbury Republican-American has the facts needed for test campaigns 
plus a blanket coverage of the rich Waterbury area. 


Employment 77,900 Food Sales $43,334,000 Bank Savings $170,817,709 
Per Family Income $6,426 Automotive $29,590,000 Retail Sales $163,099,000 


The Waterbury Republican-American offers 6 vital market services: 
1. Annual Surveys 2. Personal Retail Contacts 3. Mailings to Trade 4. Route Lists 5. Distribution Checks 6. Assistance at Sales Meetings 


The Waterbury Republican-American 


CIRCULATION: 61,326 M & E | 84,203 S & E, ABC 9/30/54 
Represented by Gilman, Nicoll & Ruthman 


MAY 10, 1955 


~The COURANT Is #1 
2 In Connecticut, And Still Rocketing 


SUNDAY OVER 136,500 


Connecticut’s Biggest Circulation 
Morning, Evening or Sunday 


* 
DAILY OVER 91,500 


Connecticut’s Biggest Morning Circulation 


Both Sunday and Daily Courant are increasing their lead. Daily is 
over 7000 more than a year ago. Sunday is also over 7000 more than a 
year ago. 

The Courant covers Hartford County plus big parts of prosperous 


Middlesex, Windham, Tolland and Litchfield counties. You can’t cover 
Connecticut without The Courant. 


The Hartford Courant 


Represented Nationally by Gilman, Nicoll and Ruthman 


CONNECTICUT— Metropolitan County Areas ~The “SM” symbols mark original, exe. 


sive estimates by SALES 


AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- | 
7 ESTIMATES ra) INCOME SM | ING 

JIM Bry SYD ESTIMATES—1954 ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


% .| Buying 

of Power | ity 
U.S.A. General | Furn.- Auto- Index 
Mdse. | House- | motive | Drug 


44,313) 41,169) 123,906) 21, 


5116/2, ’ ’ . ’ ’ 91,381) 41,820) 141, 2, 4698) 128 
20 


971 41 14 
Before using these figures, see explanation page 12. 


7] 1,117,727, .4451|1,89116,416} ° \. 3, 40,364, 41,537) 108,17 


COPYRIGHT 
Copyright Notice and Rights to Further Reproduction. The exclusive estimates of pop- 
ulation, Effective Buying Income, retail sales, buying power index, farm income and value 
added by manufacture are fully protected by copyright. 
Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to SALES MANAGEMENT, INC. 
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Population 3,607,600 
Households .. 1,045,800 
Retail Sales....$4,127,897,000 
Drug Sales $119,797,000 
Food Sales $1,146,520,000 
Conn. Fam. Income .... $6,786 
Only VHF in Connecticut 


TV Families ............ 934,448 


SOURCES 


1955 Sales Management Pre-Final Estimates 


CBS—Nielson Survey Updated with RETMA 
Set Soles — January 1, 1955 

Mail map (black dots) based on 16,000 
letter response, completed December 1954 

Contour map accepted by FCC December 
1954 
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ore chorted in proportion to net 
Effective Buying Income: Scole, 
0046 sq. in. equals $1 million 


Metropoliten County Areas are 
bounded by black dotted line 


Cities shown ore those heving 
net Effective Buying Income of 
$15 million and over. 
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The “SM” symbols mark original, exclu- 
sive est.mates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 
ING 
CONTROLS 


CON NEC TICUT— Metropolitan County Areas — (Continued 


POPULATION 
SM ESTIMATES 
1/1/55 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


of 
U.S.A.) ita 


of 
U.S.A. 


General 


| Mdse. 


Furn.- 


Auto- 


House- 
io 


motive 


160.0 264,631; .1053)1,654 


5.608) 166,470 


Drug 


48 ,582 Sth 


8,364 


26,980} 4,572 


1,918.2 1, 1800] 561.811607.31 3,902,303 1.5539|2, 03416, 9601 2,334,766) 1.3731 634,570} 184,275| 132,898; 401,053) 72,054 1.4249) 121 


CONNECTICUT— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 


NET INCOME GROUPS, 1954 


$7,000 & Over 
% 


%, 
Units 


Total 
COUNTIES | Con- 
$4,000-6,999 CITIES 


% 
Units 


$0-2,499 


% in 
Units come 


$7,000 & Over 
% 
% 
Units 


sumer 
Units 


(thous.) 


$2,500-3,999 
% 
% In- 
Units come 


$4,000-6,999 
% 


% 
Units 


In- In- 


In- 
come 


In- 
come 


BGA 
24.9 
23.0 
26.5 
27.3 
25.5 
25.8 
24.9 6.1 | 23.6 14.3 | 35.9 34.9) 16.5 44.7 
30.1 8.4 | 24.3 16.1 | 31.9 33.9] 13.7 41.7 


Before using these figures, see explanation page 11 
SALES MANAGEMENT 


28.0 
32.9 
26.7 
28.3 
34.5 
33.8 
31.6 
33.6 


13.3 
12.5 
16.5 
17.0 
16.1 
16.5 


New Britain...| 27.9 17.9 
17.7 
24.8 
19.6 
25.7 


25.6 


4.0 
4.1 
6.5 
5.1 
6.8 
6.9 


37.9 
40.4 
33.4 
37.8 
33.6 
33.5 


32.4 
35.2 
33.4 
37.7 
34.2 
34.3 


19.3 
18.9 
15.3 
15.3 
15.2 
15.1 


60.3 
48.2 
43.6 
40.2 
42.9 
42.3 


35.8 

9.3 
24.5 
Middletown....{| 9.9 
New Haven.... 


New Haven.... 


The NORWICH MARKET is EASTERN CONNECTICUT 


The Norwich city and retail trade area . . . 204,068 people : . . is 
completely isolated from all outside sales influences—is one of the best 
selling areas in the state. 


62,000 families earn an annual income of income brackets, and account for 92% of 
$343,000,000 and spend $245,000,000 for the income. 


retail purchases. Savings bank deposits of $156,930,000 pro- 


More than 2,500 farms, specializing in vide a big surplus for extra purchases. 


dairy and poultry products, produce sales ’ ' . 
of more than $35,000,000 a year. The Norwich Bulletin provides better than 


90% coverage of the homes in the city and 
very substantial coverage throughout the 
entire retail trading area for which Nor- 
73% of the families are in the three upper wich is the main shopping center. 


60 diversified industries provide steady em- 
ployment and high wages the year round. 


THE NORWICH BULLETIN -RECORD 


NORWICH, CONN. 


Represented by THE JULIUS MATHEWS SPECIAL AGENCY 


a Pe CONNECTICUT — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
} COUNTIES 


Total 
COUNTIES | Con- 
CITIES 


Units % 
(thous.) ; % In- 4 In- % In- 


sumer $0-2,499 $2,500-3,999 | em: Deg CITIES eter et ee x $4,000-6,999 oak 
Units come | Units come Units come | Units come $ Units come | Units come | Units come Units come 


% in % in| © in~ | S&S tr | BS tn 


| a bn 


Waterbury.....] 37.9 | 5, 21.8 6.6 | 24.2 14.6 36.9 35.2; 17.1 44.8 Tolland....... é 38.9 12.9 | 18.8 14.8 | 29.5 37.1 | 12.8 35.2 
16.5 | 5, 20.8 5.2 2 13.8 | 30.0 37.1] 17.0 43.9 Windham... .. . 28.7 8.6! 29.2 20.8 | 30.3 34.7,| 11.8 35.9 
6.6} 4, 21.7 6.0 -6 18.8 | 35.7 37.5) 14.9 37.7 Willimantic... . . ° 24.0 6.6 | 25.5 16.5 | 35.2 36.6 | 15.3 40.3 
Wallingford....j 6.1 , 18.0 4,1 -2 10.9 | 40.8 35.2 | 21.0 49.8 Putnan City... ° 29.2 9.7 | 32.3 25.6 | 29.6 37.3 | 8.9 27.5 
Naugatuck....] 6.5 | 6, 15.6 3.5 -56 10.9 | 41.4 35.3 | 22.5 60.3 } 

3.3 | 5, 21.9 5.5 3 15.2 | 36.0 34.6 | 16.8 44.7 Total Above 

New London. . 58.8 | 4, 30.4 9.1 8 18.5 82.5 37.4 | 11.3 35.0 iti 23.7 6.9 | 24.7 14.7 | 35.0 33.4 16.6 46.0 
New London...| 12.8 37.7 12.0 -2 17.7 | 28.5 34.7 | 10.6 35.6 

Norwich. .... -| 12.7 | 4,645 | 26.9 7.8 -9 18.7 | 34.3 38.2 | 11.9 36.3 State Total . 784.8 | 5,614 | 23.5 5.7 | 23.9 13.7 | 34.9 32.1 17.7 48.5 


: Pr : Di lumbia, Florida, Georgia, 
DELAWARE W— Counties and Cities — {ayians: “North Carolina, South Carolina, Virginia, “W. Virginia) 


Pop. 
NuMBER OF OUTLETS (in NUMBER OF OUTLETS 


City County GM |FHR!] A D City County thous.)} F | GM|FHR 


| ee SET ee : 13 15 Wilmington... ...New Castle 111.9] 617) 37) 115 
Milford......... SL é 9 15 


© SM, 1955. Before using these figures, see explanation page 11 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 


colleges, etc.), as well as unrelated individuals living alone or with other families. 


“MAY 10, 1955 


DELAWARE — (Continued) We Rie SATE aie 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


77 INCOME : ING 
Puy ESTIMATES 1954 ‘ ESTIMATES—1954 CONTROLS 


COUNTIES 
CITIES 


109 0380 8.0 10,183] 2,877 ; 
4,262 A 0124) 3,327 1,354 } 907 -0067 


7,214 655, .1892| 4,480 70,430) 37,787, 22,238 i .1909| 
7,081) 1474 52,458} 26,723] 21,383 , 1041 
3,596] i -0770; 6,036} 17, 2,219} 6,179 -0473 
0030} 1 ,309|4 ,388 272). i 609 893 ‘ 0054 


009419006, 766] 289, , 28,686} 23,261) ; -1163| 151 
a a Se | ng | 


-2263| 106. png 8 F -2587|1,773'6,105| 517,264) 3042) 4, 862) 88, 6 683) 42,383) 30,431 


ARE— Metropolitan County Area Bete 


162 306.2) Trea 88.1) 236.3 132) .2409/1 S786. 371,526 .2185| 4,217) 84,612; 39,104) 25,401 65,882 ai .2237| 119 
869 


| 
-2657) 118 


A Se A Ss a = ee SS 


371 526 288) 4,217 84,612) 39,104 25, 401| 65,882 


D E A, A w AR E - — @D D Income Breakdown of Consumer Spending Units 


306.2 1884 88.1) 236.3) 605 , 132) 2408/1978 6, 


.2237| 119 


In- NET INCOME GROUPS, 1954 


COUNTIES “4 
CITIES 8 | 82.500-3,08 $00.30 [7 $7,000 Over 


% mi & In %, ro 
Units come | Units come Units come 


In- NET INCOME GROUPS, 1954 


Total 
Con- 


COUNTIES o=a% 
CITIES $0-2,499 | $2,500-3, 999 $4,000-6,999 90 [37,000 Over 
%, 4, a, % 


ir | & in- | &® i | % in 
| $ Units come | | Units come Units come | Units come 


1] 
| 
| 
| 
+ — | } 
Kent ° ° 44.6 17.9 | 25.8 24.7 | 21.6 33.0) 8.0 24.4 I Milford : . 44.7 18.0 | 5.2 24.1 | 22.3 34.2 | 7.8 23.7 
1] 


Dover 713, 41.5 15.0 | 24.1 20.8| 23.2 32.0] 11.2 32.2 oo —|— — at 
New Castle 6 | 6, 26.3 6,2 | 22.9 12.9 | 32.0 28.8 | 18.8 652.1 


Wilmington... . , 28.0 7.1 | 25.2 15.3 | 30.2 29.3 | 16.6 48.3 


Total Above | 
Cities ° y 29.6 7.8 | 25.1 15.8 | 29.4 29.6 | 15.9 46.9 


Sussex. . ° 44.9 16.8 | | 29.1 28.9 19.3 30. 6.9 22.0 


| State Total. 515, 32.0 8.7 | 24.4 15.8 | 28.3 20.3 | 15.3 46.2 


1 Milford is in Kent and Sussex Counties. Before using these figures, see explanation page 11 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Speaking of Packaging: The COMPETITIVE EDGE 


Packaging today is a sales function. It’s proach to the sales executives in compa- 
a technological problem only in the sense nies likely to be making packaging news. 
that designers and engineers are instructed The INSIDE TRACK to Management With 61% of them a packaging change 
to build a format that will add more sell for companies selling such is now in process.* 

to the product. products and services as: 


No matter what vertical or trade magazine 
They get their perspective from the sales TRAVEL and COMMUNICATION you may be using . . . in the food, drug. 
executive . . . the management man who PACKAGING MATERIALS beverage, cosmetics fields, etc. . . . a sched- 
rah ee the eae: phen ag = ae AND PRODUCTS ule in SALEs MANAGEMENT gives you the 
that pour in over the far-flung distribution competitive edge at the pay-off point— 
“telegraph” . . . from customers, retailers, PLANT and BRANCH LOCATIONS where packaging changes originate and 
wholesalers, salesmen. INSTITUTIONAL and are okayed. 


*A recent SM Surv 
In his thoroughly informed mind, cus- PUBLIC RELATIONS OBJECTIVES : : a 


tomer reaction and company interests AUDIO-VISUAL SALES AIDS 


merge into plans for product improve- 
ment. That's where most packaging BUSINESS GIFTS 
changes start. OFFICE EQUIPMENT and SYSTEMS 


Sales Management 
But packaging changes aren’t on a time- 


table. In your prospect companies they’re 386 Fourth Avenue 
likely to be proposed at any time... for the job . . . when a packaging change New York 16, N. Y. 
suddenly . . . in the secrecy of manage- is first proposed. 
ment conferences. That’s why your com- 

pany should be always in the sales ex- SaLes MANAGEMENT—the sales executives’ 15 East de la Guerra, P. O. Box 419 
ecutive’s mind . . . as a possible nominee magazine—offers you an exclusive ap- Santa Barbara, Calif. 


333 N. Michigan Avenue, Chicago 1, II! 


SALES MANAGEMENT 


MARYLAND-DELAWARE 
and District of Columbia 


&& FREDERICK: ¢ 
"nagerstown re 
Sen 


DISTRICT OF COLUMBIA 


cs, Washengton 


Majer Metropolitan Counties 
enlarged separately in order 
to avoid extreme distortion 
within remainder of state 


PENNSYLVANIA 


2, Be 
° : « 
ow 


<<: Bethesda v 
: fie recs 
H 


© SoicMount Rainer # 
y Cae rd 


PRINCE GEORGES 


Metropoliten County Areas ore 
bounded by black dotted line 


£ anaapsiss 
Gs 


Counties ond cities on this map 
ere charted in proportion te net 
Effective Buying Income: Scole, 
0019 sq. in. equals $1 million. 


net Effective Buying Income of 


{ M4N 


A3S43 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


Daily “home town paper" for 


TWO-THIRDS OF DELAWARE! 


Dover is the-capital of Delaware . . . and the DELAWARE 
STATE NEWS blankets this rich area where 25% of the 
population ring up 38% of the entire state sales! Contact any 
Julius Mathews office for details on this choice sales setting. 


P.S. The Dover Air Force Base now registers a huge 
$1,000,000 monthly payroll . . . and is still expanding! 


Represented Nationally by THE JULIUS MATHEWS SPECIAL AGENCY INC. 


The 
DELAWARE 
STATE 
NEWS 


Published Daily in 
DOVER, DELAWARE 


MAY 10, 1955 


ISTRICT OF COLUMBIA — 


{ _NoumBer or OUTLETS 
City County F |GM|FHR) A D 


Washington, District of | i 
D.C. Columbia... ..| 871.01 1,956 171] 346] 225] 327 


TION EFFECTIVE BUYING RETAIL SALES 
a MATES C”, 
JM ESTIMATES—1080 BYP EsTIMATES—1954 


COUNTIES 1 ¢ Kee Ss ee FIVE STORE GROUPS 
CITIES i ; in thousands of dollars—add 000 


District of 
Columbia... P 5871. ,830, -7289\2, 1027, - 381, 8125 
A Washington 87 , . ,830,532' .7280|2,102/7,165) 1,381,435) .8125 


Total Above Cities| “ E. 1,830, 532) 7289/2, 102/7, 1,381,435} .8125) 


a — a | 


; 
277, 919) : , i 7184) 134 


State Total ‘ F | J -0 | 1,830,532 <= 102/7,165| 1,381 435 .8125| 5,407, 277,919) 186, a 349) . ° 71841 134 


DISTRICT . OF COLUMBIA— @¥D Metropolitan County Area 


156 [1,705.3 |1.0690 | 484.8)1501.4) 3,676,006) 1.4641/|2,156/7, 2,088,417| 1.2168) 4,267| 481,601 282.000) %4, 738) 380,476| 87,597] cams bea 125 


1,705.3 |1.0490 | 484.8/1501.4] 3,676,895| 1.4641/2, 156)6,584| 2,068,417| 1.2168| 4,287 481,501} 252,009) 94,735) 380,476 87,597) 1.3070] 125 


DI ISTRIC T O F c OL U MB BIA— Income Breakdown of Consumer Spending Units" 


NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 
yeas if : | Total | come ye ie “hes 
COUNTIES | Con- | COUNTIES | Con- | 
CITIES eee “$2.500.2,90 J 999) $7, | CITIES sumer $0-2,499 $2,500-3,999 | $4,000-6,999 | $7,000 & Over 
% % i} Units % % | % % 
4, in | & é. %, | (thous. ) i % in % in % in | In- 
Units come | Units come Units come Units come g$ Units come — | Units come | Units come | | waits come 


District of 
Columbia 370.9 , 9 7.6) 25.5 17.6 
Washington 370.9 | 4,936 | 25.< 7.5 25.5 16.6 


19.5 42.8 7 . ’ 25.9 7.5 | 25 29.1 32.1 | 19.5 42.8 


19.5 42.8 


5 
j ce essed eS is 
State Total... ‘ 25.9 7.6 | 25.5 17.6 | 29.1 32.1 | 19.5. 42.8 


“(Other South Atlantic States: Delaware, District of Columbia, Georgia, 
F L 0 R 1 D ao - Counties and d Cities — — Maryland, North Carolina, South Carolina, Virginia, W. Virginia.) 


1 
1 


Florida state. map—page 294 | Pop : z 
in NumBer or OUTLETS : NuMBER OF OUTLETS 


City County thous.)| F |GM|FHR| A | D City County | F | GM|FHR/ A | D 


i 
Bradenton Manatee 17 21 20; 10 North Miami... . Dade. . 2 1 8 


Clearwater. .... . Pinellas 23 32} 26] 12 Ocala. . Marion.... 60) 16 
Coral Gables. . Dade. . 23 


18 6} 12 Orlando Se. 153} 72 
Daytona Beach. . Volusia 34 21 22 Palatka. . 62 8 
De Land Volusia 8 il 4 Palm Beach ..Palm Beach 21 13 
Fort Myers Lee 17 18 14 Panama City... . Bay ; Py 86 16 
Fort Pierce St. Lucie 18 17 5 Escambia 197 30 
Fort Lauderdale. . Broward 57 52 19 ....Hillsborough.. .. . : 51 13 
Gainesville Alachua 29 29 ER ER SE 4 39 12 
Hialeah Dade | 35 


3 hes Seminole. .. a ‘ 65 11 
Hollywood... . Broward | 22 10 S S ar a. Se oc ue eee 72 26 
Jacksonville Duval. ... poi Je 2 97 St. ine....St. Johns........ 58 18 
Key West Monroe 32 5 St. Petersburg. . . Pinellas. . ‘ 231 88 
Lake City Columbia . 15 Tallahassee. .....Leon.. a 113 19 
Lake Worth Palm Beach 15 5 Tampa.. ee Hillsborough... : 525 113 
Lakeland. Polk 37 37 Ww arrington. . . .Escambia........ + " 
Miami ... Dade | 293 270| 234 West Palm Beach. Palm Beach. “a 151 47 
Miami Beach... Dade | 55 54} 20 Winter Haven. .. . 32) 7|_ «14 


Aw SSAASSwYUSHwBOUBDOM 


© SM, 1955. 7 : Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state . .. by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999 ; over $7,000. 


SALES MANAGEMENT 


in the nation’s capital 


circulation leaders 
958,000,000 to ac 


$958,000,000 is a big market to any 
advertiser—it’s equal in size to many 
well-known U.S. cities such as Kansas 
City, Missouri. It is even bigger than 
Indianapolis, Newark, Columbus, 
Atlanta . . . bigger than twenty-eight 
of America’s top 50 cities.* 


The 380,000 daily circulation of The 
Washington Post and Times Herald is 
130,000 more than that of any other 
Washington daily. In terms of buying 
power, this leadership represents a 
market worth $958,000,000};—a market 
that cannot be reached through any 
other single newspaper in Washington. 


Add this to the other important advan- 
tages of The Washington Post and 
Times Herald. Its 380,000 daily circu- 
lation means dominant coverage of 
America’s 7th market —It reaches 7 out 
of 10 in the city zone with 3 out of 4 
copies home delivered in the city and 
retail zone. It has more home delivered 
circulation than the second paper has 
total circulation in this same area... 
and, it has the lowest milline rate 
available in one of America’s fastest 
growing markets. These vital facts show 
conclusively that in the nation’s capital 
the basic, most profitable advertising 
buy is... 


The Washington Post and Tir | 


Washington's Favorite Home Newspaper 


Represented by : Sawyer, Ferguson, Walker Company—The Hal Winter Company, 
Miemi Beach—Puck, The Comic Weekly—Joshua Powers Co., Ltd., London 


% Sales Management Survey of buying power 
t based on per family net income S. M. 


MAY 10, 1955 


Counties end cities on this mop 
are charted in proportion te net 


Effective Buying Income: Scale. 
FLORIDA SS 


Cities shown ore those heaving 
net Effective Buying Income of f 
$15 millien and over 4 Tiacksonwite 


Metropoliten County Areas are 
bounded by block dotted line 


ALABAMA 


) 


JACKSON 
\ ; CEORGIA 


= 
| GADSOEN 


WASHINGTON | HOLMES 


T alanassee 


SanTA ROSA 


(ST JOMNS 
St Augustine 


FRANKLIN 


PWELLAS MILL SBOR OUCH 


Ciearwater 


wana ree] 
YX. Bradenton | i 


a" | H West Paim Beach 
— Ly CRO \ 


SARASOTA \ 
GLADE S sy 
y ss A\\ 


ene 


Sarasota 


Miami Beech (port of Dade County) 1 key we 
enlarged separately on basis of ' 
its net Effective Buying Income 


The “SM” symbols mark original, exclu- 
___ sive estimates by SALES MA AGEMENT. 
SALES AND 
ADVERTIS- 


EFFECTIVE BUYING RETAIL SALES fern 

ESTIMATES— 1954 BY ESTIMATES —1954 CONTROLS 
: ma ~~ FIVE STORE GROUPS 
‘in thousands of dollars—add 000) 


% | | § ee eel 
of lies | | 
U.S.A. | (thou- tation | U.S.A. .S. | General | Furn.- Auto- 
sands) | Food Mdse. | House- | motive | Drug 
) | Radio 
0415, 18.9 | 14,014 2,611| 2,500] 12,782) 1,647] 0323 
0181 7.7 41,971) -0167|1,423)5,451 43,068) . 9,857) 2,103 2,390) 11,109) 1,357 -0196 
0041) 1.4)... | 4,008) 0018] st2i2.9271 2,888 .0017 e44) 8) g2| 1,073, | 75 .ocat| 5 
Before using these figures, see explanation page 11 


SALES MANAGEMENT 


Perry Newspapers Cover MORE 
OF THE GROWING FioriDA MARKET 


{HOME TOWN READERSHIP BRINGS BEST RESULTS) | 


(L 


nl 


@ OCALA STAR-BANNER 

@ DELAND SUN-NEWS 

@ PALM BEACH DAILY NEWS 

@ MELBOURNE TIMES 

@ LEESBURG COMMERCIAL-LEDGER 
@ PERRY WEEKLIES 


The weekly suppi nt devoted exclusively to 
Flovide and carried by 30 Floride newspapers. 


The 
‘Pee Pea Seria aero 


_ JOHN H. PERRY ASSOCIATES 


19 West 44th St 122 So. Michigan Ave Room 7, 268 General Motors Bidg 12 South 12th St 
NEW YORK 17,N. Y CHICAGO 3, ILL DETROIT, MICH PHILADELPHIA 7, PA 


708, Glenn Bidg 5 Third St 9538 Brighton Way 
ATLANTA 3, GA. SAN FRANCISCO 3, CAL BEVERLY HILLS, CAL 


MAY 10, 1955 


The Capital City 
of Fabulous Florida 


TALLAHASSEE 


All of the “plus factors” for 
fruitful productive living ... 
as well as the necessary factors 
(sites —- labor — market — 
transportation) await manufac- 
turers interested in the South. 


What fast-growing south- 
eastern industrial and com- 
mercial city has the best loca- 
tion to serve all Southeastern 
markets including the rich, 
expanding FLORIDA MAR- 
KET? 


IN THIS ISSUE 


emeweed i. %i..24 Fac, .- 
Industrial Data Section 
Farm Income Section _... 
Growth Trends: Population, 
Sales, Construction 
Metropolitan Areas 


11- 50 
51- 77 
78- 90 


91-119 

- 155-212 
121-152 
223-756 


Leading Counties 
County-City Section 


757-758 
760-807 


Territories 
Canadian Data 


INVESTIGATE by contacting 
Tallahassee Chamber of Commerce 


Talal ” Florid See Answer, Page 300 


NEW FEATURE 


DISTORT MAPS 


See page 223 for explana- 


Study 


FLORIDA'S 


impressive market fig- 
ures for bigger sales 
opportunities. 

And see Page 303 to 
learn what Florida offers 
business and industry. 


: organizations are best 
equipped to provide up-to-date 
and reliable information on 
conditions, resources and facili- 
ties in these cities, or the state 
er area. Your inquiries to any 
or all of them will be answered 
with prompt and courteous 


tion of the new state maps 
. . . based on income distri- 
bution . . . featured in this 


issue. 


cooperation. 


The “SM symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


FLORIDA — (Continued) 


EFFECTIVE BUYING 
V7) INCOME 
v ESTIMATES —1954 


RETAIL SALES 


PULATION 
we ESTIMATES— 1954 


PO 
BYLD 1/1/35 


ING 
CONTROLS 


COUNTIES 
CITIES 


'Metro- 
rn FIVE STORE GROUPS 
Area (in thousands of dollars—add 000) 


Total % 
of 


Buying 
(thou- | Power 
sands) | U.S.A. General Auto- 

| Mdse. motive 


65.4 0402 


35.3} .0217] 


pty ° 
27.3) p 
148.3) . 


AFort 
Lauderdale 57.4 
Holly wood 22.0 


| | 
0372) 1629/4, 
.0147/1,684/4, 


115,173 
41,411 


3,980 
3,765 
4,630 


guess: 8.7; .0053} 2.2) ... ; -0020| 590/2, 
Charlotte 4.8| . .0019) 983/2,948 
6.2| 0022 881|3,213 


nn = 


S38 388 


Citrus 


alae 19.9; . 6.8 
Colller....... 8.1) . 2.6) ... 323} .0037|1, 151 
Columbia. ... 19.9; 0123, 5.1/8.6 , 0071 
Lake City... 8.6) . 2.6 


4 and 4 See end of state for SM Metropolitan County Areas. 


8,468 
4,488 
14,671 
13,184 


0078 1813.72 


3,729) 
8687/3 ,461 
-0039) 1, 152)3 ,81 


© SM, 1955. 


n= = 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power," regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


BROWARD COUNTY FORT LAUDERDALE, FLORID, 


*Again LEADS the 83 Top Counties 
In Florida in Percentage 

of Increase in 

POPULATION and RETAIL SALES 


Population Retail Sales 
Increase Increase 
wet Lada 1950-1955 1948-1955 
% Change % Change 


BROWARD FT. LAUDERDALE 76.8 = 97.4 


Dade Miami 44.0 64.5 
Hillsborough Tampa 18.6 44.3: 
Duval Jacksonville 23.0 43.0. 
Pinellas St. Petersburg 62.4 
Polk Lakeland 40.6 
Orange Orlando 56.8 
Palm Beach West Palm Beach 46.2 


in the U, S., FORT LAUDERDALE R 


Population ...............135th Automotive Sales 

Families 128th Drug Sales 

Total Income 138th Eating-Drinking Places 

Per Capita Income 165th Apparel 

Per Family Income .185th Gasoline Service Stations. 115th 
Total Retail Sales.........116th Lumber 

Per Family Retail Sales... 6lst Hardware 

Food Sales ... aes: . 118th i 

Gen. Merchandise Sales. .186th 

Furn.-H‘hold-Radio Sales 105th 


(Figures From Sales Management Sufwey of Buying Power) 


DAILY ABC PUBLISHER’S STATEMENT 


March 1950 March 1954 % Change 
1950-1954 
14,838 27,535 85.6 


FORT LAUDERDALE soncay News 
Represented by:—BURKE, KUIPERS & MAHONEY, INC. 


In Florida: —PUBLISHER’S REPRESENTATIVE OF FLORIDA 


Jacksonville, Florida 
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® Population 


1,045,500 | 

Sales Management estimates for January 1, 1955 
up 103 ,600 prove again that Southeast Florida is one of 
e Effective Buying Income the important markets in the Nation. 


Fantasti lati th based F 
$1,746,007,000 | Saret recta get bonds ococe 


appreciation of its strategic location, give Miami 
up $12 8,986,000 and its surrounding area a future unlimited. 


* Retail Sales Get in this market NOW — STAY IN — Profit in 


$1 356 490 000 it—with the station that has covered it for 
| | | | 


29 years! Ask your Hollingbery man for facts. 


up $109 138 ,000 National Rep., George P. Hollingbery Co. 
— — James M. LeGate o. Pe | 610 KC 


— Miami 
OROWARD — Fort Lauderdale General Manager/ | Established Janvary 18, 1926 NBC 
PALM BEACH — Palm Beach ae, 
MONROE — Key West 

MIAMI, FLORIDA 


the SM" symbols mark original, exclu- 
cive estimates by SALES MANAGEMENT. 


ne SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


7 ESTIMATES INCOME ING 
BYP 1/1 BYP ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
COUNTIES | ay T Five STORE GROUPS =| | 

CITIES | Ur | Coun- (in thousands of dollars—add 000) 
Total | % | Fami- ; Per | Dollars | % WR Buying |Qua'- 
(thou- | of lies | Popu- | ] Power ity 
sands) | U.S.A. | (thou- 

sands) | ( 


FLORIDA — (Continued) 


| | 
| General | Furn.- | Auto- index 
Food | Mdse. House- | motive | Drug 
| Radio 


In- 


PRES 1s “ 


Dade ; a 6/681.3 | 1,271,313, .6062|1,784|5,789] 955,923} .5622| 4.353} 193,077, 81,413, 60,434) 162,137| 47,134 5096) 


AMiami 293.7}. 8) : 2065/1, 766)5,470]| 622,714| 3662! | 117,143) 69,315 ,961| 130,810] 29,029] . 2498] 


Miami Beach . 342| ‘ ‘ .0581)2,625|7,333] 168,913). 26,517 : 5, 7,050} 9,919}  .0657| 
Coral Gables. .. 3.8] | 6 , -0237|2, 5057 ,846 40,573). 2, 16 2,093 2,816) 2,815]  .0219) 1! 
Hialeah. ..... .3} .0217| 10.2! ,800) -0202}1 ,430}4,9 11,044) 006: 2 386, 243} 503] .0164 


North Miami. . 0124] 6.2) , .0130 1 ,615)5 , 262) 4,954} .0029) — | __—-76}_~—_—«682 89 473} + .0099| 80 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures. see explanation page 11 


Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month 


SALES MANAGEMENT 


The POWER of The News 


*Today. a population of 900,200 makes 
MIAMI'S Retail ‘Trading Zone a rich 
and sales-productive market. 


* % . of The News’ daily circula- 
© ne is concentrated among 


the able-to-buy. stable families living in 


Miami's Retail Trading Zone. 


*8 5%" . of The News’ Sunday cir- 
culation is concentrated in 


this same rich area. 


Florida's fast-growing Miami Daily News. 


in fast-growing Miami, gaihed more than 
3,000,000 lines of advertising in less than 
3 years, (1952 through 1954). 


“Sources: ABC Publishers’ Statement 


and Sales Management. 


# MIAMI Dairy NEws 


NATIONALLY REPRESENTED BY . . . SAWYER-FERGUSON-WALKER COMPANY 
Atlanta, Chicago, Detroit, Los Angeles, New York, Philadelphia, San Francisco 


If you plan to distribute in the 
Southeast, you'll find 


JACKSONVILLE 
your best location 


With Florida’s amazing market growth, Jackson- 
ville has become the best distribution center for 
coveting the southeastern area. 

Look at the map and see for yours-If. Location— 
ideal! 

Jacksonville's industrial transportation and commer- 
cial facilities are in step with Jacksonville’s ani 
Florida's population growth . 34-foot channel to 
the ocean, Intracoastal Canal, $35,000,000 electric 
plant expansion, $55,000,000 expressway-bridge con- 
struction, 4 Class 1 railroads, 14 motor freight lines, 
4 major airlines, 51 steamship lines, new office build- 
ings, warehouses, ample housing and manpower, ex 
cellent school system, wonderful year-round climate. 

For the “JACKSONVILLE STORY” giving solid 
economic facts about Jacksonville or for a confiden- 
tial, personalized report on Jacksonville's advantages 
for your plant, branch plant or warehouse, write: 


The CITY of JACKSONVILLE, Florida 
Electric and Water Utilities 


ATLANTA 
° 


NO. CAROLINA 


O CHARLOTTE 


FLORENCE 
COLUMBIA ° 
° 


SO. CAROLINAS 


GEORGIA 


MACON? 


PENSACOLA 
* 


° 
TALLAHASSEE 


Jacksonville has the best lo- 
cation to serve all markets 

. no other Southern city 
can give you rapid access to 
the rich, growing Florida 
market and still command the 


balance of the Southeast. 
THE COMMITTEE OF ONE HUNDRED 
Jacksonville Chamber of Commerce 
227-D West Forsyth Street 
Phone EL 3-6161 — Jacksonville, Florida 
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SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES 
ESTIMATES— 1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES Hit 
CITIES Area 


Metro. 
Wietro-| 


Urban- 
Total | a] Fami- | ized 
(thou- | | lies | Popu- 

usa! (thou- | | lation 


Buying |Qual- 
Power | ity 
Furn.- | Auto- | 


De Soto 7} 0068; 2.7) , .0037| . ; : . .162| | , 0043) 66 
Dixie 4) .0021 d 286) . | at 62 


Duval 69 374.0} .2301| 105.5|309.7 a 267, 91 388 , 881 86, 361| 14,733] .2178| 95 
_Adacksonville.. 222.4) .1368| 64.3) 316, 3131 _-1260}1 ,422/4,919} 353,684) 80,463} 39,705) 20,272} 81,603| 13,831 1528) 112 
a and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


IF YOUR PRODUCT HAS CHRISTMAS-GIFT APPEAL 


don’t overlook the big possibilities in the multi-million dollar gift practices of the 
nation’s business concerns. SALES MANAGEMENT'S September 10 issue—‘‘When a Cor- 


poration Says ‘Merry Christmas’ ’’—offers you an exclusive approach to the men in 


these companies who chiefly determine how much will be spent and what items will be 
chosen. Fuil details from: 


SALES MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


90 Years of Dominance of the Market of 


JACKSONVILLE 


FWA JACKSONVILLE 


In the billion-dollar market of Jacksonville 
PLUS the Florida Times-Union is the dominant 
advertising medium. During its 90 years of public 
service the Times-Union’s vigor has grown with age. 
Times-Union advertisers enjoy remarkable coverage 

of this billion-dollar segment of Florida’s surging 
market ...85% family coverage in Duval County 

Jacksonville was voted (Jacksonville), more than 50% family coverage in 

ron yn Se aahartys three counties, above 20% in 26 counties and above 


150,000 to 250,000 pop- 10% in 37 Florida and three Georgia counties. 
ulation in Sales Man- 


agement’s evaluation of Take advantage of the Times-Union’s marketing 
a by 131 vigor ...aim for the PLUSSES in the market 


of Jacksonville PLUS. 


Che Florida Times-Union 


JACKSONVILLE, FLORIDA 
Represented Nationally by REYNOLDS FITZGERALD, Inc. 


Offices in: New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlante 
MAY 10, 1955 301 
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mark original, exciu- 
sive estimates by SALES MANAGEMENT 
SALES AND 
EFFECTIVE BUYING ADVERTIS- 
oH INCOME @D ING 
2449 ESTIMATES—1954 


sf? 
Sa 


. re ss 
ees 


zs 


cS 
a 
= 
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22528 


7.8 
3.5 
2.4 
8.1 
9.1 


ges 


sss 
; S38 


Z 


Be8285988: 


6.7 
7.2 


. 
: 
—_ 


296.5 
222.6 
10.6 
14.2 
15.0 
37.2 
10.6 
3.2 
43.7 
30.9) 
17.8 
65.9 
40.1 
10.9 
Liberty 3.7] . 


& and 4 See end of state for SM Metropolitan County Areas. 
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IF YOUR PRODUCT HAS CHRISTMAS-GIFT APPEAL .. . 


don’t overlook the big possibilities in the multi-million dollar gift practices of the 
nation’s business concerns. SALES MANAGEMENT'S September 10 issue—‘‘When a Cor- 
poration Says ‘Merry Christmas’ ’’—offers you an exclusive approach to the men in 
these companies who chiefly determine how much will be spent and what items will be 


chosen. Full details from: 


SALES MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


The 5 ¢ 4 , ” fis 
- Pe [1 , 
OT Sud , Comte 
Co uncdl fe la La last tY & A ei 
OF y 5 Ny 


corde ally oe # prtantled 


Indasty 


lhe 7} cal 


Florida fr” 


MAY 10, 


Sunny Magic Extends to 
Business and Industry, Too! 


It’s great to be in Florida for vacation. But it’s greater 
to LIVE and make your living in Florida. Florida’s sunny 
tax climate and strategic geographic location in relation to 
expanding U.S. and Latin-American markets permit 
business and industry to grow and prosper. 


Most types of industry and business can find a happy, 
sunny home in Florida with sun-blessed living for workers 
and executives. Florida has manpower— 2,629 new residents 
moving here from other states every week. Florida has 
power. Florida has abundant water. Florida has a tax 
structure exceedingly favorable to business and industry. 

In short, Florida has what you need! 


To find out how well qualified Florida is for the site of your 
new plant, branch plant, office or warehouse, write State of 
Florida, Industrial Development Division, 3418A Caldwell 
Building, Tallahassee, Florida, for the NEW FREE 
FLORIDA INFORMATION KIT. It’s file-size and contains 
separate folders factually and accurately written, 
on the following aspects of Florida: 


MARKET + NATURAL RESOURCES 
EDUCATION & CULTURE - POWER 
RESEARCH + HEALTH & CLIMATE 
GOVERNMENT & TAXES - WATER 
LABOR + TRANSPORTATION 


state and regional meetings for Florida. Exceptional 


il. 


Pian national sales conventions, sales conferences and | 


value... 


successful meetings in delightful surroundings plus 


facilities for any type of ting. Get d 
| colorful recreational activities. 


you'll always 
do better in 


woso TV 


100 KW 
CHANNEL 6 


os « . . 
NBC io 


ORLANDO— 


FIRST IN CENTRAL rLoRwa=" 
— <N 
Serving 85,000 TV Homes yy, WA re 


Counties - Ape 
Florida’s Fourth Great Market 


With $6 hundred million Retail Sales 


ORLANDO BROADCASTING CO., INC.-WDBO BLDG. 


580 KC—5,000 WATTS 
eee GOS) 55 


ey WDBO — FM 
= 92.3 MCS.—3400 WATTS 


“LORIDA 


Dominant COVERAGE 


. = families listen reguiarly (6 or 7 


Full CBS Program Schedule 
PROVEN SELLING POWER 


WDBO serves more national advertisers 
than all other Orlando stations combined 


™ days or nights a week) to WDBO, than 
ge other Orlando stations com- 
~ TOPS IN LISTENING AUDIENCE 


F L Oo RID A - — — (Continued) 


he “SM" symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


7p estimares ye INCOME 
JM BYP ESTIMATES—1954 


Motro. 


RETAIL SALES 
BY ESTIMATES—1954 


COUNTIES [politan| | | 

CITIES Area | 
Total % | | Dollars | 
(thou- of 
sands) | U.S. *) 


FIVE STORE GROUPS =— 
Coun- (in thousands or dollars—add 000) 
Sales 
Per 
Fam- Mdse. 


General | Furn.- 


| ,0031) 551 ~~ 
.0182| 1091/3, 516 

0090/1 ,291|3, 830 

. 0165 aai}3, .319 


-0064)1, oni te , 897 


-0036; 997)3,1 
0231/1, 479/65, 368 
.0188} 1 ,452/4,929 
0080 847'3,409 
| 
.0168)1 ,072/4,813 16,310 
b s-s | .0013| 837/31 2,769 
47. 3/105.2 ; .0843/1, 365|4,4 167,640 
20.6) , sats me 821] 183,263 


-0079 4.3\ 8.3 . 0049 960 2, 10,172) . 


House- 
Radio 
390 


Pritt 
$28 F888 ATE 


_— 


22 3 
sen ae 
: 


w 
= 
= 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11. 


PWIN OS: 


3rd LARGEST CITY 


on the famous Florida gold coast 


TRADING AREA—206,000 
—plus a bonus tourist population year around 


WJNO easily leads 
in total morning, afternoon and evening 


WJINO Radio is Ww J N @) 


a 19-year-old Habit = WEST PALM BEACH, FLORIDA 


“The most influential voice of the Palm Beaches” 


QUALITY OF 
MARKET INDEX 


139 x 


EFFECTIVE BUYING INCOME 
* $190,341,000.00 


RETAIL SALES 
* $186,994,000 


CITY OF WEST PALM BEACH 
BUILDING PERMITS 1954 
* $15,088,662. UP $724,824 


OVER 1953 


Represented Nationally by 
Robert Meeker Associates 
Southeastern: James S. Ayres Co. 


SALES MANAGEMENT 


Drange Bossi 


500 Million $3 


OPEN THE DOOR 10 THE 
ORANGE BLOSSOM TRAIL COUNTRY BIG BOY 


Come on in and get your share of 500 million $ in retail sales by Central 
Florida’s 400,000 population. 

There’s Only One Door ! 

That’s Orlando Sentinel or Orlando Sentinel’s Florida Magazine—a 20 page 
standard size section in color, locally edited; locally printed. No patent insides 
or boiler plate for us. No New York editors for us. 

We print garden and flower news for Floridians; written by Floridians. We 
print pictures and stories of Florida homes and interiors. We print pictures of 
Florida orange groves and Florida cattle ranches for Florida readers of our Florida 
Magazine. 

Look at this circulation break-down*, big boy, and see Orlando Sentinel’s 
Florida Magazine lead of almost three-to-one over all three other supplements, 
the American Weekly, Parade and This Week, im our five closest counties and our 
Florida Magazine lead of almost two-to-one in eight counties: 


Orlando Sentinel’s FLORIDA MAGAZINE (5 counties) 

Miami Herald's AMERICAN WEEKLY (5 counties) 

Miami News’ THIS WEEK MAGAZINE (5 counties) 

Jacksenville Times-Union’s THIS WEEK MAGAZINE (5 counties) 

St. Petersburg Times’ PARADE (5 counties) 

Tampa Tribune (no Magazine) (5 counties) 

*Source: ABC March 31, 1954 
Wake up to Florida and Orlando and Orlando Sentinel’s big home-edited, 

home-printed big page Florida Magazine. 


Yes, Florida Magazine can give you ROP color. 


ORLANDO SENTINEL-STAR 


MARTIN ANDERSEN—Editor, Owner, Ad Writer & Galley Boy 
ORLANDO, FLORIDA 


NAT. REP. BURKE, KUIPERS & MAHONEY 


MAY 10, 


1955 


GROWING... 
GROWING... 


GROWING 


7, aos 


GREATER 


PALM BEACH 


CORPORATE AREA 
POPULATION 


(1950 U.S. CENSUS) 


* CORPORATE AREA 
POPULATION 
comprising WEST PALM BEACH and 


contiguous communities as compiled 
by Standard Rate & Data Service 


67,305 PALM BEACH 


ttl POST & TIMES 


JOHN H. PERRY ASSOCIATES 


‘| D A — (Continued) ees ey The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Metro- 
politan| 
Area 


JM 


POPULATION 
Ae MATES 


SALES AND 
eres Sprns RETAIL SALES — 
| 
JM ESTIMATES— 1954 GD ESTIMATES— 1954 CONTROLS 


ghWE STORE GRO oS 
(in thousands of dollars—add 000) 


Net % | Per % ° Buying 
Dollars of | Cap- of Power 
(add U.S.A. | ita | | General | Furn.- Auto- Index 

000) Food Mase. ang motive | Drug 

| 0 


Paim Beach... .. 


AWest Palm 
Beach..... 
Palm Beach... 
Lake Worth 
Pasco 


Pinellas 
LASt. Peters- 


Winter Hoven. 


Putnam. 
Palatka 


St. Johns 


St. Augustine. . 


St. Lucie 
Fort Pierce 


4.4 


199,131] .0793/1,370 ‘ 40,364) , 13,125] 38,184) 6, 161 
77,311| .0308|1,437 ; | 20,436) 7,764) 32,674) 3,453 
16,556} .0066|3,763 ¢ 0093 | | 2,042 1,689 | 395) 
21,123) .0084|1,408|4, 14 y 6,345 1,495 379| 769 
24,464 5,301 1,023} 2,071 


329,881 nah oui a 44,826 13,673) 39,148] 
| | 


.0810| 1577/4, 194 5 ‘ | 26,131 j 28,010) 
-0156|1,641)4, a : ® 8,414 9, 260| 
-O713}1, 108), 108 ’ 34,753} ’ 26, 580) 
0218) 1, 478/458 : | 11,672 3,342} 13,787) 
.0053!1,385/4,071} 20, : | 4,897 5,456 
-0107) 957/3,434 é ‘ | 5,828 063) 5,474 
.0054|1 , 107|4,003 j 0102, | 8,930 | 474) 


5,296) 
4,739| 
6,641) 
6,272 
1,289 


9,594 
0142} 1 5284, SS 3, 9,225 
-0111| + 924)3,223 0132) 3,323 

3,100 
716| 


4.3 _10,271|  .008 1,996) 


1 The estimate for general merchandise includes over aay of drug sales aie 
by the large Webb's City outlet, classified by the Census Bureau as general merchandise. 


306 


4 and 4 See end of state for SM Metropolitan County Areas 


SALES MANAGEMENT 


we Florida, 


> Second in total lineage in Florida; 

14th among all U.S. morning’ papers: 
Offers a smashing 95% coverage of 

St. Petersburg—center of the Suncoast 


Media Records 


St. Petersburg Cimes 


The ““SM"’ symbols mark original, exclu- oes : us ° 
sive estimates by SALES MANAGEMENT. sed Se FLORIDA — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS. 
BYD 1/1/55 BY ESTIMATES—1954 BYP ESTIMATES—1954 CONTROLS 


COUNTIES ! | FIVE STORE GROUPS 
CITIES Area ‘bar } (in thousands of dotlars—add 000) 
Total | & Fami- - t... 
(thou- | of lies } | 
sands) | U.S.A. | (thou- | U.S. 000) S.A.| Pei | General 
sands) Food | Mdse. 


Furn.- Auto- 
House- | motive 
| Radio 


ea ERY STE 1 
0065} 2.9) 3. ’ . 787/2, , ‘ d 2, are 253| 220) 2,744 
0068) . ver ’ : 341/2, 065). : 917| 154) 182 


.0213| 12. 1) ’ . 1, 438)4,124 : , 14,482) 6,629 10,911 -0246 


“0055 § ' t iI, 356/4,161 , d 4,405 775 


| 
-0545, 28.9) 62.2 ’ ° 1,306/4 , 002) ’ ° | 3, api a ’ 16,485 


. 3,782 0064 
Wakulla ~~ -0014| 601 |2,325 . } 592 121| .0016 
Waiton ° .0096 he 3.3 . | .0042| 673)2 625) . d . 2,149 274) 209 2,710 -0055 


© SM, 1955. Before using these figures, see explanation page 1) 


Since 1948 in metropolitan Palm Beach popula- 

! RK O tion has —- by Beth 9000; c 4 — 
income has gone up total retai 

? > WATTS sales $44,149,000 ahead of 1948—the last 


Census year. 


WEST PALM BEACH, FLORIDA Affiliated with 


ONLY PALM BEACH IS BIG ENOUGH WIRK-TV 


TO SELL PALM BEACH COUNTY CHANNEL 21 
5 KW-D—1 KW-N—1290 on the dial : THE ONLY TV STATION 


; : ; COVERING 
And—Palm Beach is getting Bigger! THE PALM BEACHES 


National Representative, WIRK, Donald Cooke, Inc. National Representative, Weed Television 


MAY 10, 1955 


a. A il 


. ) (Basic Coverage Area) (Basic Coverage ) 


Eff. Buying Income (000) Eff. Buying Income (000) ___$1,027.103 
7 oes Per Capita $ 853 


Pe Fenty —_2__ i. re 
a oe \ Retail Sales (000) ‘ __ $ 783,338° 


*Source *Source 
. to pinpoint your sales SM, May 10, 1955 SM. May 10, 1955 
efforts in Jacksonville! 


> 


‘Ni 
om ‘Tm 
q 


Ut! 


pony 


WMBR RADIO WMBR-TV 
CBS in Jacksonville, Florida 


Represented by 
CBS Radio Spot Sales CBS Television Spot Sales 


I 


LORI ,_. eae arepeaaD * “The “SM? bol k I, excl 
FL 1] RI DA — Bs (Continued) Grote: 3 aoa = te P 2 sive estimates by SALES MANAGEMENT, 


SALES AND 
gies Sie RETAIL SALES — 


TION 
y ESTiMAres NG 
W JH ESTIMATES 1984 ESTIMATES—1954 CONTROLS 
CO INTIES li } | } FIVE STORE GROUPS — 
CITIES (in thousands of dollars—add 000) 
Total % Fami- Urban ized % | Per | Per | : Se, ee ee | ee loua- 
lies | Popu- of | Cap- | Fam- Power | i 
U.S.A. | ita | ily ) .S.. Pe | General | Furn.- | Auto- Index 
| | Mdse. House- motive | 
| | io | 


——|-— 


3.2! 3.2 ’ 0031| 613/2, 483 ’ 1,251 pets I 49 


ats 2 | 
Total Above Cities 1,693.7 7) 1.0417; 537.9 2,602,284 1.0361 1, 536|4, 838 2,802,444) 1. 6482) 581, 488) 281,846; 172,637) 561 ,477/111,255 1.2211| 117 


State Total. .. 3,561.9) 2.1910/1, 039.7 2500.3 4,677,537, 1.8626)1,313)4,499} 3, 561,210} 2.0944) 3,425 835,510) 319,406] 206,474, 677, 597/137,117] 1.9978) 


FLORIDA— Metropolitan County Areas 


712. 7 4384) 219.6) 681 1,271,313) -5062|1,784/5.789} 955, 923| .5622| 4,353} 193,077, 81,413) 60,434) 162,137) 47,134 5095) 116 
155.1} .0954 i 47.3) 105.2} 211,751) .0843|1,365\4,477} 167,640) .0986 3,544) 37,953) 19,938) 9,916) 35,671) 6,434) .0908) 95 


Jacksonvilie.....| 69 | 374.0) 2301] 105.5] 308 i 518,551| .2068]1,387/4,915) 388,881] 2287) 3,686] 94,996) 40,540) 20,588, 06,361) 14,733] 2178] 96 
3 


Before using these figures, see explanation page 11 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 


The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


MAY 10, 


1955 


Effecti 
Sractive | Bu 
808 205,009" Income 
up 9 


into ne early 
ive circ 


sToRY 
Affili oe Se 


soho 


every hom 


Get it ALL with 


WFLA - TV 


Now ... you can get complete 
coverage on all of Florida’s ven 
Coast for the first time! With the 
highest tower in Florida and maxi- 
mum power, WFLA-TV provides the 
greatest physical coverage in Florida. 

In addition to the Tampa-St. Peters- 
burg Metropolitan Market — Amer- 
ica’s 45th retail market — WFLA- 
TV delivers Florida’s richest, most 
heavily ae pre trade area. You 
can get it all with WFLA-TV! 


WFLA-TW 


NB ¢ Basic (INTERCONNECTED) 
National Representative BLAI R-TYV, Inc. 


America’s 
45" 


PLUS 
FLORIDAS RICHEST 


S wile 


F L ORIDA— @&® Metropolitan n County Areas _ (Continued) 


TAMPA-ST. PETERSBURG 


The “SM” symbols mark original, exele- 
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SALES AND 
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EFFECTIVE BUYING RETAIL SALES 
SYD Estimares—r0s4 ESTIMATES—1954 


] | FIVE STORE GROUPS 
| | Coun- (in thousands of dollars—add 000) 
Net | % | Per | Per 
Dollars | of Cap- | Fam- 
(add 6s; USA. | ita ily 
000) 


TION 
y Esti MATES 


SH 


| General | | Furn.- Auto- 
Mdse. | House- | motive | Drug 
| sands) | 


164.5) 481.9) 
45.9) 116.3 
38.1) 99.8 


690 , 525 
218 ,394 
171,231 


- 2749/1, 335/4, 198 
.0870)1 ,473/4,758 
-0681|1, 197 4,494 


.3257| 3,366) 
-1097| 4,065) 


97 ,732 
31,965 
29,225 


18, 366 
7,1 
3, 565) 


.0671| 2,995) 


46.0, 111.6} 199,131) .0793.1,370/4,329] 187,913 1108} 4, oes 0.204) 11,937; 13,125) 6,161 


| | | 
2,195.8) 1.3806) 666.9'1905.8] 3,280,896 1.3063|1,494/4 920} 2,854,798| 1.8025) 3,831] 8 554,086) 253,579) 152,778) _ 481 ,275|103,575) 


F L 0 RIDA— Income Breakdown | of Consumer Spending Units 


NET INCOME GROUPS, 1954 
Total 


COUNTIES | Con- - Silane || COUNTIES 3 
CITIES | sumer $4,000-6,999 $7,000 & Over CITIES $0-2,499 | $2,500-3,999 $4,000-8,990 |$7,000 & Over 
nits % % 
(thous. ) % in | % ine (thous. i % In % % in| & 
Units come | Units come | $ Units come | Units Units come | Units 


23:2 2 
25.1 
10.3 
26.5 
27.9 
13.2 
19.0 
36.8 
38.1 
40.2 
13.5 
17.2 
19.5 
17.0 


Total of Areas 


1. 3741 102 


NET INCOME GROUPS, 1954 


in. 
come 


Units come 


32.9 10.8 
31.9 | 10.3 
36.7 | 8.2 
31.9; 8.3 
41.1 | 17.6 
16.1 | 3.7 
19.6) 3.6 
20.9; 5.2 
23.7; 9.0 


Alachua 
Gainesville 
Baker 

Bay 

Panama City 
Bradford. . 
Brevard 
Broward 
Fort Lauderdale 
Holly wood 


26.9 | 21.2 
27.7 | 19.8 
33.7 | 23.3 
13.6 

12.3 | 30.2 
28.8 | 26,1 
20.7 | 28.0 
12.4 | 25.8 
11.7 | 25.5 
11.3 | 25.7 
40.4 | 21.9 
27.0 | 28.7 
27.8 | 27.5 
27.4 | 23.0 


15.0 26.5 | 
25.3 | 
18.2 
34.2 
34.3 
26.5 | 
31.1 | 
30.6 
30.8 
29.4 
15.2 
22.1 
21.0 
28.9 


35.9 
37.2 
39.7 
41.5 
19.8 
65.3 
59.6 
62.4 
54.3 


12.0 
12.7 
14.6 
15.3 

5.3 
37.5 
32.0 | 
32.6 
23.7 


27.5 
28.1 
26.7 
27.5 
22.5 


21.9 
23.0 
23.4 
24.1 
14.6 
32.5 
35.0 
27.3 
23.3 


33.2 
32.4 
26.3 
28.7 
39.1 
13.9 
13.4 
19.2 
29.3 


70.2 
66.7 
46.5 
65.1 


43.8 
37.6 
20.7 
38.8 
24.0 
12.9 
21.6 
19.0 
15.5 
15.4 
18.8 
47.2 
18.0 
37.2 


23.6 
23.7 
32.4 
34.1 
29.7 
29.2 
32.6 
28.5 
26.3 
26.4 
28.4 
27.3 
30.6 
30.7 
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aly west 


POPULATION 
1,170,200 RETAIL SALES BY 
378,100 FAMILIES CLASS OF OUTLET 


e FOOD . . . . $313,095,000. 

TOTAL EFFECTIVE GEN. MERCH. . 112,819.000. 

BUYING INCOME FURNITURE . . - 93,205,000. 

AUTOMOTIVE . 255,004,000. 

$1,885,859,000. LE. ERR. 
& 


TOTAL RETAIL SALES 
$1,464,225,000. 


FLORIDA'S FIRST TELEVISION STATION 

THE ONE STATION GIVING COMPLETE COVERAGE OF THIS 

FABULOUS MARKET. Preferred by 90% of the viewing 
audience (ARB. Jan. 1955) 


Represented Nationally 
by Free & Peters, Inc. 


POWER — Maximum 100,000 watts .. . TOWER — 1,000 ft. tall — Highest in 
Florida . . . EXPERIENCE —- Six years “‘on the air” know-how . . . COLOR — 
‘Telecasting color since Sept. 1954 . . . MERCHANDISING — WTVJ's Award- 
winning Merchandising Dept. is ready to serve you . . . NETWORK ORIGINA- 
TIONS — WTVJ has originated over 70 shows for the Networks. 


FLORIDA— Income Breakdown of Consumer Spending Units — (Continued) 
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Get Your Share of Macon’s Bonus Money 


Last year Macon was rated the Most Recommended Test Market among cities of comparable 
size by 131 manufacturer and advertising agency experts in a survey conducted by Sales 
Management. 


This year, according to figures released by the Federal Reserve Bank of Atlanta, Macon had 
the highest increase in over-all business activity among 32 Southern cities reporting January 
figures. A 35 per cent increase in checking t debits reflected the rise in activity, accord- 
ing to the survey. Other major trade cities’ percentages in Georgia showed: Atlanta up 12, 
Columbus 17, Savannah and Augusta 14. Macon’s dollar total for January was 107 million 
compared with 79 million a year ago. (Latest figures available at deadline) 


The Reason for This Increased Dollar Volume 


Macon is one of the most rapidly expanding industrial areas in the South. Approximately $50 
million in new industry has located here in the last few years. Greater Macon is the site of 158 
diversified manufacturing plants. These industries employ nearly 40,000 workers, whose annual 
payrolls amount to well | ever $111,000,000. Local industry spends $37,150,000 annuaily in 
Georgia for power and fuel. Added buying power is given Middle Georgians 
by $158,270, 000 paid meer by Macon manufacturers for raw materials purchased in Georgia. 


Gold Mine 
of the Sky 


WARNER ROBINS 


Permanent Home of 

Warner Robins Air 

Material Area and 

Headquarters of the 

14th Air Force 

A billion-dollar operation serving 
5 Southeastern states. 


13,000 skilled civilian workers. 
Annual Payroll of More Than 


$52,000,000 
Located in Macon Metropolitan 
Zone with 4-lane highway access. 


The Macon newspapers are the only newspapers. which adequately and effectively cover this rich 
market. 


Represented by THE BRANHAM COMPANY 


MACON TELEGRAPH AND NEWS 


GEORGIA — (Continued) 


RETAIL SALES 
ESTIMATES— 1954 


FIVE STORE GROUPS cong 
in thousands of dollars—add 000) 


The “SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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ial a STORY... 
Ne reyt eh, PEOPLE WHO KNOW / 


Macon was chosen because ™ re eae my & our basic raw materials, and because 
producers of electric power dinilative. id meet our needs at reasonable rates. 
- The qualities of enterprise and sy ative which characterize the rapidly develop- 
ing “south are exemplified to gree in this community. 
as WORM. Jr igh Manager, Armstrong Cork Co. 
In selecting Macon, Georgia as a location for one of our major Chow mills, many 
things were taken into consideration, inetudi n availabili of fabor, rail and transit 
privileges and supplies of locally grown ingredients . . . more than justified our 
- >a apes Th thas gall DONALD DANFORTH, President, Ralston Puri 
——t-. residen alston na 
—" RALSTON PurINA ComPANY Macon is an outstanding example of the tremendous industrial future ewalting Compt 
South .. . The residents of the Greater Macon area, who are our entire plant 
foree, have proved themselves tatelifoent, and Ds wd folks enjoy their part in 
creating an ever-higher American standard 
c. MITH, First. "view" President, Inland Container Corp. 
We believe that Middle Georgia's natural resources, the rail and highway transporta- 
tion facilities, me, = lability of manpower, and =, ty to expanding wanes 
presents certain oe to our operation . . are seasons why we 


such a large foulaae n the Macon “oe 
AHRT, WRITE: Macon Kraft Co. 
FOR COMPLETE INFORMATION, W ig 
TOM GREENE, P.O. BOX 288, MACON, GA . 
MACON AREA DEVELOPMENT COMMISSION 
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Armstrong Cork C 
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P.O. Box 1347 y 
Macon, Ga. 
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Si.Lovis 2. 
INLAND CONTAINER CORPORATION 


INDIANAPOLIS 6, INDIANA 


FE MACON KRAFT COMPANY 


MACON, CBOROIA 
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Take a LOOK 
~ SAVANNAH 


it has everything! 


For 
INFORMATION 
write: 

Irving A. Metz, Jr., Exec. Dir. 
SAVANNAH 
CHAMBER OF COMMERCE 
Box SM, Savannah, Georgia 


THESE HAVE DECIDED ON 


ALBANY, GEORGIA 


Coats & Clark —Thread 

Merck & Company—Fine Chemicals 
Gulistan —Carpets 

Swift & Company —Vegetable Oil 
Maxwell Bros. —Corrugated Boxes 
Armour & Co. —Fertilizer 


WHY NOT YOU — SOON? 


Telephone or Wire Collect: 

F. WM. BROOME, MCR. 

INDUSTRIAL COMMITTEE 
Albany, Georgia 


YOU CAN BANK ON 


V Unlimited Water 
V Effluent Disposal System 
V Unrestricted Labor 
V_ Low Building Costs 
V Transportation 
in Valdosta and 
Lowndes County 
Write in Confidence to 


Valdosta & Lowndes County 
Chamber of Commerce 


Valdosta, Ga. 


How to get full, accurate 
and current data on the 
South as a site for your 
branch office or plant... 


See 
ATLANTA 


advertisement—page 317 


FOR THE 


MACON 
STORY 


SEE ADVERTISEMENT ON 


PAGE 313 
MACON AREA 
DEVELOPMENT COMMISSION 
TOM GREENE, Executive Director 
BOX 288 — MACON, GA. 


SAVANNAH 


Industrial Port of the 
South Atlantic 
Industrial Survey Furnished 
on Request 
By 


SAVANNAH 
DISTRICT AUTHORITY 


P.O. Box 768, Savannah, Ga. 
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“SM” symbols mark original, 


} estimates by SALES MANAGEMENT. 


POPULATION 
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1/1/85 
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i Information received too late for inclusion above fedlasten that troop population of 
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1953 was somewhat over eo nm personne! 


January 
are not included in estimates of families unless qunrtored off t 
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SAVANNAH REWARDS MEN OF VISION 


Though Savannah is fully aware of its fame 
for gracious living amid surroundings of 
azaleas and flowering magnolias, there are 
other and more compellin i i 
the minds of men who 

ations of growth factors vital to their 
futures. Savannah’s industrial progress has 
been both solid and impressive during the 
past 20 years—more than equal, in fact, to 


its productive capacity in all the 200 years 
preceding. Some of this growth is 
on inherent manufacturing advantages. 
Some is due to its strategic location and 
port facilities. One or both, aided - the 
cooperative progressive spirit of its 
<n may prove to be the combination 
-~ for you as a man of wisdom and energy. 
Write in confidence to: 


District Authority 
Committee on Industrial Development 
> P. O. Box 768 Savannah, Georgia 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 
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ATHENS, GEORGIA—A Quality Market Distinguished Throughout Georgia for Exceptional In- 
come and Retail Sales. 

Among Cities With More Than 30,000 Population, Athens ranks 2nd in Family Spendable Income- -$5,420—$1,140 above state 
average; 4th in Per Capita Income with $1,145, $285 above state average; ranks 3rd in Per Family City Sales with $4,682. 


GROWTH trends are important. Here's a several year’s chart of the growing ATHENS MARKET. 1954 Gain 


1951 1954 Over 1948 
(000) (000) 

Population ; 38.0 40.2* 

Families k 10.0 10.7 

Income $44,253 $52,555 

Per Capita Income $ 1,165 $ 1,307 

Per Family Income $ 4,425 $ 4,912 

Total Retail Sales $39,211 $39,748 

Food Sales $ 8,662 $ 8,813 


*based on SM 1/1/95 Estimates All other figures based on Survey of Buying Power 


THE ATHENS BANNER-HERALD National Representatives—Ward-Griffith 
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Outdoor sells 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 3 


%, | 
tercity basis! Ask us about GOA’s new network plan! 247 of ail retail sates 
in Georgia are made in the 
ATLANTA area! 


General Outdoor Advertising Co. 
5 —another GOA market 
General Offices 


Harrison & Loomis Streets Chicago 7, Illinois 


The “SM” symbols mark original, exclu- 

sive estimates by SALES MANAGEMENT. 
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t Geni. Mdse. sales include mail order catalog sales. See page 20. 
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4 and 4 See end of state for SM Metropolitan County Areas. 
Before using these figures, see explanation page 11. 
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With industry and commerce so sttively looking to 
the South for growing markets, as a location for 
branch offices and plants, the need for full, accurate 
and current data on the economic and social factors 
is more vital than ever. 

Since 1925, the Atlanta Industrial Bureau has continuously served as a depend- 
able source of facts on the busy region which is Atlanta’s industrial area. We have 
supplied economic studies ‘resulting in establishment of many millions of dollars of 
plants, many hundreds of warehouse and branch operations. 

If you are anticipating a study of the area, we will gladly make a special report 
based on your needs, and when your engineers and marketing men are ready to come 
in for a close-up, we stand ready to work closely and helpfully with them, in the light 
of our intimate knowledge of the region. 

All of this is, of course, gratis — and fully confidential. 


INDUSTRIAL BUREAU ¢ ATLANTA CHAMBER OF COMMERCE 
Volunteer Building ATLANTA, GA. 
5 aa ¢ - ee” 
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Population 
now over 


Sso0s,000 
be Spectacular gain of 137,056 
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Flying high above Atlanta, you look down upon one of America’s BIG 
markets — growing bigger fast. Only four metropolitan areas in the 
nation match the pace that has pushed Atlanta’s current population to 
the 808,853 mark. While Atlanta has long been the distribution center 1950 1954 
of the South, it is now the South's first city in industrial activity. Manu- Metropolitan Atianta 
facturing employment exceeds the former leader city’s by 17,000. More Population 671,797 808,853 


GROWTH REFLECTS 
YOUR SALES OPPORTUNITIES 


than 3,300 national firms operate branch factories, warehouses and divi- Families 185,580 238,674 


sional offices here. Per capita income in 1954 was $1890. The figure per Per Cap. Income =—$1,357 $1,890 
family was $5833. The South’s largest newspapers can help you sell your Retail Sales —$745,072,000 — $893,493,000° 


product in the fastest growing section of the nation. Georgia 
Population 3,444,578 3,604,400 


Families 889,269 962,000 . 


Che Atlanta ae ag ye ae $2,754,562,000° 


The Atlanta Journal and Constitution 
Covers Dixie Like the Dew 428,885 Daily — 480,949 Sunday 


THE ATLANTA CONSTITUTION topes byte lth Cu 


The South’s Standard Ni 


bad 
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Is Augusta, Georgia on Your List? 


The most overlooked market in America today is Augusta, Georgia. 


YOU CAN NOT REACH AUGUSTA VIA ATLANTA OR FROM OUTSIDE 


—Radio with 5000 watts and...... 
—Television with 102,000 watts on channel 12...... 


Offers UNDUPLICATED CBS programming to nearly . . . a MILLION Georgolinians!!! 
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5,061 
1,384 
2,349 


17,851 
14,796 
21,211 
11,613 


26,977 
25,897 
3,108 
8,021 


11,333) 
407 


1,574 


ees 


2,048 
27,693 
25,070) 

2,526). : 0028 


. . 
— 
“_ 


= 
— 


S23 


| 
6,688). | 0043 
3,147) . .0031 
641 5,755). ,308) : | | 070) 193] .0057 


2 


(gag 3 


- 
= 
i) 


1,334.3} .8207| 388.0) .8085|1 ,522|5,234] 1,877,786) 1.1045) 79,238 287,336 106,790} 419,871] 58,017] 8090 


Ree SM. 2 


} | 
3,645.7) 2.2426, 959.0)1766.7/ 4.104. 1.,6345|1,126/4,280] 2,724,994) 1.6026) 636.252, 365,528 147 867 586,073: 84,31 1.7465 
Before using these figures, see explanation page 11 
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FUE ho our 


a Bigger Market . . . 1,307,800 pop. 


More Family Units . . . 330,912 


More Buying Power . . . $1,370,306,000 


lOO KW 
ON CHANNEL 4 


Columbus, 
Georgia 


4! 


It's a big market and getting bigger! Retail Sales over $801,203,000 
. TV Homes—145,600 . . . Radio Homes—138,000. For domi- 


nance of this important Georgia-Alabama market, for greater cover- 
age from your advertising dollar, place your best schedules with 


CALL 
HOLLINGBERY 


Soavenee 1955 Su 
ey B 


ning PIO. 
Telepulse -— Nov. 
1954. 


Columbus, Georgia . . . Second Largest Georgia Market 


GEO 


- 


lA— 


Columbus 


Macon 
Savannah 


Total ¢ of f Areas... 


) Metropolitan County Areas 


SM 


9248 420. 8.1148.71 2 7 


TION 
S ESTIMATES 
1/1/55 


2, 


EFFECTIVE BUYING 
SYD Uscome 
ESTIMATES— 1954 


Dollars | 
(add | 
000) 


tour pact 5,451 


.0786|1,318\4, 655 
.0872/1,358'4,612 


197, 371) 
219,061) 


123,313) 
166 ,022 


287,196 -9149/1,528 5, 1,486, 128 


-0977 3,406) 


8741) 3, al “m5, 968 258, 821) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


SS yap SALES AND 
RETAIL SALES MERTI- 
IN 
ESTIMATES— 1954 CONTROLS 

FIVE STORE GROUPS 7] 

(in thousands of dollars—add 000) 
Buying 
Power 


} | 

General Furs.- | Auto- 
| Mdse. | House- motive 
| Radio | 


169,307) 188,730 30,686) 178,165 
40,790, 23,44 
33,620] 14,592 


14,528) 
7,82) 


30, 593) 
41,658 


74,171| 298,830 46,712) .9047/ 


GEOR‘ E O R G ) A —_— ) Income Breakdown of «etd ‘Spending | Units 


COUNTIES 
CITIES 


NET INCOME GROUPS, 1954 | 
: 


$7,000 & Over 
% 


% in- 
Units come 


8.2 
1.9 
8.1 
6.6 


2.1 


COUNTIES | Con- | | 
CITIES 


NET INCOME GROUPS, 1954 


$7,000 & Over 
% 
Units 


$0-2,499 
% 


% iIn- 
Units come 


$2,500-3,999 
% 


% In- 
Units come 


In- In- 
come 


39.1 
41.4 
67.3 
60.1 
68.1 
60.2 
69.8 
55.1 
80.2 
60.6 


14.0 | 28.2 
14.8 | 27.8 
41.0 | 24.0 
33.5 | 26.8 
40.2 | 21.1 
33.3 | 28.0 
39.7 | 18.3 
24.2 | 25.2 
85.8 | 12.4 
82.2 | 22.1 
77.1 60.9 | 13.8 21.7 17.7 
55.0 28.7 | 22.3 24.8 32.3 


23.9 
23.7 
34.8 
35.6 
29.6 
36.9 
24.8 
26.5 
20.6 
27.8 


32.3 
29.7 
14.5 
24.1 
17.2 
20.1 
19.0 
22.7 
16.0 
29.5 


Before using these figures, see explanation page 1) 
SALES MANAGEMENT 


GEO R GIA— Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


come 

COUNTIES per Shae COUNTIES 

CITIES Con- , $2,800-3, 989 | $4,000-6, 990 |$7,000 & Over CITIES $0-2,499 | $2,500-3,999 $7,000 & Over 
% % | % % % % % 


% | 
%, ine | & Ine | & In- % In- % In- % In- 
| Units come | Units come Units come $ Units come | Units come | Units come 


18.1 25.5 | 9.6 21.8) 2.8 J dp ase d 68.5 39.0 | 17.1 23.2 . 3.9 15,0 
27.7 33.4 | 13.0 25.2 ‘ . ; < 65.3 38.2 | 25.5 35.4 ‘ 2.2 0.8 
33.7 30.4 | 26.6 38.5 . ° woes ° 71.4 44,7 | 18.8 28.0 ‘ ‘ 8.8 
32.7 36.6 | 12.4 21.5 ‘ ° A 73.6 45.5 | 15.0 22.0 . 3 13.4 
27.8 24.4 | 22.2 31.0 : R . 78.0 53.1 | 14.6 23,6 : . 8.5 
28.1 24.3 | 22.2 61.7 31.7 | 22.8 27,8 : 6 21.1 
14.0 21.0) 8.0 46.4 19.5 | 27.8 27.7 : 4 21.8 
32.0 31.9 68.7 40.7 | 21.7 30.7 < 8 13.4 
35.5 68.4 39.2 | 19.1 26.1 ¢ 9 13.6 
21.9 56.2 27.0 | 24.2 27.7 ¢ 8. 18.1 
21.6 77.3 61.6 | 13.9 22.1 ° ; 9.4 
25.6 67.0 39.8 | 22.9 32.5 . ‘ 9.1 
65.7 38.8 | 23.0 32.3 , / . 8.5 


—~ne 2 Oe wo 


24.4 
28.7 
23.9 
20.8 
29.3 
28.8 
31.9 
Moultrie. .... j , 7 31.6 
Columbia. . 4 " . 6 32.4 
34.5 
34.7 
32.4 
31.5 . A . os ° 69.9 42.5 9 28.8 A 9 11.6 
24.1 é A . a naka ‘ 65.1 36.4 5 27.2 ‘ a 9 14.1 
22.8 J ‘ . ° ‘= J 58.4 28.9 4 26.4 . ° 4 16.7 
73.9 48.1 3 28.4 . .6 10.7 
28.0 i d ‘ . eR A 68.7 39.5 | 19. 26.5 , 1 16.7 
18.4 : ° , We. 60.7 33.8 | 27.7 36.8 . 5 10.0 
29.9 3 é ¥ . ace a 39.1 13.9 .9 23.8 * d 2 2.9 
12.5 i . . q Columbus. ... " 36.5 12.5 8 23.5 ‘ 32.0 
10.9 s 7 < . Newton...... . 43.0 18.3 5 33.8 : 3 16.9 
30.5 . B , ‘ Oconee..... é 66.5 39.5 4 33.1 a .7 10.5 
24.2 . . i . Oglethorpe E 69.7 42.7 8 27.4 
22.7 x 
22.7 | 20. : f . Paulding......) 2. 62.6 35.2 | 23.1 30.9 
29.2 j ° b . Peach.... ° 63.5 33.2 6 25.7 
23.3 i . a x Pickens... . d 53.5 28.0 4 40.2 
29.6 . J , ° Pierce....... . 62.1 33.2 .2 29.5 
ae s 66.0 38.4 4 29.7 
27.3 ‘ a » a Polk..... a 42.9 18.6 5 36.5 
27.6 : 4 : z Cedartown . 33.5 12.6 2 32.4 
29.0 . a . Pulaski. . . ; 64.0 34.8 8 24.3 
31.1 4 F d ° Putnam. ... J 56.6 27.7 3.7 27.6 
31.3 ‘ ° ° ° Quitman . = P 70.1 43.6 A 30.2 
28.4 lo . . Rabun... A 71.0 44.1 9 26.5) 
24.0 . 
22.8 i ‘ , J Randolph J 72.0 44.4 
23.7 | 4. ‘ eo A Richmond 3 3.2 16.7 
31.1 ‘ ‘ Augusta é 2.5 16.3 
20.6 5 v : . Rockdale ; 22.5 
19.8 é . y x Sehley....... a 38.3 
15.6 | 33. ° J 7 Screven...... . 62.3 
15.5 , ‘ ‘ d Seminole 5 A 33.7 
| | Spalding 1 12.6 
37.1) 5. . " J wriffin....... x 0 12.3 | 
28.9) 3. ‘2 A Stephens..... x 7 19.6 
27.5 ‘ ° ‘ ‘ Stewart ; J 8 51.3 
28.5 | 20. y ‘ ¢ Sumter fe 32.0 
37.3 ; id ‘ ’ Americus . 0 24.7 
32.9 ; ; 
29.8 | 13. 2) 3. R « 4 44.0 
30.2 | 18.8 31.8 | 4.8 16. sf ; 70.7 44.1 
36.7 | 12. ¢ , ; , 68.7 43.4 | 
28.9 | 18. . . : i 72.9 46.9 
26.8 | 19. . : 5 eas . 67.3 39.2 
22.7 i J ¢ J y J 71.3 42.6 
Thomas. 55.8 26.3 
Thomasville. . . e 52.2 23.5 
30.2 | 17.0 ls ‘ id ; p . 56.3 26.9 
28.5 | 10.8 ° z x i Se Cieewedl e 46.4 18.9 
29.9 | 11.7 ° a ° s 64.7 36.9 
34.2 | 5.9 ‘ d a J 84.4 64.8 
25.0 | 15.4 J 3-12. . 71.8 46.5 | 
24.3 | 25.6 38.5 | 6. oii 37.5 13.6 27.0 | 22.4 31.0| 8.9 28.4 
27.5 | 9.9 . : . beweia 34.3 11.9 25.9 -1 31.7 10.1 20.5 
34.9 | 11.1 s . d int.... i 44.0 16.7 28.2 .& 23.7| 84 31.4 


© SM, 1955. Es Before using these figures, see explanation page 11 
MAY 10, 1955 323 


71.5 45.4 | 19.7 29.8 : J 8.4 
53.6 23.8 | 24.6 26.0 , 0 23.5 
52.4 22.6 | 24.9 25.5 : 7 26.6 
74.0 47.2 | 15.8 24.0 . : 8.9 
58.3 28.8 4 26.4 . 9 17.6 
69.2 39.3 4 24.8 : -4 20.7 
75.5 48.4 7 2.9 ’ 5 10.4 
65.6 39.0 3 344 ‘ : 8.3 
75.7 60.7 8 27.5 . : 9.1 
58.2 28.7 .7 26.5 : 0 17.5 


— 


o-oweeQanew -— 
eoowonraqawsw- 


oe ee Oe Ww Se Oe DO 
cownwee oe eK oe 


27.1| 5.9 14.0 
25.9 | 20.5 30.2 
26.7 | 20.0 29.3 
34.8 | 14.2 25.0 
32.0| 9.3 20.8 
22.7| 6.1 15.7 
28.9 | 9.1 18.3 
26.6 | 25.5 34.8 
25.7 | 22.5 29.4 
29.3 | 20.6 33.6 
20.9| 6.3 15.9 
22.7 | 13.2 25.5 
23.8 | 16.7 28.6 


ow 
oo 


East Point 
College Park 


te to im OS I ow & 


Gilmer....... 
Glascock.... 
Glynn........ 
Brunswick... . 
Gordon 
Grady 
Greene 
Gwinnett..... 
Habersham 
re 
Gainesville. 


Nee onornw—& 


w © & 


30.5 9 14.0 
27.8 4 19.9 
35.0 7 16.1 
26.6 3 20.4 
29.2 4A 18.6 
23.4 7 19.9 
29.1 | 13.7 24.8 
29.3 -0 25.6 
29.7 2 24.0 
27.1 8 28.1 
28.6 8 22.9 
21.1 ‘ 8.8 . 5.3 
33.2 8 12.0 d 8.3 


4 
Son rwreoe Sd eau w& 
Baer aunrw eu De 


ae ee ee ee ee 


GE EORGIA — @ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 Ses In- NET INCOME GROUPS, 1954 
COUNTIES ey COUNTIES } 
CITIES ete . gare: x 's7,0008 - CITIES sumer oa $2,500-3,999 ewe 3 feawe e 


Units | sumer 
%, In- %, In- % In- % In- % In- % In- % in- 
Units come | Units come | | Units come $ Units come | Units come | Units come | Units come 


Turner........ ¥ 65.5 36.3 


° ‘ . Wheeler...... ¢ 68.7 40.3 | 20.8 29.1 | | 6.9 15.5 | 3.6 15.1 
Twiggs ‘ . A 0 3.0 . ° of 0; 1. 7.6 White oF A ® 79.6 57.8 | 14.7 26.5) 5.1 4.1) 6 2.6 
Union ‘ 5 62.1 . ° . o ° 4.5 } Whitfield...... ° 37.0 14.5 ; 36.0 33.4 | 21.8 32.3 | 5.2 19.8 
Upson ; . ’ 36.1 13.7 : e ‘ 0; 6.2 20.3 | Dalton........ . ° 33.8 12.1 | 35.2 30.1 | 24.2 33.1) 6.8 24.7 


Thomaston....J 2. 7 13.6 | 33.4 28. 5 2B. 4 29.6 Wileox........) 2. 70.0 43.5 | 20.9 31.0| 7.0 16.7| 2.1 8.8 
Walker........] 12.6} 3,900} 35.3 12.9 | 34.0 29. 0 32. 7 25.4 Wilkes | 3.3] 2,403 | 70.2 41.6 | 18.2 25.8 | 8.2 18.6) 3.4 14.0 
Walton 6} 2, 7 27.9 | 23.8 28.4 | 17.7 33. 8 9.9 Wilkinson 8 | 2,758 | 54.7 28.3 | 30.2 37.2 | 12.3 26.2| 2.8 10.3 
Ware. . . 7 18.0 | 27.6 26. 3 32. 5 23.1 Worth 2] 2,297] 73.3 45.5 | 16.9 25.0) 6.7 189 | 3. 13.6 
Wayeross..... . -? 16.9 | 27. . : 8) 7.3 26.0 — -— 

Warren I 5 4 441 . . ei'34 62 | Total Above ie 

Washington ; 2 46.9 | 17.5 26. 0 17.0| 2.3 9.6 Cities , 38.5 13.0 | 27.5 22.1 | 23.1 20.8 | 10.9 35.1 
Wayne 0 | 2,813 | 58.1 29.5 | 25.7 31.0| 12.3 23.8| 3.9 15.7 


Webster ° ‘ y 55.8 10.1 _%6.3 | 2.6 . 5 20.1 i State Total 1155.3 | 3,563 | 48.5 19.4 | 25.6 24.5 | 18.4 28.3 | 7.5 27.8 


1D AHO— — Counties and Cities — {inn neds, "New. Mexico, "Utah, Wyoming.) 


NUMBER OF OUTLETS : NUMBER OF OUTLE TS 


GM | FHR| AlD ‘ity County thous.)} | F | GM | FHR) A|D 
sede 


Blac kfoot. . .. Bingham. ay ; 5} 7 Renate. eae OS eee } s 
Boise. .... .-Ada..... he ‘ 9 «= 29 Moscow. . . , 

Burley Cassia. ... ‘ 4) 9} } Bae. .... 2: .@ jusicet ‘ 4 
Caldwell. .......Canyon. . } { 5 6) y | 3 9 
Coeur d'Alene. ... Kootenai 43. 3} 15] 13] Twin Falls.......T ae 6 
Idaho Falls. .....Bonneville...... .| 7; 22 Weiser 8 


yetrigtres EFFECTIVE BUYING RETAIL SALES ER 
@ BYP ESTIMATES—1954 BYP EstimaTEs—1954 CONTROLS 


COUNTIES | ; cee Poe FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Buying |Qual- 
| l | Power | ity 

U.S.A. | ita | ily 8. General Furn.- | Auto- 

| Food Mdse. | House- | motive 

| | Radio | 

0483 1,544 /4,933 195) 0571) 3, 17,624) 15,069} 5,797) 19,004 

0292/1 ,869|5 ,593 636}. | 12,464) 14,4841. 5,095) 17,946) 

0018/1 ,391/4, | | | | 

d .0276|1 ,538/5, 493 067). | 4, 9,515) 

Pocatello. .... 8}. .2| ,968| ane i beatin 416, .0249| | 4,481] 3,218] 8,478) 


Bear Lake 8} 0042) 1.9) 2. .0028 1 ,043)3, 437} .0044) 3,914) | | 1,751 
Benewah J y “eee , 283) -0029|1 ,301/4, 583) . P 826 
Bingham P oe .7| 6. ,134| .0132|1,223/4, Y d 433, 4, 9611, 5,210) 


Blackfoot a. ,424| .0034|1,478)5,265] 15,099). 857| 1,065} | 4,876 


Blaine. . . om | .0028/1,354/5, 480, | 1,373, 
Boise ' 


Benner... 9} 0092] 4.6) 24.4 436, '132| .0077| 2.885] 3,390) | 2,901) 


Bonneville .0| .0208) .7| 3. ; 453) . ° ; 6,038) .587| 12,8171 

falls. .. .0137| 1, 591|5, 206 2, i | 4,696} 2, 12,817| 
-0025| 1 ,084|3,928 ’ -0039) 4,110) 404, 1,381) 
-0014/1 ,088/4,351 ; ‘ ,586| 129) 384) 


a “and “A See ‘end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


EMPLOYEES LIVE BETTER IN THIS ISSUE 
eee of commerce and WORK BETTER IN 


development boards are best Foreword 11- 50 


seni nthe cate iite POCATELLO, IDAHO! Industrial Data Section 51- 77 


oe ' , Farm Income Section 78- 90 
and reliable information on con- Great fishing and hunting. Mountain-fresh 


air, plus all other incentives and facilities Growth Trends: Population, 
ditions, resources and facilities for good family living. Main rail, air and Sales, Construction 91-119 


in their respective cities, states truck transportation center. Plenty of Metropolitan Areas . 155-212 

Nabi Geli: te seen power and water. Leading Counties 121-152 
petit ¥ y For Prompt Cooperation Write County-City Section . 223-756 
or all of them will be answered POCATELLO, IDAHO Tetledslos =... 757-758 
with prompt and courteous co- Ghomber of Comsnetes Canadian Dota ........ 760-807 
operation. 
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BOUNDARY 


BONMER 


KOOTENAI 


Counties and cities on this map 
are charted in proportion to net 
Effective Buying Income: Scale, 
0124 sq. in. equals $1 million 


Cities shown are those having 
GENEWAH net Effective Buying Income of 
LATAH $15 million and over 


WASHINGTON 


Metropolitan County Areas ore 
bounded by black dotted line 


LEARWATER 


Copyright by 


= 7 
=| FREMOW 
| 


JEFFERSON MADISON 


BONNE VILLE 


OREGON 


| Goons 
| JEROME 


ONIWOAM 


} 


NEVADA 


LR RE trae 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


NOWHERE Else in All the West Can You 


Invest Your Advertising The POST. 


Dollars SO WELL!.... REGISTER 


HERE’S WHY: The Idaho Falls market is Idaho’s most dynamic and ... is the only daily news- 
Post-Register rates, in relation to the area’s residents ability to buy, are paper in the Idaho Falls 
low .. . very L—O—W! To find out why this wonderful “buy” exists SELLERS’ 
write us or ask your Ward-Griffith representative. 

MARKET 
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IDAHO— (Continued) er He AS Ete 


SALES AND 
POPULATION prantes ¢ spans RETAIL SALES ADVERTIS- 


77m ESTIMATES y 
JSM vss SVD estimares—i9s4 BYP estimaTes—1954 CONTROLS 


COUNTIES sta Trdeet seas Ry at ea ae. 7 we FIVE STORE GROUPS 
CITIES Ur Coun- (in thousands of dollars—add 000) 


General | Furn.- 
Food Mise. | House- 
Radio 


170 | | 
13,093 6, 986 2,678 = 17,970) 
-0997|1 373 . . 5,115) 3,738) 1,511 9,524) 
-0072)1,525/4, ’ . ,340) 2,481) 961) 
-0043)1 ,446 . | — 973) 140) 


-0068|1,151)4,21 . 338) = 017) 
peosely 420|4,694 é d ,239| a 
. 


pe , or) 


-0014 |; ,076/3,552 
; ' ote .0042|1,343/4,478 
Franklin oO . 6) 4. .0039) 968/3, 


Sea 


Fremont 8.1) . 6) 2. ’ -0042|1,159)4,21 
Gem... 8.1) .0050) A ° | -0036)1,107/3,737 
Gooding 6} .0071) . e 026) .0062/1, 123)3,947 


Idaho. . . .5}  .0071) a Ss , 0053/1, 159/4,038 
Jefterson YS 8) , .0038| 49/3, 394 
Jerome 0) . 4) 4. -0086)1 ,079)4, 124 


Kootenai. . 3). , . -0137)1,359/4,354 
Coeur d'Alene | 008: ' ,871) 0083) 1, 569| 4,743 
Latah. d ; d .0130)1, 525 \5,323) 
Moscow d . 3 } ,0082/1, 764 16,603 
Lemhi. . m4 J . .0025/1 ,058/3,584 


S22 B88 BRE 


Lewis 
Lincoln. . 
Madison 


Minidoka 

Nez Perce 
Lewiston 

Oneida.... 


Owyhee 


le ‘0019 
Twin Falls... , 0264) 
Twin Falls . -0119) 


§ 223 


3,905 


t 
— 


-0026 
-0051 . 
-0025 ° 5,311) 


125) 
2,020 
4,085) . . | 1,615 


286 


. = | } | 
Total Above Cities 193.0; .1187 -6) sai, 145 saith i 664 5, 299) . 624 45,119] 20,976; 102, eee 


State Total _ 619.1) .3808) 178. 5.91275. 1] 828, 173 329811 3384 629) 78; Poa 3,987 , 71,616) 33,753. 156,409) 17,2341 


IDA H O— y Metropolitan County Areas Ra nen 


© Boise. 180 | 136.0) .0837) 41.5] 94. 4. 191,298) .0762\1,407\4,610 189) 0953 3, = 30,7 717| 22,085) 8,478) 37, an 4, 282) 


ae © a8 © ales oe, tae } ; 


Total of Area 138.0, -0837, 41. 5) 84.1 


l B A H HO \— @& Income Breakdown of Consumer Spending Units 


-\---—— ~-}—- 


191, 290.0 -0762)1, 762|1,407/4, 610} .0953| 3 908) 30,717, 22,055) 8,475) 37, o14) 4, 4,252] .08 


NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


| COUNTIES 
$2,500-3,999 | $4,000-6,999 $7,000 & Over CITIES $4,000-6,999 | $7,000 & Over 
% % % % % % % 


. Units 
% In % in- % In % yy % in- % In 
Units come Units come | Units come $ Units come | Units come 


26.3 18.6 | 32.3 36.7 . 36.7 . i Y 1} 31.3 35.9 | 13.3 34.7 
24.1 16.3 | 31.8 34.6 0 41.5 Rees : : J . .7 | 33.9 38.3 | 13.1 33.4 
26.4 20.4 | 32.3 39.8 7 2.6 CARA a R 31.4 11.0 j .0 | 31.0 41.3 | 10.0 24.7 
20.5 13.4 | 39.1 40.9 7 39.5 ge 46.0 20.1 : 8 | 21.4 35.8] 5.9 16.3 
19.9 12.9 | 38.8 40.3 2 40.5 Ritat: 41.0 16.6 ’ .3| 24.0 37.3] 5.8 17.8 
33.6 28.6 | 28.0 38.1 5 23.0 ox ‘ 22.7 6.3 , 35.0 37.3 | 14.9 38.2 

37.9 13.9 | 24.9 21.8 | 27.8 39.0 A 2.3 , : 23.0 8.4 . 4135.5 37.6 | 15.2 38.6 


Before using these figures, see explanation page 11 
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J D A H 0 - — Income Breakdown of Consumer r Spending Units - — - (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES ee ee ee | COUNTIES rity Tie 

CITIES $0-2,499  $2,500-3, 288 $4.00-6.90 7 006 over CITIES $0-2,499 $2,500,998 $4,000-6,990 |$7,000.8 Over 
i % ; %, 


In- % im) & in | & in \{thous. ) i % \n- % in % in 
Units come | | Units come | Units come | Units come | $ Units come Units come | Units come 


Boundary ‘ 4 35. y ; fe j . ‘ a Lemhi 2.0 41.7 17.4 | 33.7 ‘ ‘ . ; 2. 0 
Camas . 30. .7 | 32. 3 8 & | 16.9 4 | Lewis 1.4 23.0 
Canyon . . . , 29. 3 J J ‘ a Lincoin 1.3 . 28 
Nampa ; Madison 2.4 34 
Caldwell Minidoka 2.8 ‘ 27 
Caribou Nez Perce 8.5 27 
Cassia Lewiston.. .. 5.6 27. 
Burley Oneida... 1 
Clark. . Owyhee 2.0 
Clearwater Payette. . . 3.7 
Custer Power 1.1 
Elmore Shoshone 8.2 


55.8 
22.7 
31.2 


5 
5 
1 
0 
22.8 
1 
2 
0 
8 
7 


“av ocowannveo 


eau heanrnwe ww 


2.8 


Franklin 
Fremont 
Gem 
Gooding 
idaho 
Jefferson 
Jerome 
Kootenai. . 
Coeur D'Alene 
Latah 

M:x cow 


Twin Falls... 
Valley 

Washington P 
Weiser ‘ 34.3 > 25.9 


a a 
saw 


wn 


3 
2 
2 
8 
7 


Total Above 
Cities 70.8 ¢ 28. . 24.3 


cn on Go im be to 


| 
Teton 
| Twin Falls 
} 
=| 


State Total... 195.9 | 4, 29.5 9.4 | 27.5 20.8 | 30.8 37.4 | 


(Other East North Central States: 

Indiana, _ Michigan, 0 :io, Wisconsin. IL LIN O | 5- — ate rom and Cities 
Ilinois state map—pages 328, 331| Pop : ll 
(in NUMBER OF OUTLETS 1} 


Pe 1P op 
(in NUMBER OF OUTLETS 
City County thous.)} F | GM/FHR/ A D | City County thous.)} F | GM|FHR| A 


| 
| 


Alton Madison 34.1 18 26 } Kankakee Kankakee 28 

Aurora Kane 52 6 13 5 j ij. . Kewanee.... Henry...... 17 

Belleville St. Clair 41.0) 10} 26 E 5 || La Grange ..Cook.... | 13 

Belvidere... . Boone. . 10.2 4 6 § La Salle. La Salle |} 12 

Berwyn Cook 53.0 | 12 2 22 Lincoln Logan . 15 

Bloomington. . McLean 36.8 | 14 \ Macomb. McDonough 11 

Blue Island. Cook 18.2 8 5 Marion. . . Williamson. 10 

Brookfield. . Cook a4 Mattoon. . . Coles... 20 

ID ie se Alexander Maywood. ey er 28. 

Calumet City Cook Melrose Park Cook... | 14 

Canton Fulton Moline. ... Rock Island.....| 41 

Carbondale Jackson Monmouth Warren... ... } 10 

Centralia. .. Marion... Morris. . .. Grundy. . Fas 7 

Champaign. Champaign Mount Carmel... Wabash : 9 

Charleston. .... . Coles Mount Vernon. . . Jefferson 17 

Chicago.... Cook Murphysboro. .. . Jackson. 8 

Chicago Heights. . Cook Oak Park : Cook... . 63 
i Cook Olney. . Richland. 9. 

Collinsville. . . Madison. Ottawa. . .. La Salle. . 17 

Danville. ... Vermilion Paris... .. Edgar.... 10 

De Kalb. .......De Kalb Park Ridge .Cook. .. 23 

Decatur. ... Macon Pekin. .. .. Tazewell. 23 

Des Plaines... . . .Cook Peoria. . .. Peoria. 

Dixon... .. Lee Pontiac . . Livingston 

Downers Grove. . Du Page Princeton ... Bureau... 

East Moline. Rock Island Quincy... . Adams. . 

East St. Louis... .St. Clair River Forest Cook.... 

Edwardsville. Madison Rock Island. . .. . Rock Island 

Effingham Effingham Rockford. . ... Winnebago 

Elgin. . . Kane Salem. . Marion... 

Elmhurst. . Du Page Skokie. ..... ee 

Elmwood Park. . .Cook Springfield... Sangamon 

Evanston. . . Cook Sterling. : Whiteside. . 

Evergreen Park. . Cook Streator. La Salle... . 

Fairfield Wayne Taylorville. . . Christian. 

Forest Park..... . Cook. Urbana. . . Champaign 

Freeport. . . Stephenson Watseka. . . Iroquois. . 

Galesburg. . . Knox. . Waukegan....... Lake... 

Granite City Madison West Frankfurt ., Franklin. . 

I — ‘ Saline Wheaton. 

Harvey. ~~ Wilmette. 

Herrin. . Williamson Winnetka... ‘ 

Highland Park . .Lake Wood River Madison 

Jacksonville... . . Morgan Woodstock. .... . McHenry 

Joliet. . ...... Will 

© SM, 1955. 
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FULTON 
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SCHUYLER 
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CASS MENARD 


DOUGLAS 
CHRISTIAN 


Jack sonwile 


ScoTT 


COLES 


MACOUPIN WONT GOMERY REAR. 5 


Crarieston 
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ete eee cs 


pool 
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waniow LA@RENCE 
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Counties ond cities on this map Cnet mn 
ere charted in propertion to net Fre Framhtort j 
Effective Buying Income Scole, ec aaa 
0048 sq. in. equals $1 million WILLIAMSON 


Cities shown are those having 
net Effective Buying Income of 
$15 million ond over 


Metrepoliten County Areas are 
beunded by black dotted line 


SALES MANAGEMENT 


$20,000,000 Food Market! 


CHAMPAIGN-URBANA, ILLINOIS 


and 61% of all local food ny AP Se ee ee 


advertising is placed in the... COURIER 


MCIRC. 25,897 Daily « Milline $3.04 


A Lindsay-Schaub Newspoar ABC Interim 12-31-54 


The “SH symbols mark, original excl | . 
sve estimates by SALES MANAGEMENT, | __ ILLINOIS — 


5 SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ING 

JM Bes BYP ESTIMATES—1954 BYP EstimaTEs—1954 CONTROLS 


COUNTIES |politan} ot ) Rae FIVE STORE GROUPS 
CITIES Urban- (in thousands of dollars—add 000) 
% | Fami-| ized «% | Per | Per 


y 
of | ties | Popu- of Cap- | Fam- } | | 
sands) U.S.A. | (thou- .S.A.| ita | ily U.S.A.| Per General | Furn.- Auto- 


Food iden. | House | motive | Drug 
perch dio | 


_..} Buying out 


.0417| : R | .0361\1,339|4, 183) ,532) . 342 15,990! | 2,812 13,507| 2,067) 
AQuiney | 0277 , 7,092] .0267|1,488)4,564 , 0370] 12,905| 047] 2,474) 11,373} 2,038 
Alexander . 8} .0134) 1 4. | -0083|1,071/3, ,727|  .0116} | 3,989) 1,291} 4,022) 

Cairo .6|  .0090} 8} 7,987| .0072)1,232|3,747 ,277|  .0096} | 2,973} ,123} 1,201) 8,448) 444 
Bond... 2. 8) 4. 0063} 1, 104/3, Bid 2,970| _ 1 


Boone 8}. 4) 10. 388) pan ps ; : y 4,495) | 3,891| 
Belvidere ae .3| 8,140} .0072|1,778|5, 497 am) | | 8,891 
Brown. . . . x ee ,213|  .0032|1,226|3,571 -0048) 3, 2,084) 
Bureau y f R d -0224)1 ,482| 4,631 Bie | | | 6,543 
Princeton sy 2| | .0047}1,94115,382 9 | 3,291 


Calhoun YS iS. .0023} 913/3,247 : | 858 
Carroll 4 ay ; . .0110 | 3,311 


Cass 2,350 


Champaign... ee .0846| 124,910). 25,415 
AChampaign- } } | } 
Urbana ’ 131,383 98,010) .¢ ,496| 4,896] 19,087 
AChampaign = 3 82,434). 86 76,464). 7 3,744 18,229 
AUrbana 25.4) . 6.8 48,949) . 9 21,546) .01 7,83 2, 808 
Christian . oy 12.7| 15. 60,478). 1,539/4 45,518) 
Taylorville 9.6) 3.1 18,028) . 7 21,602) 
Clark 8} . 5.6) 5. 20,699} | 16,341| 

| 
Clay 17.3). 5.5) 5. 20,282} . 1 13,784| 0081 
Clinton 23.0) .0141} 6.8} 3. 25,821) . 1 17,032} .0100 
1Centralia 
1 Centralia is in Clinton and Marion Counties. 


I Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County ° © SM, 1955. 
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Gi of commerce and K A N K A K 7 x IN THIS ISSUE 


development boards are best ILLINOIS Foreword 11- 50 
equipped to provide up-to -date Industrial Data Section 51- 77 


4 There are substantial reasons mane Coe See Re ae 
and reliable information on con viioy Sean sictheadh Aamesabevs Growth Trends: Population, 
to locate in our particularly out- Sales, Construction MUP 
in their respective cities, states standing Midwestern commun- ponies apes ye an 
ity since World War II. Leading Counties .. 121-152 


We will be pleased to serve you. County-City Section 223-756 


CHAMBER of COMMERCE herpeny a 757-758 
KANKAKEE, ILLINOIS Canadian Data ..... 760-807 


ditions, resources and facilities 


or areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 


operation. 
MAY 10, 1955 


FOR YOUR CONVENIENCE __. 
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ILLINOIS NUMBER 1 TV MARKET OUTSIDE OF CHICAGO 


Covering Central Illinois and Western Indiana with 100,000 watts power on VHF 


Channel 4 from a 1,000 foot antenna locited between Decatur and Champaign, 
I linwis. 


OFFICIAL CBS OUTLET for BLOOMINGTON—CHAMPAIGN-URBANA—DANVILLE— 
DECATUR and SPRINGFIELD, ILLINOIS 


The 34th station in U. S. in number of national accounts. 
(4th quarter Rorabaugh Report) 


The 46th U. S. market in number of TV sets 


(Feb, 1955 Television Magazine) 


AFFILIATED WITH CBS—NBC—DUMONT TELEVISION NETWORKS 


NATIONAL SALES REPRESENTATIVE: emia WCIA OFFICES: 509 S. NEIL ST 
CEORCE P, HOLLINCBERY CO CHAMPAIGN, ILLINOIS 


The Above Statistics Confirm the Good Judgment 
of Present WCIA Clients and Invite the Consideration of Future Advertisers. 


SALES MANAGEMENT 


ti 


CHICAGO Metropolitan County 4 
Area Compared to Remainder 
of State 


WISCONSIN 


INDIANA 


Des Piavoos saeteats 


Pare Ridge 


t : 
3 
Weirose Par i tiwwood Pan 


Maywooe & bs Deere Bo totweecamee | x . Counties and cities on this map 

sateen ncn nian : pas ee : ere charted in proportion to net 

River Forest i Santa 3 : 4 : Effective Buying Income: Scale, 

Pree rirenennetcieertig : : 0022 sq. in. equals $1 million. 

; Cities shown are those having 

net Effective Buying Income of 
$15 million and over. 


East Cricago 


Om Pan 


Metropoliton County Areas are 
bounded by black dotted line: 


Major Metropoliton Counties 
erlarged seperately in order 
to avoid extreme distortion 
within remainder of state. 


Broontiets 


Ou PAGE 


INDIANA 


10, 


Outdoor selis more! 


@® Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 6 8 Ax. : 
tercity basis! Ask us about GOA’s new network plan! ot 7° of all retail sales 


in Iinois are made in the 
CHICAGO area! 


General Outdoor Advertising Co, 
. —another GOA market 


General Offices 
Harrison & Loomis Streets Chicago 7, Illinois 


The “SM” symbols mark original, exclu- 


1 LLINOIS — (Continued) — ‘i i sobs Sad | ? __sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Cc ESTIMATES THM INCOME ING 

JIM Bi Cup ESTIMATES—1954 Cue ESTIMATES—1954 CONTROLS 


COUNTIES 
CITIES 


Buying 
Power 
Index 


ommnepenienl 
0258 . . 1,474|4,610) ’ -0291) 3,696 10,012 4.286) 2,188 0261 
| 0125 ‘ 32,428 -0129/ 1597/5, 147 | | 3,349) 1,320 9,134 680) 0143 
.0060 3.2 15,146) .0060 1,546) 4,733 ‘ 4 | a 812) 630) 3,755 294) .0066 
‘aba y 4,727.9) 2.9083'1,474.9|4727.9] 9,993,506) 3.9794/2,114/6,776] 6,288,587) 36,984| 4,264|1,344,797|1, 160,350, 297,224) 918,899|190,660] 3.6809| 127 
© SM, 1955. Before using these figures, see explanation page 11 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 

For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


SALES MANAGEMENT 


A me 


—Iif You're Advertising To The General Public 


Latest in series of studies again confirms that no single 
Chicago daily newspaper reaches even half of your pros- 
pects in the Chicago and suburban market. But The Chi- 
cago Sun-Times combined with one other paper gives you 
67% coverage—almost as much as some 3-paper combina- 
tions—and almost 12% MORE net coverage than any 
other 2-paper combination. 


—If You're Advertising To Young Families 


Adults below 45 are in the “years of acquisition.” They 
are your livest market—but you miss more than you hit 
when you advertise in only one Chicago daily newspaper. 
Through The Chicago Sun-Times and one other news- 
paper you reach 64% of this market—14% MORE than 
you reach through any other 2-paper combination. 


—and if you’re advertising to 


The Chicago Sun-Times The Chicago Sun-Times 


Is Read By 


MORE WOMEN 


Is Read By 
MORE WOMEN 


Earning W 
Under 45 ener. See 


or Salaries — 
Than Any Other Than Any Other 


Chicago Daily Paper Chicago Daily Paper 


Ali women earners in city 
& suburban sampie = 100% 


MAY. 10, 1955 


No single daily newspaper reaches even half of 
your Chicago area prospects. It Takes Two. For 
greatest unduplicated coverage, one must be The 
Chicago Sun-Times. 


This is the finding of the third independent bi- 
ennial study of Chicago daily newspaper cover- 
age and duplication conducted by Publication 
Research Service. 


Some highlights of this useful study are shown 
below . For details, see the study. Copies availa- 
bie on request. 


—If You’re Advertising To The Mass Market 


Three out of every four adults in Chicago and suburbs 
are members of the skilled or unskilled labor groups. No 
single Chicago daily newspaper covers even half of these 
prospects. But The Chicago Sun-Times combined with 
one other daily newspaper gives you 66% net coverage of 
these earners of wages and salaries . . . 14% MORE 
coverage than any other 2-paper combination! 


—If You’re Advertising To Families With Children 


No single daily paper reaches even half of Chicago's 
booming children’s market. But with The Chicago Sun- 
Times and-one other daily newspaper, you reach readers 
in households with 64% of all children up to 15 years of 
age in Chicago and suburbs. This is over 10% MORE 
coverage than any other 2-paper combination delivers. 


women, here’s your best bet! 


The Chicago Sun-Times The Chicago Sun-Times 
Is Read By Is Read By 


MORE WOMEN 


In The Youthful 


MORE WOMEN 
Who Read Only 
One Paper 
Than Any Other 
Chicago Daily Paper 


Housewife Category 
Than Any Other 


Chicago Daily Paper 


All Women Daily Newspaper 
Readers In City & Suburban 
Sample = 100% 
Read Sun-Times ONLY. 
Read Tribune ONLY. 
Read American ONLY. 


All housewives up to age 35 in 
city & suburban sample = 100% 


Read Daily News ONLY 


Gary is the ONLY Second 
Largest City in Indiana 


Netregele A tee wort « large aeet gretuemg cegeen Prueipel cen 
Aeesypyeeg onto Con 5 shee vad Pater Conuties—argest o~ xtinemme -oanties 
a he ne shen exerytoag Waren (snare. (iudianapslix ) 
EMax twee 
*sypsinenn Paynag income terni Saies 
iostagd Mes yoy 32725 oS 


ata ft eter te ~# eon “s Pe aa a SOME 


Shee Cory Cte Lame «le 2 AE, ies SE 


ont con yorrae wen on bedawa. (Sobers Unnngemens esters —1 994 


¥ one Wit Thee Uajor Barying Power Of This Uarket with 


THE GARY-POST TRIBUNE 


Cary’s only newspaper 


sw ie payer prepay joys gm, ot, tt, he te eee 7 
: 4 ta ie yt we Ctpenty hv tas 


METROPOLITAN COUNTY MARKET METROPOLITAN COUNTY MARKET 
IN THE CAROLINAS II IN THE SOUTH !! 


i one of the mest important 
distribution centers in the South!* 


has ever 1,000,000 people within 
a fifty-mile radius! 


has @ greater population within a 
6O.mile radius than any other Southern city!* 


*Poderal Reserve Bank of Richmond 
by Jenn & Kelley, inc. 
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PROFIT FROM THE POWER OF 
CHICAGO’S LARGEST EVENING 
HOME-DELIVERED CIRCULATION 


4 y 9 % of City and RTZ circulation 
° o is HOME-DELIVERED 


of total circulation is 
in City and RTZ 


You can count on the huge home-delivered circulation of the Chicago American 
because you can count it! 


The American is the only Chicago newspaper to show carrier-delivered circulation 
figures on an A.B.C. Publisher’s Statement. It’s the only Chicago newspaper which 
gives you a door-to-door count of home-delivered circulation. 


The Chicago American has: 


* 520,233 total net paid circulation . .. 477,983 in the 
City and Retail Trading Zone. 

* 205,174 copies are carrier-delivered each evening, 
Monday through Friday, in the City and RTZ. 


Evidence of such a high percentage of home-delivered circulation ... plus a con- 
centration of total circulation in the area which offers you the greatest sales 
potential...are just two of the PLUS advantages which make the Chicago 
American a better newspaper to help you sell more merchandise. 


*Source: A.B.C. Publisher's Statement 6 mos. ending Sept. 30, 1954 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


The largest evening circulation in Chicago and Retail Trading Zone 


Waukegan City Zone now over 


Always marked for progress due to its stra- 


tegic position between the metropolitan areas of 
Chicago and Milwaukee, the growth of the Wau- 
kegan area has accelerated tremendously in the 
past three years. 

Although the ABC gives the Waukegan zone a 
population of 50,000, recent local estimates place 
the population close to 60,000. 

This growing market presently enjoys the highest 
per capita income in history (($2,449.00)—first 
in the entire state of Illinois for cities above 
50,000. With retail sales to match the high in- 


come level of the market, Waukegan offers a 
marketplace growing daily in importance to na- 
tional advertisers. 


and still growing strong... 


The Waukegan market is covered adequately only by 


The (ankenan News-Sun 


Represented Nationally by Burke, Kuipers & Mahoney 
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7S OE a SALES AND 

was TION - Ag abn BUYING RETAIL SALES — 
TIMAT ad ra) 

JM 1/1/85 JM ESTIMATES— 1954 ESTIMATES —1954 CONTROLS 

COUNTIES aK FIVE STORE GROUPS =——S az 

CITIES | (in thousands of dollars—add 000) 


aa Buying (Quat- 


| Generat | Furn.- | Auto- 
| Mdse. | House- | moti 


Chicago j 
Heights. .. 26.1} .0161) F if .0184| 1,772/6,087 
La Grange... 3.5) . ; ,478| .0161/2,998) 10120 
Harvey..... 22.1) 012 .6| 38,236} .0152|1,730/5,793 
Blue Island... .2} 0112) 3| | .0137|1,895)6,507 
Maywood. .... 3} | . 50, 0242/2, 1146/7, 


.0294|3,908|1477 
0183/2, 103/7,276 


.0312/2,410 
0155/2 ,072 
.0158/2,014 
.0132/1,924 


0112) 1,324 


413,412! 
78,001 
34,574| 
46,476! 


2 Elgin is in Cook and Kane Counties. b Before using these figures, see explanation page 11 
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~ | SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


Ty v7) ME IN’ 
ESTIMATES 1954 ESTIMATES—1954 CONTROLS 


MM, 
COUNTIES EE a. as ene ~~" FIVE STORE GROUPS —— 
CITIES | : (in thousands of dollars—add 000) 
Fam- 1 


| Per 

(thou- Popu- Cap- 

sands) | U.S.A. S.A. | | S.A. General res 
nds) | (thou- | | Fi ’ 


House- 
Radio 


0148) 3,239 
0104) 
0051) 2,977 
‘aia 4,133 

Effingham.... » te a d \4, 7,32 .0102 
Fayette........ et 2) 6, 310) i3, ’ 0111) 2,618) 
Ford Hike. 3} 0100} 8.1) 7. 1 | 967} .0112| 3,719) 
| | | 


Franklin........ ‘ oe ’ 558). -0195| 2,050 
West Frankfurt F J : A F 260): 2,939) 0076) 

Fulton........,. .8| .0269| . : : 2,711 
Canton 3} | 

Gallatin......... 4. S fcr ,806) : ‘ 2,415) 


| | 
Greene.......... 7 ° 1 3. A \3, . ¢ 2,685 
Grundy......... . d . : é | J d 3,332 
Morris. . 
Hamilton 


26.8 


10.6) 4.8 
1.5] | 
12.7) 21.6} 51,181) 


43,360| . 1,436\4,470 


Carbondale. .. . .8| 0073} 3.4] 19,313| .0077|1,637|5,680 16,621) 
Murphysbero o} 3. 11,340). 1,274|3,780] 14,362 


Seeger... . ceed: . 8} 2. 11,423). 960/3 , 006) 7,028 
Jefferson. ...... = Bt .0| 17. 44,938) .0179|1,224/3,745) 31,850 

Mount Vernon oe | -9} 25,599) . 11,497/4,33' 26,631 
Jersey......... pod 8) 6. 16,055) 0064! 997 12,763 


Jo Daviess. ..... ae * ‘ 27,578) . Lal 19,444 
Johnson . .0} .0049) t eto 5,904) . 738 4,829) . 
RE oe 8. : F 309,195) .1231|1,899 223,083) .1312| 
Aurora... 2.6] .0324) 16.2} 106,916) .0426/2,633 94,016] .0553} 
2Elgin....... .0} .0283} 12.7) 83,341) . 1,812 72,666} .0428) 

} 


114,393) .0455/1,432 98,905 
50,599). 1,807|5, 70,407 
17,893). 1,431 13,066 
90,308) . , 70,625 
56,841). 3 . 55,105 


ere ial ia x ia : i 434,707) . 210,208 
Waukegan.... ; d 7] 97,200) . 3 7,095) 80, 462 
Highland Park 8} 013 7 65,972| .0263|3,172]11574] 30,643 

La Salle........ 0}. , t 177,068) . .719|5,516} 130,025 
La Salle-Peru- 


45,640 
30, 198 
34,803 
21,402 
25,797 


6,777 38,477 
5,807 29,970 
6 , 567 30,233 
25,197 
18,141 


~ 
& 8 


a 


57,831 
24,368 
56,478 
14,549 


36,415 
23 ,663 
38 ,346 
14,955 


42,879 


Mead id y 30,359) 
Lincoln . 5¥ e d J 19,611 


20,846 


S8 8858 822 


——" 


McDonough ee : . 38,359) . 35,739) | 
Macomb. ..... 11.0). 3.4 16,848). 20,877} .0123/ 067} 2, | ‘ 124 
McHenry..... 87.1). 17.7) 20. 100,275 74,582} .0438) 2,390 1144 
Woodstock. . .. 7.8} .0048, 2.5) 17,112). : , 16,818} 0099] t 1, ‘535 936 2,721 .0073| 152 


2 Elgin is in Cook and Kane Counties. Before using these figures, see explanation eo 
3 Streator is in La Salle and Livingston Counties. © SM, 4 
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BLOOMINGTON— 
NORMAL 


ILLINOIS ~% CITY ZONE 


NOW 


31,025* 


*ABC Audit Report, Sept. 30, 1954—Para. 28-b 
@ Biggest population gains in history 
@ 600 New Homes (Av. $15,000) in 10 subdivisions 
@ Over 100 Industrial Plants going full tilt 


Illinois’ Fifth Largest 
Says Perry LaBounty Newspaper Retail Market 


"For 34 years now I've been eased out (Excluding Chicago) 
of a lot of offices of AE's, SM’s, media * $152 Million subscriber purchases 


directors, space buyers, brokers and dis- In addition to 99% carrier-delivered coverage of the important 
tributors with that old line —'if you only Bloomington-Normal city zone, The Pantagraph has a big plus 
had a 50,000 city market’ . . Well, market of 77,744, representing 24,294 subscriber families in 85 
communities—97% home delivered. Any wonder it’s a potential 
Standard Metropolitan County Area. 

Get the new picture of the importance of this richest industrial-farm 
area in the Mid-West. Get all the facts from Gilman, Nicoll & Ruth- 
man, national advertising representatives, or write Perry LaBounty, 
those schedules over my transom.” National Advertising Manager. 


The Daily Pantagraph 


BLOOMINGTON-NORMAL, ILLINOIS 


127 mi. SW of Chicago—157. mi. NE of St. Louis 


everything comes to him who waits. It's 
taken a long time, but we finally made 
the big hill . . . so have a look at this 


beautiful new figure and start throwing 


ILLINOIS— (Continued) jhe: Ss estimates by SALES | MANAGEMENT. 


EFFECTIVE § BUYING RETAIL SALES 

y ESiMares 

© * OVD estimates GLD estimares—1954 
COUNTIES ti , i ae ne 7 € Scot ace FIVE STORE GROUPS 90 

CITIES (in thousands of dollars —add 000) 
Total | % | Fami- 

(thou- of | 
sands) | U.S.A. 


(how He Hy Hy General 
| sande) (thou- Food Mdse. 


20,453) 
14,311 


0480, 24.3) 45.5 
0226, 11.8) 


F 
z 


83) 
8 


0519 
0276 
14.6 0356 
34.8 0734 
22.4 126,298) .0503 
14.4) 16. 67,106) .0227 
62.4/147. 333,768, .1329 
10.8 63,112) .0251 
0223 

0065 

0089 

0086 

0234 

0090 


Fa 


16,876 
30,397] 
26,335 
10,367 
55,785 
14,720 
9,908 
3,851 
4,557 
4,809 
d 9,667) 
,680)5, o 4,308 


g822 


= 
en a 
. 


R 
a= = 


~3 bo = & ew ao 
2EBSESesestegs 


9.7 55,878 
2.7 16, 255) 
4.2 22, 385) 
3.5 21,568 
58 , 590 
22,507 


ww we 
ae 


€ 


1, 
1, 
1 
1, 
1, 
1, 
1, 
1 
1, 
1, 
1, 
1 


-— ns 
- 


_ 9,707) .00391, 61815, 1 x 5 _2 2,755 


1 Centralia is in Clinton and Marion Coun t ; © SM, 1955. ; * “and & See end be ig for SM ereeiion County Areas. 
4 Collinsville is in Madison and St. Clair in. Before using these figures, see explanation page 11. 
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Rand McNaliy Co. Designates: 
DECATUR HERALD ond REVIEW 


now serves an official 


10 COUNTY MARKET! 


In 1954, Rand McNally Co. re-evaluated Decatur Trading Area, raising it from 

Z a 6-county market to a 10-county market. In addition to the 10-county market, 
iy the Decatur Herald and Review gives strong coverage in portions of 5 other 
49.4% coverage counties. This is called the Deeatur Herald and Review 5-county plus market. 


in a population 


area of 408,300 
10- a eam SPECTACULAR MARKET EXPANSION * First among the 32 metropolitan 
rs Market with areas of the 7th Federal Reserve District in 1954 Business Activity Gain (up 6.5%). 
5- one ol oo * Only major Illinois market to show a Retail Sales Gain in 1954 —up 2.6% (1955) 
square miles in 
the ‘State Herald-Review Effective Total Retail 
Population Families Circulation Buying Income Sales 
Official 


DYAOPWUOP TEE ves, 22°60 9700 56.222, $412,210.000  $208,747,000 


Market Herald and Review Coverage 10-County Market 62.1% 


HERALD cad Tee 


5-county |23,700 38,400 7,488 $167,992,000 $126,233,000 


Plus 
R E V I E W Market Herald and Review Coverage 5-County Market 19.5% 


A Lindsay-Schaub Newspaper 1S-county 408 300 129,100 63,821 $580,302,000 $434,980,000 
Member Illinois Color Comic Group Market 


Jann & Kelley, Inc Totals Herald and Review Coverage 15-County Market 49.4% 
Nat'l Reps 


NAN 
a 


NY 


| 
| 
a | 
\ ) | 
\\y = 
} | 
| r 
—— 
eres | | | 


New Radio Team WSOY-WSEI 


Decatur, ll. Effingham, Ill. 
Now Give Thorough Inside Market Penetration To Both 


DECATUR METROPOLITAN AREA 


and new official Rand McNally 
10 COUNTY DECATUR TRADING AREA 


(See Herald and Review ad above for amazing size of this area) 


Black line on map at right is extent of day and night coverage area of 
WSOY-AM-FM/WSEI, as defined by FCC (all interference-free). Shaded 
outline is extent of official 10-County Decatur Trading Area. 


Transmitters at both Decatur and Effingham —a combination specifically 
engineered to furnish perfect coverage, day and night to this area, 


Audience Surveys Prove Every Contention! Dominant Decatur Metropolitan Area 
WSOY —a CBS affiliate Dominant Decatur Trading Area 

@ 3-1 advantage in Decatur Metropolitan listenership mornings 

© 2-1 advantage in Decatur Metropolitan listenership afternoons 

@ More Decatur Metropolitan Area people listen, day and night, to WSOY than all ‘ 


other stations combined 


WSOY-FM and WSEl — music, news, sports Ww q re) Y= FF M 


@ The only real news staff in downstate Illinois 
@ An unsurpassed transcription and record library with professional supervision DECATUR, ILL 
@ The most comprehensive sports schedule in the Mid 


. 


outlets for St. Lovis Cardinal baseball and Notre Dame football 

@ First commercial station in Illinois to broadcast state high school basketball ' od * « a 
tourney in its entirety 

@ Special programming on WSE! to maintain listener loyalty at southeastern end 


of the Decatur trade area EFFINGHAM. ILL 
All national spot busi duplicated on AM and FM facilities, usually simultaneously ’ f 


One rate card for all Local and National Advertisers 


MAY 10, 1955 


eONE Order e ONE Billing (rom hae 


or St. Low 


eWON Audience Cake, 


Peoria Journal Star advertising success stories are as 
numerous as Peoria’s Caterpillar tractors and LeTour- 
neau-Westinghouse equipment on road building proj- 
ects. Whether it's test campaigns, new products, cou- 
pons or institutional . . . these newspapers do a job. 


HERE'S WHY! Rich 13-county PEORIArea is effectively covered by The 
Peoria Journal Star. The hub and distributing point for this $600 Million 
in the Midwest,” market is metropolitan Peoria, an industrial area of 272,600 people. 

a Ee The Peoria Journal Star circulation ratio-to-homes in metropolitan Peoria 
Advertising Executives. is 98.3%, . . . a coverage which produces results that prove “ONE does 


TEST MARKET 


it in Peoria.” 


Send for PEORIArea 


Facts and Figures Folder EORIA JOURNAL STAR 
\MEMBER/ 


Additional interesting factual data about Daily nel paid 100,000 plus 
these newspapers and this market. We Represeated Nationally by WARD-GRIFFITH CO., Ine. 
will gladly send you a copy on request. 


7 - The “‘SM"’ symbols ‘mark original, exclu- 

U L L | N O | s- — - (Continued) _ ae waa ashe S ___ sive estimates by SALES MANAGEMENT. 

é ; Pais ee . SALES AND 

POPULATION EFFECTIVE BUYING ADVERTIS- 
@ ESTIMATES Ky7p INCOME ING 

1/1/55 ESTIMATES- 1954 ESTIMATES—1954 CONTROLS 


COUNTIES  |politar aa a FIVE STORE GROUPS 
CITIES Area Urban-| | } (in thousands of dollars—add 000) 
Fami- - % Per | Per | @ | a rt ee aE Sd 
of Iss 


Dollars | of | Cap- | Fam- ARS, COUR EE 
(add | U.S.A. | ita | ily |U.S.A.| Per | | General | Fura | Auto- | 
000) | } | House- | motive | Drug 
| Radio | 
18,471| .00731,421/4, 505} 471; .0073| 3,042) 3, | 2,250) 
21,937] .0088|1,434/4,301 533, .0108/ 3,634, 4, | 3,024) 
| | | 


13,914) .0055| 960)2, 13,811 .0082| 2, 223) | 3,028) 
12,383} .0049/1,346/4,1 6,785} .0039| 2, ; 1,665) 
23,106) .0092/1,336/4, 16,761) -0088) 104! ) | 2,662) 


18,349 | .0073|1,349/4,4 13,071| .0077| 3, : 2,588) 
10.7| 13.7 ,055| .0156|1,236/3, 30,779| .0181| 2,877 7,346) 462) 7,301 
10.0) 22.4 : .0184)1 ,301/4, 41,70} | .0246) 4, ; ‘ 11,142 
5.0) 538) .0118|1,319|5,275] 34,401] 0202] | §, 587 . 9,985 
| | 

4.1) 3.5 ,205| .0073|1,379/4, 10,783] onal . .102| | 2,162 
34.4) 0212} 11.0) 11.9 085) 0203/1 ,485/4, 37,800} .0222| 3,436, 9, 1,283, 1,380, 6,588 
186.4). 57.7/149.8 ’ .1392/1,875)6, 226,310} .1331| 3,922) 52, 35,316) 14,442) 41,476 
114.8). 35.7 -191| .0929|2,031/6,532 195,807) 1152} 713] 94,543) 14, 37,664 
| | | | | 

21.2| 0130) 6.9) 10.4 -038| .0091/1,087/3, 18,724) na 2,714, 4,948) 1, 106) 4,462) 
13.5, 0083) 4.3) 2.6 , pooh bipont gee 12,158} .0072| 2,827) 2,789) 202 2,571 
2.1 . 7.11 3.5 t .0092/1,105!3, 16,900) .0099! 2,830! 4,578 625. 1,026 3,149 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


THE QUAD-CITIES 


one of the 


FIRST 
100 
MARKETS 


IN POPULATION (250.200 People) 


57% on the Illinois side 


IN RETAIL SALES andl 
| 


53% on the Illinois side 


IN E.B. I. PER CAPITA ($1790.) 


$1819. Illinois side — $1760. lowa side 


‘IN E.B.1. PER FAMILY (sse30) 


( $5920. Illinois side—$5740 lowa side 


The Dispatch and The Argus 
newspapers cover 9 out of 10 
homes on the Illinois side of 
the Quad-Cities. Station 
WHBF (CBS radio and tele- 
vision) is “The Quad-Cities’ 
Favorite”. 


The ““SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


THE MOLINE DISPATCH 
THE ROCK ISLAND ARGUS 
STATION WHBF, ROCK ISLAND 


1LLINOIS— (Continued) 


PULATIO 


EFFECTIVE BUYING RETAIL SALES 


re iN 
BYP ESTIMATES—1954 ESTIMATES—1954 


COUNTIES 
CITIES 


sands) | U.S.A. 


} 


mr ESTIMATES INCOME 
BYD 1/1/55 JM 


FIVE STORE GROUPS 
Ur (in thousands of doliars—add 000) 
zed Per 


i 
Cap- 
. General | Furn.- Auto- 
(thou- 000) | Food Mdse. motive 
sands) Radio 


East Moline 
Rock Island 
ARock Island J i | 


AMoline..... 
East Moline... 


2,076) . ’ 435 310 56 386 
5,746) . ’ 1,716 775 86 741 
2,680) . ’ 617 74 42 


27,420) . ° 6,816 1,173 1,197 5,471 
17,222). ° 3,662 948 617 5,150 
14,585). 2,432 666 556 4,506 
161,108) . ’ 39,708} 17,188 6,632) 35,510 


142,658). $4,058) 16,751 6,385| 33,656) 4,7! 0796 
64,178) . 15,253 6,719 2,451; 16,874) 2,01 -0371 
62,678) . 14,129 9,721 3,373} 14,767] 2,241] .0334 
15,803). 4,676 311 561 2,015 4 -0091) 101 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state . . . by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 
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reasons why —WICS \s your Bist Buy 


| M P A Cc 


T 


© 510,578 .. 


A STATE CAPITAL MARKET 
© 20... . COUNTIES* 

. POPULATION 
© 165,241... FAMILIES 

© 22,260... FARM FAMILIES 


® $785,390,300 . . . EFFECTIVE 
BUYING INCOME 


© $595,717,000 . .. ANNUAL 
RETAIL SALES 


*Source: Sales 
ing Power, May 10, 954. 


Survey of Buy- 


CHANNEL 20 


SPRINGFIELD, ILLINOIS 


OUTSTANDING CLIENTS 


tives: ADAM YOUNG TELEVISION CORP. 


|LLINO!S— (Continued) 


COUNTIES 
CITIES 


St. Clair 
East St. Louis 
Belleville 
4Collinsville 
Saline 
Harrisburg 


ASpringfield 


W 


' 


Total | 
(thou- | 
sands) | |v. 


TION 
ESTIMATES 
1/1/85 


| 


a, Fami- | 

of lies 

S.A. | (thou- He 
sands) | (thou 


i Colltnsvitie. is in Madison and St. Clair Counties. 


/Urban- 
a 


EFFECTIVE BUYING 
ESTIMATES — 1954 


| 
% | oe) oe, 
| usa. | ita a be iy 


200 81 409 
-0481)1, 415 4,6 


- 0265) 1 , 625) 5 ,009; 


0156/1 ,192/3, 564 
0064] 1 ,466|4, 357 


0937} 1 ,698|5, 230 


ra ,845|5, 569 
| 
1,037)2,9 


4 1,316)3 
3.71 


“onal -208 


Dollars | %, 
(add | 
000) | US 


-1233) 3,073 
| .0664) 
52,644) = 


28,356) 
16,028) 
178,677) 
154,111) 


0166) 
0094) 
. 1051) 
6,739 0040) 2.106 
6,628} .0039| 2,762 
18.275) 0107) 2,343 


© SM, 1955. 


The “SM” 
> sive estimates by SALES MANAGEMENT. 


RETAIL SALES 
ESTIMATES— 1954 


~ FIVE STORE GROUPS ~ 
(in thousands of dollars—add 000) 


General | Furn.- 


17,083 
11,910 


3,769) 


13 ,042 


6,284) 
3,194] 
36,944) 
29,760) 


2,615) 

1,560) 
18,371) 
18,110 


} | 
1,772 313) 
1,545) 268 
4, 460, 627 


Auto- 


symbols mark original, exclu- 


‘| SALES AND 
ADVERTIS- 
ING 


4 and 4 See end of state for SM Metropolitan ( County Areas 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 


and viewers. That’s why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market .. . 


in terms of your selling chances . . 


. but they 


frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 


continuing growth. 


For a realistic appraisal 
and the advertisements. 


. and profitable selections . . . be sure to study both the Survey data 


SALES MANAGEMENT 


The Springt ield Market’s got sales wera: . and how! 


and here are some ‘eye-opening’ figures 
to prove our point: 


11-County Springfield 

Market Population . 468,900 

Effective Buying Income  $564,082,000 

1954 Retail Sales $428,842,000 

Food $ 95,318,000 

General Merchandise $ 30,957,000 

Furniture-Household-Radio $ 19,824,000 

Automotive $ 92,503,000 saint deal ei bitie th ; i 
pringfield’s new 40-store multimillion dollar shopping center to 

Drug $ 11,047,000 be built soon. This vast 20-acre center . . . dynamic focal point 


SOURCE: Sales Management for Springfield buyers . . . attests to the rapid growth of the 
entire Springfield area! 


The 11-County Springfield market is GROWING . . . and so is its STATE JOURNAL & REGISTER. Right because your sales message 
SALES POTENTIAL! 1954 was a big year sales-wise, as you can gets into the home, where sales are originated . . . and right be- 
judge for yourself by the figures above. And 1955 promises to be cause it’s the only economical way to make more sales, quicker, ot 
even bigger and better . . . offering unlimited sales potential for lower cost. 

YOUR product. Take another look at the Springfield market .. . . pensive 
OF course, there’s only one way to do a concentrated, highly effec- | salesmarket for YOUR product. And while you're looki look 
tive job of reaching . . . influencing . . . and SELLING this thriving, into the _— power of the ILLINOIS STATE JOURNAL & 
growing Springfield market. You're right when you say ILLINOIS REGISTER 


} ne 4 
Tap this multi-million dollar market of 116,086 (FSara > = fie ~( ° . 
rene wer rr J incis State Journal and Register 


72,458 daily circulation! (ABC 9-30-54) SPRINGFIELD ILLINOIS 
WEST-HOLLIDAY CO., INC National Representatives 


The “Su” ” symbols ‘mark original, exclu- 


sive estimates by SALES MANAGEMENT. ILL L NO | S - — - (Continued ) 


ALES AND AND 
tg 5 ere eevee RETAIL SALES ADVERTIS. 
JM 1/1/55 GD ESTIMATES— 1954 @ ESTIMATES— 1954 CONTROLS 
COUNTIES  |politan|_ ae iis RE 5 2, 2 os GRRE GE VE FIVE STORE GROUPS ay 
CITIES | Urban- | | | | (in thousands of dollars—add 000) 
ine ized % | Per | Per 


ee nail Leslee 
sre ten of | Cap- Fam- | 
laticn] (add | U.S.A. | ita | ily ) |USA| Per | “General Furn.- | Auto- 


idse. | House- | motive 
| Radio 


| 0050) 1,442\4, 648 ,787| “ooao| 2,514) 1,720) 105) 173, ‘1,047 
0261/1 ,658/4,863 ,208) .0307) 3,867| 11,589] 3,919 2,538] 10,028 
0154/1 ,695|5 223 827} 0252} | ~=—-9,558} 3,792] 2,183} 9,563 
.0587|1 ,708/5,618 367) .0391| 2,486) 18,101] 2,944] 2,148, 13,617 
0179|1,922|5,996] 20,235) .0172| " 1,648] 1,422 7,349 


6! .0067! 839)3,0521 13,461| .0079| 2,447' 3,281! sn! mm 


© Sm, 1955. 


IN SPRINGFIELD, ILL. Morning 


Year after Year 43.5% 
More Audience than Other 
Local Stations COMBINED! AStecnada 


am WIAX i eA 


CBS Radio Affiliate 47.8% 


Represented by Weed & Company Chemie a 


Before using these figures, see explanation | page ll. 
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PROOF that Danville is LARGER 


than listed below « e e (True population 53,427 A.B.C. City Zone) 


Here is how Danville sales opportunities com- Danville’s per Capita Retail Sales 
pare with Illinois’ and with Chicago’s, when SM Are better than for Chicago or All Illinois 
tables are reduced to a per capita basis. People te Beod Stoves by: 16% 21% 
may well be richer in Danville but these figures In General Merchan- 
prove too, the true size and potential of the Dan- dise Stores by: 6% 75% 


ville market beyond the 38,800 population figure Pe ee hes 90% 128% 
listed. In Automotive Dealers 
and Stations by: 90% 72% 
Purchasing power of Danville’s industrial pay- In Drug Stores by: 79% 124% 
i In Total Retail 
rolls has grown 573% in the last 10 years. Sales ee 31% 51% 


This new industrial city in the midst of the A.B.C. City Zone praeietion has in- 
rich Corn Belt keeps at home the labor and the creased 45% in 10 years; City Zone 


‘ ‘ ; circulation 57%; General Advertising 
earning capacity released by farm machinery. rate only 27%. 


DANVILLE COMMERCIAL-NEWS 


Evening Member: The Ganneti Group Sunday 


Represented by J. P. McKinney & Son, Inc. New York * Chicago * San Francisco 


ILLINOIS— (Continued) a tee 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 
ra) ESTIMATES y7) INCOME by 
JIM V5 Ss ESTIMATES — 1954 JIM ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of doilars—add 


Auto- 
motive 


18,946 
13,722 
3,925: 
3,739 


Mount Carmel 


Warren 
Monmouth 

Washington 

Wayne 
Fairfield 


6,570 
5,590 
1,670 
6,327 
6,025: 


3,176 
8,947 


5,302 
5,131 

. 30,880 
119,521). F ° 24,224 


13,678) . 3,881 
14,261) . > 4,250) 


36,658) . 8,205 a 
386 


_ Murphysboro 
4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


See explanation of new Distort maps, page 223 


SALES MANAGEMENT 


nlite to Point... 


ae ie 


We’re proud to point at Rockford, Illinois, 2nd 
largest machine tool manufacturing city, center 
of a rich agricultural territory, 15th in the US in 
Postal Savings. The Rockford Morning Star and 
Rockford Register-Republic can give you excel- 
lent coverage of a progressive populous 13 county 
trading area. Write today for full information. 


Q Oo C K a @) K D 131,123 CITY POPULATION 


BEST TEST CITY IN 441,222 A.B.C. RETAIL TRADING ZONE 
west ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


“sm” ctu anke. “i ~ e. : ok ; WE 
sive estimate by SALES. MANAGEMENT, IL L I NOI S oe (Continued ) 


Cree et erg : SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/55 JM ESTIMATES—1954 ESTIMATES— 1954 CONTROLS 


M 

COUNTIES lit FIVE STORE GROUPS | 
CITIES . |Urban- } (in thousands of dollars—add 000) | 
Total | & Fami- | ized Net % Per | Per he y SSR? Biel” (WG ees Buying |Qual- 

thou- of lies | Popu-| Dollars of | Cap- Fam- f | | Power | ity 
sands) | U.S.A. | (thow- | lation (add U.S.A.| ita | ily S.A. General | Furn.- | index | In- 
sands) | (thou- 000) F; Mdse. | House- | motive | Drug dex 
sands i } Radio | | 


Winnebago 168.3, .1036) 563.2)/140.7 308,834) .1230/1,835/5,805 ° -1315) 4,202 | 23,149 13,895) 39,370) 6,019 1217) 117 
ARockford ».7 575 35.1 222,920) .0888/2,032)6,351 92, 1134 22,693; 12,503; 36,488) 5,786 -0919) 136 
Woodford ° ° 6.8 31,738) .0126/1,417/4,667) : -0133) 3,340 4,722 354 648 6,755 279) -0130) 95 


Total Above Cities 6,030.7) 3.7096) 1,862.8 12,447,727 4.9569/2,064'6, 682] 8,715,250 


51,256 1,885,717/1,411,703| 440,361/1,523,617/261,083] 4.7586) 128 


State Total 9,173.6) 5.6429)2 846 .2)7258.6]17,004,506) 6.7711) 1,854)/5,974]11.000,279) 64,694) 3,865 2,465,874/1,543,958) 514,140 1, 888 ,891/308,388} 6.4550) 114 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


Remarkable ROCKFORD’S 
only full time station « « x 


No. 1 


for more than 30 years 
In This $809,330,000 Market Area 


Represented Nationally by H-R 


MAY 10, 1955 


PEORIA is... 


Here is the rich Peoriarea Market 
served by WMBD: 

POPULATION 534,762 
RADIO HOMES 127,879 
EFFECTIVE BUYING INCOME  $746,284,000° 
TOTAL RETAIL SALES $470,391 ,000° 
FOOD SALES « $112,233,000° 
GENERAL MERCHANDISE SALES $50,887,000° 
DRUG SALES $11,271,000° 
PER FAMILY INCOME $6,056°" 


*Preliminary Estimates of Sales Management Survey of 
Buying Power, 1955. Further reproduction not licensed 
Peoria County only 


p 
WMBP 


CBS Radio Network * 5000 Watts 
Free & Peters, Inc., Mat'l. Reps. 


$¢ in ILLINOIS 


(Outside Chicago) 


BIGGER than Quad Cities* 


*Rock Island-Moline, Illinois; Dav- 
enport, lowa. Metropolitan Peoria 
is larger by 19,000 people. 


BIGGER than Rockford 


Metropolitan Peoria population ex- 
ceeds Rockford’s by 101,200. 


BIGGER than Springfield 


Metropolitan Peoria is larger by 
130,500. 


WMBDESEIT the 


Rich Lda: 12): 1Market 


Serves more local and national spot advertisers than all other Peoria radio stations 
COMBINED with more listeners than the next three radio stations COMBINED! 


| L L | N Oo | © Metropolitan County Areas The “SM” symbols mark original, exclu 


7p srimares 
JHE ; 


| \Urban- 
Total % | Fami- | ized 
(thou- of lies | Popu- 
sands) | U.S.A. | (thou- | lation 
| sands) | (thou- 
sands) 


sive _estimates ty SALES _MANAGEMENT 


stiss SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
1 


ING 
ESTI MATES -1954 @D ESTIMATES—1954 CONTROLS 


JM 


Dollars | 


(add 
000) 


| 


FIVE STORE GROUPS ae 
ms (in thousands of dollars—add 000) 
% Per r 


% y Spee ‘So O° Se ANG? ______} Buying |Qual- 
of | Cap- | Fam- Sal " Power | ity 


; es | | | | | 
| U.S.A.| ita | ily ») | US. General | Furn.- | Auto- Index | In- 
| 


| Mdse. | House- | motive | dex 
| _ Radio | 


Chicago 5,850.5) 3.5989 1,798.3 5619.2)/12,224,933, 4.8679/2,090 6,798) 7,562,964; 4.4480 4, 2061, 681, 005 1, 283, 686 362, 760)1, 158, s012 226 , 152 4.4883) 125 


Davenport- 
Rock Isiand- 
Moline . ° 76.8; 210.1 

Decatur oe. 34.8) 82.5) 


Peoria ‘ ‘ 84.4) 206.5 
© SM, 1955. 


| | 

} | | 
-1787\1,794/5,843} 303,938, .1787| 3, 958 65, 639| 37,927, 14,008) 63,165, 8,882} .1737| 113 
.0734 1,693 5,293 140, 338} 0825) 4, 023 30, ad 18, 7m) 7, ie: 30,155) 3,126 oe n2 
.1979'1,822'5,886! 292,677) .1722) 3, 468! 70, 560) 38, 260 | __ 16,590) 590, 56, 093) 7,197) -1841) 110 
Before using these figures, see explanation page 11 


vy 100% CONVERSION 


(DECATUR PULSE NOV. 1954) 


x $1,246,268,200 


Effective Buying Income 
(1954 Survey of Buying Powen 


vx 262,624 FAMILIES 
% ABC-- DUMONT 


For Complete Coverage Choose Channel 17 


DECATUR, ILLINOIS The Bolling Co. 


SALES MANAGEMENT 


MILWAUKEE W R - xX b TV 


KING-SIZE Station in a 
KING -SIZE market 


STOCKTON 


WREX-TV dominates the huge iso- 
lated Northern Illinois-Southern Wis- 
Os consin market—in every way . . . tops 
> 7 Bert 
STRING. cement in coverage, ratings, programming, 

hd RESULTS. Just give us a chance to 


prove it. 


KING-SIZE Market WREX gives you the lion’s share of 


More than... sales in this big, rich market. 
1,000,000 PEOPLE 


More than. . 
250,000 TV SETS 


More than... 
$1,400,000,000 RETAIL SALES 


ROCKFORDeILLINOIS 
National Representatives: H-R TELEVISION 


The ““SM"" symbols mark original, “exclu- 
sive estimates by SALES MANAGEMENT. _ 


|1NO1S— GZ Metropolitan County Areas — (Continued) 
Ay gl A baw RETAIL SALES 
1/1/55 GD ESTIMATES—1954 JM ESTIMATES —1954 


SALES AND 
AQVERTIS- 
CONTROLS 


| l | | FIVE STORE GROUPS 
Urba>- | | } | | Coun- | (in thousands of dollars—add 000) 
| Fami- | ized t | & | Per| Per ® | wy es il ie Buying |Qual- 
( lies | Popu- | of | Crp- | Fam- | | Power | ity 
sands) | U.S.A. | (thou- | lation ‘ | U.S.A.| ita | ily General | Furn.- Aut 
| 


| 0- index | In- 
(thou- 000) | F. Food | Mdse. | House- | motive | Drug | dex 
sands) | j | 


| | Radio | } 


- 1036) -2| 140.7 ' -1230| 1 835 5, 805 ’ -1315} 4,202, 53,440) 23,149) 13,896) 39,370) 6,019 oe 117 
-0852 5 my ° 0937/1 ,698 5,230) ; -1051) 3,971) 36,944) 18,371) 8,510) 38,178, 5,983]  .0955) 112 


| 


Bloomington. . -1) 0480) 24.3) 465.5 
\Champaign- 
Urbana 0738 


| el Pe | 
pie ate te - 0604 cml 20,453 9,996) 4,702| R sie 112 
| | 


nal 79.0 . .0846/1 ,768/6, 124,910) 0735) 3,928) 24,600) 13,118 4,628 25,415) 4,257 ara) 107 
Danville. . .0| 0553) 28.7) 62.8 , .0567!1,583/4, 101,955 .0599| 3,552 22,437 12,364 8,778 18,946, 3,571] .0573| 104 

i | | | | ; 
AQuincy....... 8! .0417;} 21.7) 47.3 i 72,532, .0427| 3,342, 15,990|  8,180| 2,812) 13,507! 2,067] 0392) 94 


Total of Areas ___ 1. 7,145.0 4.3952|2, 199.0/6588.0}14 474,826) 5.76392 ,026/6 582 9,104,099 5.3545, 4,140 2,021 ,454|1,463, 809) cas.stah,eu.crlon ood 5.3674, 122, 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power", regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 
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ILLINOIS — @§ Income Breakdown of Consumer Spending Units J' (3°, symbols mark original. exclu- 


sive estimates by SALES MANAGEMENT. 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES Prt 
CITIES 


| 
$7,000 & Over $0-2,499 | $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
% % % % 


% 
% in % ‘In- % I | 
Units come | Uni come | Unite come . eS 


33.6 11.6 | 30.9 25.5 | 24.5 32.4 30.5 
26.2 8.0 | 29.3 21.8 | 32.7 38.3] 11.8 32.2 
25.4 8.1 | 30.2 22.9] 34.4 41.6] 10.0 27.4 
32.6 10.6 | 29.9 23.0 | 26.3 32.5] 11.2 33.9 
27.5 8.7 | 31.5 23.8 | 29.8 35.9 31.6 
43.7 17.2 | 25.7 24.1 | 22.0 32.9] 8.6 25.8 
46.7 17.8 | 21.3 19.4| 20.4 29.6 33.2 
14.7 | 26.5 23.8 | 26.4 37.9] 8.0 23.6 
22.1 | 28.6 31.2| 18.2 31.8] 5.0 14.9 

| 

14.3 | 

10.7 |: 

19.5 | 

11.8 | 

36.6 | : 

4.9) 

5.0 | 


35.4 -1 24.0 
37.4 4 3.3 
35.3 2 17.5 
36.7 4 27.0 
22.6 ‘ 7.7 
35.9 2 47.4 
36.3 
36.3 
36.8 
37.6 
39.5 
39.2 
40.8 
31.4 
36.1 
14.9 
37.2 
40.6 
34.4 
37.6 


Carnac w a2uaw —- St w& 


“ne w ow 
Ce ee ee 


= 


23.9 
39.7 


38.2 
38.7 
37.0 
35.1 


Blue Island... 
Maywood.... 
Winnetka 
River Forest. . . 
Des Plaines. . 
Park Ridge. . . 
Wilmette. 
Elmwood Park 
Melrose Park 
Forest Park 
Skokie 
Brookfield 
Calumet City. 
Evergreen Park’ 
Crawford 
Cumbertand 
De Kalb 

De Kalb 

De Witt 


46.8 
49.7 
38.7 
40.2 
37.2 
37.7 


9 
9 
4 
3 
9 
45 
0 
4 
2 
7 


Seounsoauwwws d & 


Bloomington . 
Decatur... ... 
Macoupin 
Madison... . 
Alton... 
Granite City. . 
Edwardsville 
Collinsville. . . 
Wood River. 


ey 


36.7 


35.2 


Yue odee eae me 
ae ee eee ee 


pOemrwvweoaneuaernudsSxze,> 
nex oeaoeaoen- 


- ene eanwroon 


oe 


Centralia 
Salem 
Marshall . 
Mason... 
Massac. . 
Menard 
Mercer . 
Monroe 
Montgomery 
Morgan 
Jacksonville. 
Moultrie 30.4 
Ogle ; 33. 4 33.6 
Peoria....... i . : 6 | 23. . A i 8 41.4 
Peoria ° A } -1 | 23. -5 | 34. 9/155 4.5 
Perry. . 39. ° y a , . 6 19.2 
Piatt a ' : 3 | 28. ; : : 4 37.4 
Pike : . .2 | 27. } 9. 1] 7.5 20.3 
ee : . y 1} 10. F 7 6.1 
Pulaski. ..... . ‘ } 5 | 10. : 0 14.3 
Putnam. .... e 33. d , b 8 29.1 
Randolph... y 34.4 12. 8 2.1 24.3 34. 5 23.6 
Richland... . te 37. 25.3 | 27.9 . 0 19.9 
Olney i 32.5 11.8 | 28.4 24.5 | 31.5 43. 6 20.2 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


a 


29.6 
33.7 
37.8 
4.7 
31.3 
12.1 
34.4 
28.5 
26.0 
24.9 
33.3 
30.1 


Douglas 

Du Page 
Elmhurst 
Downers Grove. 
Wheaton 

Edgar 

Paris... 
Edwards 
Effingham 
Effingham 


uo 
uoeow 


teh hw & & 


“Oo oe 


> th t 
aoe 


2 b> to 
co 


wm be © te @ & 
nw 
a 


> bo [J 
ow a . . 
sn@Oe@mewee se oO 


Franklin 

West Frankfurt 
Fulton 

Canton 

Gallatin 


NSSanSonzreoOeREERA®D 
MeN weSormrawaonre eur own d 


e2eonme 


ILLINOIS — GD Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 oanel NET INCOME GROUPS, 1954 
OReSs i URS: 2 OER es ee ota’ SES 7 SA Se eee 
COUNTIES | COUNTIES | Con- 
CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over CITIES sumer $7,000 & Over 
% % % % Units % % | ‘ 
% in| & im | & itn | B in (thous.) ; | % in 
Units come Units come | Units come come $ Units come 


| 8 13.2 | 43.2 43.7 | .6 37.7 Mount Carmel. 3.7 . d 5 x r ‘ . 12.3 32.0 


Rock island... 

Rock Island. . . 
Moline 

East Moline. . 

St. Clair...... 

East St. Louis. 


on 


13.5 | 42.6 44.6 | 14.3 35.7 9.2 3 4. 2 2. 5 30.3 | 10.0 29.4 
12.0 | 42.6 40.6 | 17.9 42.5 oe 9.1 28.0 
12.7 | 45.8 46.2 | 16.9 36.6 we ar 8 38.6| 4.8 14.6 
19.5 | 31.4 39.9 | 10.7 29.5 6.7 9 18. 4 2. 1 31.5 | 7.6 23.8 
22.0 | 29.5 38.6 | 10.1 28.0 2.4] 3, 7 18. 5 24. 8 29.6 | 12.0 32.9 
17.2 | 34.7 39.7 | 13.2 34.6 i 6.8 1 4. 4 20. 2 36.5 | 10.3 28.4 
24.4 34.8 | 7.7 23.5 he 6 8. 2 18. 2 40.2 | 12.0 33.1 
21.2 34.7 | 11.1 30.8 Sterling.......] 5.0 4 6. 4 1. 9 40.2 | 15.3 39.1 
18.4 | 32. 37.2 eae wn) 0 6. A 12. 2 41.0 | 17.7 41.8 
17.8 | 32. 38.0 iet.........) 20.6 ‘ao 8) 2 0. 8 39.9 | 18.9 43.7 
35.9 | 15. 14.9 | 16.8 3 18. 6 2. 6 36.0) 5.5 

22.0 | 21. 35.8 3.5 2 2. 8 26. 1 40.8 | 6.9 

25.5 | 23. 23.9 Marion........) 4.0] 3, i j : t ‘ 41 7.6 

20.4 | 27. 36.2 
18.9 | 32. 
17.2 | 34 
13.7 | 43. 
12.2 | 44 
34.0 | 16 
Vermilion J d 24. -3 | 30.2 21.6 | 33 
Danville...... ; 27.2 8.3 | 26.7 19.3 | 33 
Wabash 444, 34.9 24.9 20.1 | 28 
© SM, 1955. 


a hm OO OF 


Harrisburg. .... 


Sangamon... . 
Springfield 


ee ee 


Winnebago....]| 58.9 
Rockford......} 41.8 
Woodford...:.j 7.0 


Doe Ownowdae dw OS 


Total Above } | 
Cities 2231.7 | 5, , -7 | 21. -5 | 35. 6 | 20.7 


State Total. ...}3239.1 | 5.260] 25.2 6.6 | 22.1 13.9 | 34.1 34.5 | 18.6 45.0 


Before using these figures, see explanation page 11. 


ie 


$200 BILLION ON ITS ACCURACY 


You can put this down as a fact. More than $200 Billion of sales quotas* and advertising appro- 


priations are based annually on the ACCURACY and EXPERIENCED know-how of SaLEs 


MANAGEMENT'S Survey of Buying Power. 
SaLEs MANAGEMENT alone can make that statement. 


Sales quotas . . . which inspire, create and determine advertising appropriations . . . are the 
responsibility of the Sales Executive. That’s why .. . 26 years ago... the Survey of Buying Power 


was established as a regular issue of SALES MANAGEMENT, the sales executives’ magazine . 


The fabulous acceptance of the Survey today . . . by companies, advertising agencies and organ- 
izations that influence these multi-billion dollar sales projects through the use of Survey figures 
... is nothing else but the ever-widening and ever-deepening recognition . . . year after year after 


year... that final sales results bear out the Survey’s ACCURACY. 


*A conservative estimate based on continuous sampling and analysis of Sales Management's Circulation by Market Statistics, Inc. 


MAY 10, 1955 


52) of commerce and 
development boards are best 
equipped to provide up-to-date 
reliable information on condi- 
tions, resources and facilities 
in their respective cities states 
er areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 
operation. 


IN DIA N A— Counties and Cities _ 


Indiana state map—page 360 


City County 


Madison 
De Kalb 
Lawrence. 
Monroe 
Wells. . 
Clay. 
Whitley 


Anderson... .... 
Auburn... 
Bedford 
Bloomington. . 
Bluffton...... 
Brazil. . 
Columbia City 
Colambus. Bartholomew 
Connersville. . .. . Fayette 
Crawfordsville... Montgomery. . 
Crown Point..... Lake... 


«© SM, 1955. 


—— we 


Oeone VUNOAneaer vw 
l\ArDWAe Ns CON = 


° IN THIS ISSUE 
For 


PREFERRED 
PLANT SITES 


See Advertisement 


Foreword 

industrial Data Section 

Farm Income Section 

Growth Trends: Population, 
Sales, Construction 

Metropolitan Areas 

Leading Counties 

County-City Section 

on Page 57 ‘abide 


* Canadian Data 


155-212 
121-152 
223-756 
757-758 


11- 50 
51- 77 
78- 90 


91-119 


(Other East North Central States: 
IIlinois, Michigan, Ohio, Wisconsin.) 


City FHR 


County 
Decatur.... 
East Chicago... . 
Elkhart. . 
Elwood... 
Evansville. 
Fort Wayne 
Frankfort. . 


7 
24 
35 
7 
47 
75 
15 

9 


..Vanderburgh 

.-Allen.... 

. Clinton. . . 
Johnson. . 
Lake... 63 
Elkhart . af Seow 36 15 

(Continued on page 358) 
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Before using these figures, see explanation page 11 


Sales Management's 


1955 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


Shows 

at a glance 
comparative 

Retail Sales Strength 
of every county 

tcc ear 


. in 6 colors 


i 
2. 


All Metropolitan County Areas clearly defined. 


County names .. . for all U. S. Counties. . . 
the many outline maps we have seen. 


most legible of all 


3. Differences in retail sales volume indicated by County shad- 


ings... 
Red—for counties with $100 million or more. 
Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 
Blue—for counties with $10 million to $25 million. 


. 1570 cities with retail sales of $20 million or more. 
. City populations indicated—(as of January 1, 1955). 


. Special blown-up projections of all congested small-county areas, 


with county lines and names clearly indicated. 


. Special markings indicate counties whose family sales exceed 


U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


inventoried every 26 days. 


Zone Market Data Book. 


TEST IN FORT WAYNE 


Now 159,790 City Zone Population* 
*See Paragraph 28, ABC Publisher's Report 


A high ranking test city in the na- 
tion. The only market in the Mid- 
Central states where you can check 
your test AT NO EXTRA COST with 
the Grocery and Drug Inventory cov- 
ering 900 items in 47 Classifications 

. « Sales movement of all brands 


For More Sales in 55... Schedule Fort Wayne 


Indiana’s Golden Zone Market 


This big, rich 13-county area (ABC) is isolated from other large 
cities and is a self-contained market. From Fort Wayne, Chicago is 
164 miles; Detroit, 156 miles; Toledo, 105 miles; Indianapolis, 116 


miles. 


The entire area is virtually 100% home delivered and can be thor- 


oughly sold b 
evening, and 


Population 


Families 


both Fort Wayne newspapers, The News-Sentinel, 


he Journal-Gazette, morning. 


People here have money and spend it in this market of diversified 
industry and agriculture. The table below shows how much they have 
and what they spent it for in 1954. 


488,500 


E.B.1. per family 
Retail Sales ... 561,067,000 
Retail Sales per family . 3,722 


FORT WAYNE NEWSPAPERS, INC., Agent for 


Total E.B.1. .. . .$799,244,000 


5,300 


Che News-Sentinel ° 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Write for details and your copy of the Golden 


Food Sales .. . .$124,700,000 
Gen. Mdse. Sales 58,078,000 
Furn.-HH-Radio . 28,617,000 
Automofive ... 112,599,000 
Drug Sales... 14,315,000 


(Sales Management, 5-10-55) 


THE JOURNAL- GAZETTE 


The “SM” symbols mark oviginal, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
1/1/55 


COUNTIES _jpoli 
CITIES 

Total &%, 
(thou- of | 
sands) | U.S.A. | 


lies 
(thou- 


Adams 

Decatur 
Allen 

AFort Wayne 
Bartholomew 


Columbus 


0144 
.0050) 
1253 
0867; 
6266) 
0133 


Benton 
Blackford 
Hartford City 
Boone 
Lebanon 


Brown 

Carroll 

Cass 
Logansport 


Clark 
Jeffersonville 
Clay 
Brazil 
Clinton. 
Frankfort 


0358) 
0113) 
0146) 
0058} 
.0191| 
0097) 


.0087| 
0170) 
0072! 
0165 


Crawfcrd. . 
Daviess. ... 

Washington ; | 
Dearborn........) 26.8 
4 and 4 See end of state for SM 
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ESTIMATES 
JM Bw 


Urban 
Fami- | ized 


| Popu- 
lation 


11.7 


7.0) 10.4 | 
Me'ropolitan County Areas. 


EFFECTIVE BUYING 
@D> INCOME 
ESTIMATES— 1954 


Net | & Per | Per 
Dollars | of | Cap-| Fam- 
(add =| U.S.A. ita | ily 

000) | | 


-0131|1 ,402/4, 825 
.C054| 1681/5, 445 
.1577|1,944/6, 267 
.1166|2,077/6,581 
.0241)1 ,404)4 ,596 
ese a ti 
.0071|1,505/5, 180 
-0082|1 ,424)4,693 
.0043| 1,474]4,363 
-0164 1, 609)5,023 
-0056} 1 ,720|5, 640 


32,813) 
13,613] 
396 046) 
292, 864| 
60,664 
34,852) 


17,613) 
20,649| 
10,907} 
41,189) 
14,101) 
.0020| 898/3, 254 
.0097|1,420/4,471 
0238) 1 ,469)4,941 
-0156| 1,688) 5, 182 


| 
5,206 
24,145 
59,788) 
39, 156) 


.0307/1,329 
.0108) 1,481 
.0132| 1,392 
0054) 1,439 
.0192/ 1,553 
.0101| 1,612 


77.210) 
27 ,097 
33,126 
13,674 
48,154 
25. 462 


4,542 
4,839) 
4,193 
4,411 
4,81 
4,99: 


7,624 
31,945 
16,307 
36 ,347 


2,824) 
3, 896; 
4,291 
4,601 


| 


| 
Dollars | 


(add 
000) 


© SM, 1955, 


| U.S. 


-0095 
-0074 


3,772| 
| 3,647| 


3.75 


| 


1,466 
| 2,637) 
4,020) 


| IANA— (Continued ) 


RETAIL SALES 
ESTIMATES—1954 


5,765 
3,191 


892 
3,461 
8,529 
6,890 


11,167 
6,710 
5,320 
3,394 
6,877 
5,236 


1,065) 
5,295 
3,687 


7,410) 


FIVE STORE GROUPS ~——S Tap 
Buying 
Power 


Index 


4,416) 
3,104 
51,920 
47,470 
6,003 
5,281 


1,198 
905 0151 


Before using these figures, see explanation page 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


hn 
351 


The industrially dynamic, agriculturally rich 5-county 
Muncie area blanketed by the Muncie Star and Muncie 
Evening Press is wide-open for your sales message. 
And the answer is simply MORE MONEY — Total of 
Bank and Building and Loan Resources $148,836,074.03* 
— Effective Buying Income $324,783,000.** 

Because of this greater spendability, Muncie is be- 
coming increasingly important as The Test Market that 
pays double dividends — giving you valuable test in- 
formation quickly, plus big volume sales! That's the 
reason many of the country’s leading advertisers have 
found Muncie perfect for important schedules. Make 
it a point this year to include growing Muncie’s un- 
usually high buying power in your advertising plans! 


INDIANA 


THE MUNCIE STAR - THE MUNCIE EVENING PRESS 
THE MUNCIE SUNDAY STAR 


48,205*** — Sunday 29,746*** — Represented Nationally—Kelly Smith Company 
Sources: * Bank Statements Ending Dec. 31, 1954 
**Sales Management Survey 1954 ***ABC Audit Report Ending June 30, 1954 


" N D 1 A N A —— - (Continued) The “SM"’ symbols “mark - eriginal, exciu- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES SM INCOM 


ING 
1/55 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


Metro-) 
COUNTIES jpolitan } FIVE STORE GROUPS | 
CITIES Area Coun- (in thousands of dollars—add 000) | 
% | Per | Per | Fo Ee eae Ce ___} Buying | Qual- 
of |Cap-|Fam-| ( | es | | er | ity 
U.S.A.| ita | ily 8. Genera | Furn.- Auto- | Index | In- 
| | | House- | motive | Drug | dex 
a -| wy | | Radio 


-0102|1,345 345)4, ; .0107| 3,195, 3, ; 967, 2,933) 0106} 91 
0044} ,552|4,790 667} .0080 | 9.3 7 847} 2,684 0055} 125 
0159/1 ,462/4, .0148| 2,959 6, 1,227, 4,018 0158) 94 
— ,739|5,133] 12, .0076 | 29 ,03: 576] 2,095) .0052| 137 

1,689)6, 371 .0601| 3,265} 23, ,897, 6,730} 20,701| 3, .0637| 104 
.0454|1,814/5,733 0513 ,752| 6,228) 18,048] 2,817] .0458| 118 
0124/1 ,234/4,4 , 0137) 3, 373) 1,172, 5,404) 519) 0134] 87 
.0657|1, 7968/5, 398} 0667} 3,937 25, ; 5,813) 27,398] 3, .0642| 113 
.0312|2,048|6,327 72| .0353 wart 2,827] 15,533] 2, .0309| 131 
.0104| 1,903|5, 9 : 0155 32) 2,3 1,169} 5,501] 705] .0115| 137 
0168) 1 ,602|5,4 .0166| 3,670) 6, i 1,972; 6, 087| .0166| 102 
0122 1,764)5,758 .0130 BA 362} 1,972] 5,306) 0121} 114 
0301/1, 5623/4, , 0276 3,053} 11, 2,649; 9,065, 1, 0295} 97 
New Albany... 9} 0200] 10.9) 0215) 1,592|4,951 +167} .0260] x 2,461 8,673} 1,005] .0227| 100 
Fountain........ 3} .0113] 6.0} 4. f 0096) 1,322\4,031 y .0102| 2,878) 3, 1,052, 4,367) .0101| | 89 
Franklin... 0} .0104) 4.5) 0067; 981/3, ,985| .0058| 2,219, 2, 398 ‘1, 168) .0071| 68 


4 and 4 . See end ‘of ‘state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figuies, see explanation page 11. 


Here’s the HAMMOND-EAST CHICAGO Market... | -: 24 there's only one way to effec: 


tively SELL this market . . . through 


OFFERING READY, WILLING and the concentrated, hard-sling cca 
ABLE BUYERS FOR YOUR PRODUCTS! Seen te | Me 


1954 RETAIL SALES EFFECTIVE BUYING INCOME om i 
$218,181,000.00 $327,282,000.00 . ae WEDGE” in the DUAL 


FOOD SALES GENERAL MERCHANDISE 


$50,587,000.00 $25,816,000.00 


‘Honawond Tinoc 


FURNITURE, HOUSEHOLD, RADIO AUTOMOTIVE HAMM( 


$12,219,000.00 $44,278,000.00 


Source: Sales Management Represented by: BURKE, KUIPERS & MAHONEY, Inc. 


SALES MANAGEMENT 


WHAT “POTENTIAL METROPOLITAN AREA” NEWSPAPERS TO SKED? 
HERE’S ONE YOU CAN NOT AFFORD TO OVERLOOK! 


The Elkhart Eruth 


Serving ELKHART COUNTY, INDIANA Where 
BUYERS + INFLUENCE = adios tp ety 


(WITH E.B.I.) | Circulation/Families ratio 


92,000 Elkhart County residents (43 9 ra) % 


them living in the paarleet city of r 
in Elkhart City Zone 


| 
hort) netted 16% more Effective B . 

Income than the average American. T - 

who live in Elkhart had a whopping = | 

— pee Bu ing Income . . | 

for the county. Among ‘ POTENTIAL (46,726 A.B.C. population) 

METROPOLITAN AREA COUNTIES in the where E.B./. is 33% higher than U.S.— 

U. S. you'll find Elkhart County high on | 64% ame ye ratio in the ing a “gem” of a secondary qracet=-then 
the totem pole. i County where E.B.1. is 16% above U.S. include Elkhart tite in your plans! 


SOURCE: 1955 SALES MANAGEMENT SURVEY | Represented by JOHNSON, KENT, “CAVIN & SINDING _ 


Elkhartans SPEND m 

year to the tune of 26 

thon the U.S. A= more per 
family than the average Hoosier family! 


the reason you'll note the high ouate 
ity INDEX of 131 for the city ond 113 
If you’re unimpressed with statistics, E _~ 
say the TRUTH is a good 


sive estimates by. SALES MANAGEMENT. % fi = ik INDIAN A— (Continued) 


mene SALES AND 
wrens pyrene RETAIL SALES ADVERTIS- 


y ESTIMATES M ING 
+3; BYP EsTIMATES—1954 @&@ ESTIMATES—1954 CONTROLS 


COUNTIES l FIVE STORE GROWS 
CITIES U (in thousands of dollars—add 000 
Total a, Net 4 } % | “9 arr Regma SESS eS Buying 
(thou- | of Popu-}| Dollars | 
sands) | U.S.A. (add SAL! i 000) SA. | General . Auto- Index 
| 000) | Fa Food Mase. ; motive 


0108) ° ° 24,353). 20,455) . 3,752 1,439) 3,572 
-0032 ‘ 8,469) . d 7 13,208] . 2,436 983 3,055 
-0192 . . 39,708) . 32,453). 7,262 1,958) 5,835 
-0047 ‘ 10,683) . é 17,037) . 3,428 1,140 4,168 
0408 . . 95,050) . 65,446) . 15,024 6,944 12,172 
-0208 ; 53,844) . 48,753) . 10,227 6,623 10,038 
} 
31,685) . 21,497) . 6,005) 1,643 3,566 
47,934 28,101 5,736 . 4,961 
11,292] 5 3 14,117) . 2,884 3,375 
31,258 ’ 19,055). 4,926 4,967 


20,122 
44,943 
mg é 77 ,232 
New Castle : ‘ J ‘ 37,308 


10,976 2,187 2,561 
16,867 3,579 3,560 
45,800) . 13,429 9,107 
31,188) . 9,726 J 6,728 


228 


— — st on 


Howard.... A ° . - 99,385 
Kokomo ; . : 72,452 
Huntington... . d R . 47,374 
Huntington... 4 . . 24,858 
Jackson. ... 4 é w lv 33,680) 
Seymour : , B é 14,617 


62,221) . 13,853 ’ 12,503 
56,086) . 12,247 d 10,830 
35,084) . 8,232 , 5,045) 
26,137). 6,231 3,603 
29,440) . 6,536 A 5,189 
19,960} .0117 3,950 . 4,151 


FE 


24,120) . ’ 17,955) . 4,128 3,718 
33,086) . 21,363) . A 5,105 4,671 
13,203) . ‘ 12,898} .007 2,733 3,193 
25,399) . 19,685). 4,338 ¢ 3,780 
13,393). 17,075) . 3,163 ’ 3,566 


13,438 10,332) . 2,601 2,679 
44,586) .0178 25,365) . ’ 6,237 1,106 5,821 
Franklin... .. ‘ ‘ ‘ 12,683) .0051 13,200} .007 2,774 675 3,106 
Arye ° : : . 61,071) .0243 43,455) . ’ 10,624 6,098 9,511 
Vincennes. . . : A : 29,993; .0119/1, 7 36,650) . 7,061 5,705 7,945 


48,321) .0196 37,368 8,720 1,234 6,444 
11,795} .0047 7 18,225). 4,260 869 4,447 
17,979} .0072/1, 11,358) . ’ . 554 2,155 
823,359} .3279 491 , 354 ’ ’ 57,299 83,226 


$27,282) .1908|2,005|7,306) 218,181) .1283 ’ 26,816 . 44,278 
315,611! .1257/2,035|7 ,076 192,782! 1134 . 29,846) 10,615) 28,200 


Before using these figures, see explanation page 11. 
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These Figures* Reveal Hammond-East Chicago s Sales Potential! 


... and here’s the ONLY way fo SELL this market! 


1954 RETAIL SALES 
$218,181,000 
EFFECTIVE BUYING INCOME 
$327,282,000 
FOOD SALES 
$50,587,000 
GENERAL MERCHANDISE 
$25,816,000 
FURNITURE, HOUSEHOLD 

RADI 


Oo 
$12,219,000 
AUTOMOTIVE 
$44,278,000 
DRUG 
$5,054,000 


*Source: Sales Management May 10, 1955 


The 1954 sales record achieved by this 
dual-city market was nothing short of 
spectacular . . . indisputable proof of 
the tremendous sales potential avail- 
able . . . if you care to go after it! 
And what better way than through the 
concentrated, pin-pointed circulation 
offered ONLY by THE HAMMOND 
TIMES. “Fringe coverage” news- 
papers can’t even hope to do this type 
of selling job, which calls for concen- 


trated, hard-selling circulation .. . 
and that’s exactly what you get when 
your sales message appears in THE 


HAMMOND TIMES. 


Represented by: BURKE, KUIPERS & MAHONEY, Inc. 


|N DIANA — (Continued) 


The “SM” symbols mark original, exctu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
@D ESTIMATES 
V/1/55 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1954 


RETAIL SALES 


ESTIMATES—1954 


COUNTIES 
ciT 


Metro- 
politan| 
1ES Area 


Per 
Fam- 
ily 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Food . | House. 


Auto- 
motive | Drug 


Furn.- 
Radio 


Michigan City. 


Marion..........] 66 
Alndianapolis. 


7,177 
7,555) 
7,383) 
5,881 
6,233 


148,433 
69,748 
17,893 
15,636 
10,250 


5,341 
5,423 
5,642 
4,241 
4,918 
6,437) 
5,745 
5,173 


91,403 
42,610 
37,620 
31,510 
24,006 
116,541 
77,851 
15,237 


6,377] 829,504 
6,484} 774,860 


30,942 
19,645 
4,475 
4,011 835 
4,286 3} 229) 


23,845 
12,192 
8,727 
7,514 
4,801 
27,722 
17,518 
3,908 . 519 


175,207) 
155 ,327 


8,077 
4,142 
1,329 


0809) 131 
0420) 122 
.0082| 144 
.0059| 144 
.0072} 101 


31,476) 3, 155) 
12,802) 1,899 
1,783 
3,805 
1,954 
| 
4,485) 
2,197 
2,245 
2,398 
2,074 
6,221 
5,132 


18,572) 2, - 0537 
7,641 
10,144 
6,436 
5,947 
24,821 
18,970 
2,903 


45,553] 179,911] 36, 4682| 
44,699; 173,623) 33, 3748) 13 


* and 4 See end of state for SM Metropolitan County Areas. 


© SM, 1955. 


Before using these figures, see explanation page 11 


ANDERSON 


INDIANA’S 5th LARGEST 
METROPOLITAN MARKET 


113,300 Population—$193,571,000 Income—$1 16,541,000 Retail Sales 


A combination of high farm income and indus- 
trial wages result in above-average buying power 
for the entire metropolitan market. 


Family income in Anderson is $5,745 — $471 
above the U. S. average . . . in the county area, 


$5,437—$163 above. According to Sales Man- 
agement’s Survey of Buying Power, Madison is 
one of Indiana’s top farm income counties .. . 
while big industrial payrolls are bedrocked on 
more than 140 plants, including General Motors 
and Anaconda Wire & Cable. 


This huge slice of the Indiana market is delivered only by the 
Anderson Newspapers—saturating both city and county. 


BULLETIN and HERALD 


CIRCULATION: Morning and Evening 36,142—Sunday 19,491 
Represented by the ALLEN-KLAPP Co.—New York, Chicago, Detroit 


354 SALES MANAGEMENT 


they Buy More because they Have More! 


yes, PEOPLE DO BUY MORE IN INDIANAPOLIS... 


> General Merchandise Sales per fam- 


ily 66.9% above the national average.* 


> Sales of Food Supermarkets per fam- 


ily 57.3% above national average.* 


> Drug Store Sales per family 86.3% 


above the national average.* 


> Department Store Sales per family 


149.2% above the national average.* 


> Automotive Sales per family 38.2% 


above the national average.* 


> Jewelry Store Sales per family 67.7% 


above the national average. * 


Indianapolis is not only one of the richest 
markets in the nation, but it also combines all 
the other market advantages you need for 


bigger, more economical sales: 


IT’S BIG . . . Metropolitan Indianapolis has a 
population of more than 600,000. It is the hub 
of a vast 45 county trading area with a total 
population of 1,951,200 and an Effective Buy- 
ing Income of over THREE BILLION DOL- 
LARS. There is no other major market within 
100 miles to compete. 


IT’S ACTIVE . . . Retail Sales alone in this 
huge 45 county trading area accounted for 
46.8% of all retail sales in Indiana with the 
state itself tenth among all states in retail sales. 


IT’S GROWING .. . In the past 25 years the 


Indianapolis market has grown 30% in popu- 


lation, 258% in Effective Buying Income and 
294% in Retail Sales, substantially greater 
gains than those made by the nation as an 
average. 


IT’S DIVERSIFIED, BALANCED & STABLE... 
Indianapolis has over 2600 varied manufac- 
turing companies and it is located in the heart 
of one of the nation’s richest agricultural pro- 
duction areas. 


IT’S EASILY REACHED .. . Indianapolis is the 
center of a huge network of roads and high- 
ways. It is one of the nation’s largest air and 
rail centers. 


AND, IT’S FULLY COVERED .. . The Indian- 
apolis Star and The Indianapolis News—and 
only The Star and The News—provide the 
means for economical, saturation coverage of 
this big market. 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR @. 


YO 


UR FrnsT TEAM 


FOR SALES 


IN 


THE INDIANAPOLIS.NEWS 


*Consumer Income Supplement, 1954, Standard Rate & Data Service 


MAY 


10, 


1955 


TALK ABOUT MONEY IN THE BANK! 


rua ~—Ss«' 954 Bank Deposits in South Bend 
Hit All Time High! 


South Benders deposited more money in their banks 
in 1954 than in any other year! And they bought 
more U.S. Savings Bonds than in the previous 
year. Effective Buying Income in 1954* was 8% 
higher than in 1953. People in South Bend have 
more money to spend than ever! You reach them 
all with only one newspaper—the South Bend 
Tribune. Write for free market data book, ‘“Test 
Town U.S.A.” ’ 


*1955 Sales Management Survey of Buying Power. 


South Mend 
Cibune =e 


7 Counties, 1/2 Million People 
Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


| N D | A N A— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES > INCOME SM 
1/1/85 ESTIMATES— 1954 ESTIMATES— 1954 


COUNTIES | } FIVE STORE GROUPS 
Ur (in thousands of dollars—add 000) 

T 

| General | Furn.- Auto- 


#2885' 


832 


~ 
- 


82 2328 SIREBVSES 


- 
228 


as 
&8 


3efore using these figures, see explanation page 11. 
SALES MANAGEMENT 


WSBT-TV DOMINATES 


THIS RICH MARKET... and then some! 


A GREATER SHARE OF THE SOUTH BEND-MISHAWAKA TELE- 

VISION AUDIENCE THAN ALL OTHER STATIONS COMBINED* 

If you want to reach the television viewers of South Bend there’s only 

one economical and efficient way to do it. Buy WSBT-TV. No other 

station comes close to WSBT-TV in share-of-audience—in fact, all of 

COVERAG them put together deliver fewer viewers than WSBT-TV gives you. 
VERAGE Furthermore, when you use WSBT-TYV your sales story is presented with 

AREA a clear, interference-free picture. 
*TV Hooperatings, Nov., 1954 for South Bend-Mishawaka, Ind. 


A BIG MARKET ...A PROSPEROUS MARKET 
: The primary coverage area of WSBT-TV embraces a prosperous 9- 
fi di * county market in Northern Indiana and Southern Michigan. The 
it Z and following income and sales figures show clearly the sales potential of 
this great market: 
Effective Buying Income. . . $1,165,620,000 Food Sales $182,091,000 
Total Retail Sales.......... .$783,927,000 Drug Sales $22,930,000 
Source: Sales Management Survey of Buying Power, 1955 


COVERAGE AREA: & ev SOUTH 
, eae - BEND, 
9 Rich Counties in Northern IND. 


Indiana and Southern Michigan ces 


CHANNEL 34 DuMont 


ASK PAUL H. RAYMER COMPANY NATIONAL REPRESENTATIVES 


ce ee ee nme ee me ee ee me 


ik 


tre ectinater by SALES. MANAGEMENT. . |ND1ANA— (Continued) 
SALES AND 
Lad es & aaa RETAIL SALES ADVERTIS- 


ING 
SM es ESTIMATES—1954 @D ESTIMATES— 1954 CONTROLS 


TION 
y ESTIMATES 
W 


COUNTIES 
CITIES 


Per 
§ Cap- 
S.A.| ita 


Randolph....... , 3 9. A -0158/1 ,415/4, ° 5,928 
Winchester . . " . n x 0038) 1,665 . é 2,291 
a -0081)1 ,048 p 4,496 


-0117|1 ,424/4, F A 3,642 
-0048}1,674)5, ‘ J 2,543 
-1902|2 ,059 . 61,314 


853.215] .1407|2,130 . 53,878 
282,990} .1127|2, 182 q d 42,043 
70,225) .0280|1 ,945/6, 107 ‘ 11,835 1,689 
4.1) 7. 14,449) .0057/1,062 ‘ ‘ ; 3,382 867 


9.5] 12. 44,098) .0176)1,480 ‘ A 6.502) 1,698) 
4.1 19,934) .0079)1,621 F ’ 4,969 
° 4.5) .... 16,798} .0067/1,043 . ° 2,233 391 
.0107 6.2) 3. 21,691) + .0086|1,241 ’ 3,727 372 


0116 6.7| 5.7 26.707) .0102/1,367 . 4,876 ° 551 0114 
23.2) .0142 7.7| 5.4 27,058} + .0108|1,166 ’ . ° 5,256 , 691 
7.5) .0046 2.21 . 0% 7,604! .0030)1,014/3, 5 . ’ 1,017| 222 166 -0031 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


MAY 10, 1955 


re Ce eae The “SM” symbols mark original, excl 
sive estimates by SALES MANAGEMENT 


Pop. 
NumBer oF OUTLETS | in NuMBER OF OUTLETS 


City County , ) city County thous.) 
’ 


/ Hamilton. .. 
. -Miami. 
. -Marshall 
Jay.. 
Gibson. 
.- Wayne. 
.-Fulton 
Rush 
Seymour. . .Jackson . 
Shelbyville Shelby 
South Bend St. Joseph 
Terre Haute Vigo. 
Valparaiso. Porter... 
Vincennes. . . Knox. . 
Wabash Wabash 
Warsaw Kosciusko 
Washington Daviess. . 
West Lafayette... Tippecanoe 
Whiting Lake... 
Winchester Randolph 


9 
12 
10| 
13) 


yreencastle. Putnam. 
Greensburg Decatur... 
Hammond.......Lake.... 
Hartford City... . Blackford 
Hobart. .. .. Lake... 
Huntington...... Huntington 
Indianapolis Marion 
Jeffersonville Clark 
Kendallville. . . . .Nob! 
Kokomo. ... Howard 
La Porte ... La Porte 
Lafay-tte Tippecanoe 
Lebanon Boone 
Logansport Cass 
Madison . . Jefferson 
Marion. Grant 
Michigan City...La Porte 
Mishawaka St. Joseph 
Muncie Delaware 
New Albany Floyd 
Henry 


Sao 


we OO = OMI HH & DAD S Be Oo 


. 


4 
5 
4 
3 
3 
J 
5 
4 


’uGs 


- 
— Po me 
AwmaAMUne ws 
~ 
suUhn 


_ -~ 
Se OO D&D we 
~ 


aouUues & 2 & & @ Ww 


w 


s Ge bo 1 Oy be be & bo a We om bs te 8s te 


| 


POPULATION | _ EFFECTIVE BUYING RETAIL SALES 
' o 
BYD ESTIMATES— 1954 BUD ESTIMATES—1954 


ee oe ee poe) bi FiVE STORE GROUPS 
(in thousands ef dollare—add 


— of 
Tippecanoe 
Lafayette 
West Lafayette 
ALafayette 
West Lafayette 
Tipten 
Union 
Vanderburgh ' 
AEvansville. . | 30} .0976|1,79415,730) 


VIGO. cess an. 8 82. at7| .0r22 ; 
ATorre Haute ? | .0467|1,798)5, 0679) 22,340) 
Wabagh....... 7, 0100, 9.8) 15. 0174) 1421/4, 801 0181| 3,240, 6,705) 
Wabash... .. re 725} .0071)1,683)4,924] 16,310) .0000 3,840 
| 
Warren i ; 1. 0050)1,414)4,607] 4,497 0027) 1,666, 1,246 
1 


Warrick...... 23.2 +0108) 1,175|3,804) 17,917, .0105) 2, 4,516 
Washington 17.1| 0108 Wj 3. 6,065, .0067| 996/3,307] 17,811, .0105| 3.492) 2,197 


i and & See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 12. 
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NATION-PER-FAMILY RANKING OF 
LAFAYETTE METROPOLITAN COUNTY AREA : Lafayette Families have the 


l_ IN EFFECTIVE- Money to Spend! Are you going after 
35th BUYING INCOME it in the Most Effective Way? 


Perhaps you didn’t know that the per family income in 
Lafayette is $6,538 . . . that this family has $1,365 per year 
more to spend than the average U. S. household. 


Or, perhaps you’ve been led to believe that big city papers, 
magazines or television adequately cover the Lafayette market. 
BETTER GET THE FACTS-—and here they are: 

ONE medium and ONE medium ONLY has full coverage 


and will do you the best selling job in this rich Lafayette 
market. That ONE medium is the... 


LAFAYETTE JOURNAL and COURIER Represented Nationally by 


A MEMBER OF SAWYER - FERGUSON - WALKER - COMPANY 
FEDERATED PUBLICATIONS, INC. NEWSPAPER PUBLISHERS REPRESENTATIVES 


Over 40,000 circulation daily with a 92% coverage in the Lafayette-West Lafayette 
metropolitan area, plus a 65% coverage in its 9 county A.B.C. Trading Area Zone. 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. INDIANA— (Continued) 


PULATIO 
$ 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYP 1/1/55 BY ESTIMATES—1954 ESTIMATES—1954 


poli FIVE STORE GROUPS 
CITIES 


NG 
CONTROLS 


COUNTIES 


(in thousands of dollare—add 000) 
Net Per 


Dollars Fam- 0 
(add .S. ily 8. Per General ; Auto- 
000) Food Mdse. motive 


Wayne......... A . 122,574) . 5,424 A 18,564 7,954 19,406 
ARichmond 42.1) .0259 75,600) . ,796)5,727 ’ 14,342 é 16,419 
20.6) .0127 . ° 29,508) . 4,540) a ° 4,471 ’ 4,117 
6.4) .0039) . 10,498) . 4,772 o 2,558 2,743 
18.6) .0114) J d 25,746) . 4,291 . 3,548) 2,351 


20.2} .0125) 6.4) 5. 28,383) . 4, 5 4,349) 4,471 
Columbia City 5.1) .0031 é 8,836) . 4,909) ‘ 2,374 3,272) 27 


Total Above Cities 2,159.1) 1.3282) 672.0 4,112,186) 1. 6,119] 3,422,490 738,391; 430,883] 197,099) 717,357/113,034) 


State Total. ... 4,279.6| 2.6326) 1,305.4/2641.1] 7,056,398) 2. 5,406] 4,634,271) 2. | 1,049,984; 479,829) 242,007) 925,532|/141,364] 2.7491 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 1). 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 
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250,000 watts plus... 


ring the prosperous 


cove ‘ 
seph valley ™ 


st. JO 


wichiga” 


WSIV-TV 


South Bend, Elkhart, 


ABC * NBC 
DUMONT? 


Southern Michigan 


! soumy 
BEND y 


More than 208,000 UHF sets 


A Billion Dollar Market 


CHANNEL 


24 


For availabilities, see your 
H-R TELEVISION MAN 
National Representatives 


WSJV-TV Elkhart, Indiana 
John F. Dille, Jr. 


John J. Keenan, Commercial Manager 


, President 


“SM” symbols mark original, exclu- 
ba estimates by SALES MANAGEMENT. 


INDI A. NA— | Metropolitan County Areas 


y esr MATES 


7 BY) 


— Ang) 2 +2 BUYING 
NCOME 
ESTIMATES—1954 


Net 
Dollars 
(add 
000) 


306 , 767, 
396 , 046 
» 237,190 
168,114 
477 ,674 
181,417 


193,571 
165, 193 


265,778 
829,504 
102,193 


116,541) 
113, 398 


288 ,214) 


127,968; ..0752) 3, +676) 


40867} 3,937 


SALES AND 
ADVERTIS- 


ING 
CONT ROLS 


RETAIL SALES 
JSM ESTIMATES— 1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Coun- 
t 


Sales 
Per General 
Fam-| Food 
ily 


.1172| 3,684) 
~ 1563) 4,205) 
4879) 4,276 
-0601); 3, 266) 
- 1685; 4, 177) 


22,767 ’ 
40, 509 
130, 889 
10,897 
35,643 
20,820 


43 ,968 
57,331 
175, 207 
23,000 
61,314 
28 ,630 


178,911) 36, 
20,701; 3, 
69,075; 7,813 


26,344) 3,947) 


11,925 24,821) 4,007 
8,075| 5,813] 27,398| 3,602} 


-0385) 3,274) 27,722 


25 ,007 


4 and 4 See end of state for SM Metropolitan County Areas. 


© SM, 1955. 


Before using these figures, see explanation paye 11. 


In EVANSVILLE 


WGBF 


NBC Affiliate 
1280 KC 


Represented Nationally by Weed & Co. 


5 KW (D), 1 KW (N) 


In 


TERRE HAUTE 


WBOW 


NBC Affiliate 
1230 KC 
250 Watts 


Represented Nationally by Weed & Co. 
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1N DIAN A— @% Metropolitan County Areas — (Continued) tive estimater by SALES MAAGEMENT. 
SALES AN 

EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ELD tstinares—toss uD ESTIMATES—1954 CONTROLS 
FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Net bs] Per | Per | Dollars 

Dollars Cap-|Fam-| (add of 

— USA. | ita | ily 000) General | Furn.- Auto- 
Food Mdse. | House- | motive 


0622 149,081; .0684)1, » 284i 90,817 3,816) 20,281 9,141 4,501) 15,011 


74.7; +0459; 22.6) 46.7) 122,574 chee eed bidet 89,156) .0524) 3,945, 18,564 7,954 4,923, 19,406 


Total of Areas... 1,802.6] 1.1088) 659.7|1452.1] 3,297,627] 1.3527|1,885/6,070| 2,222,818| 1.3072| 3,971| 481,024 298.620, 126,145] 461,486 


INDIANA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES j 
$2,500-3,999 $7,000 & Over } $4,000-6,999 |$7,000 & Over 
% % % % 5, % 
% in- % in Ge ir 
Units come $ Units Units Units come | Units come 


21.3 . i becd : 30.4 38.9) 9.6 27.5 
18.4 ° . . 23.3 35.6; 6.8 19.6 
13.7 : . . . F 25.4 35.9 | 8.6 23.4 
13.4 . ° ° -? | 21.7 31.4) 10.0 2.4 
23.6 ° A . -7 | 30.4 40.7; 7.9 23.3 
22.8 . . ° . : 33.8 41.3 10.6 29.1 
22.8 ¢ . -1| 17.4 2.9) 6.0 20.8 
27.5 - A i . . 18.6 29.9) 6.1 21.1 
28.4 ° . . A , -7 | 18.1 31.9) 4.8 14.5 
23.0 
22.9 . 2 . 41 31.1 38.6) 11.3 30.8 
28.0 . . . 28.8 38.1 10.8 29.2 
26.7 . s - . / -8 | 25.6 34.9 7 26.6 
22.3 R . i sigeee ° . 28.4 37.6 0 26.7 
21.4 - . le 0 | 26.5 34.6 6 29.6 
21.1 . ° P 40.5 4 26.9 
21.6 : J . : : -9 | 26.0 39.1 -7 18.2 
41.6 42.5 
40.4 41.5 
42.2 45.4 
41.8 39.5 
38.9 50.6 
39.7 -1 43.0 
49.4 4 38.7 
24.7 42.6 4 4.5 
25.1 ° 4.1 32.1 
24.1 41.9 36.6 
31.6 36.0 | 7.2 23.2 
27.8 37.5 3 3.8 
22.6 44.5 6 33.2 
21.8 4.4 2 33.8 
24.8 47.2 4 27.0 
23.2 37.0 «1 42.2 
23.6 36.7 41.7 
25.2 18. 37.6 0 36.6 
23.5 39.3 6 39.4 


26.8 
27.2 
21.8 
20.5 
33.4 
28.6 
27.7 
21.1 
26.4 
25.5 
21.0 
18.4 
17.2 
17.2 
29.5 
15.0 
12.6 
18.3 
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32.6 6 12.3 
39.3 2 28.8 
42.8 0 29.1 
31.4 4 24.2 
29.9 3 24.8 
37.4 7 3.4 
36.4 3 20.3 
36.1 3 29.5 
37.0 3 28.5 
38.9 9 30.5 
37.7 2 31.5 
37.2 5 15.8 
22.8 -l 17.1 
35.0 8 14.2 


18.4 35.0 
18.2 27.2 
20.5 . 25.3 
20.4 ‘ : F 21.8 
27.0 : ¢ ° i oo ° . -t | 20.2 
29.6 , . . See ¢ 26.1 
25.3 . . . 7 . 30.0 

28.1 23.8 . ‘ e . 28.6 

26.7 23.8 | 27. . - i J 29.9 

27.6 25.3 ‘ . > ille . ° . 24.1 

29.1 24.0 ° x ° A ° 28.7 

29.3 23.6 F ‘ ° : . 30.7 

28.9 30.0 , x . . 4 | 27.7 

27.9 20.8 , ° -5 | 25.9 

29.1 22.4 

26.1 20.5 | 32. . ‘ 30.5 ¢ 2.0 35.6 

. 30.3 ° 2.1 35.9 

32.2 32.4 : . e d -5 | 28.6 ° 2 4.5 
8.4 | 22.3 16.6 ‘ . ° 8 | 19.7 ° 3 4.9 
7.1) 27.9 19.5 ‘ a iso..... . ’ m 19.0 15. 4 38.6 
6.9 | 26.7 17.7 ‘ ° . ° 25.8 A 5 36.3 
7.0 | 27.8 19.7 ‘ - . . 31.3 . 4A 27.9 
6.8 | 27.4 19.4 : 5 4 | 23.6 5 33.9 

33.3 11.5 | 29.2 24.1 : J ; Ras . ’ 16.6 20.2 | 15.8 30.6 
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INDIAN A— @%) Income Breakdown of Consumer Spending Units — (Continued) ) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
come 


COUNTIES | Con- 
Con- siete  $2,500-3,990 s cpecit a $2,500-3,999 3.00.4, 90 [37,0004 Ove 


sumer % Units Fad 
i % In % In % in 
$ Units Units come come | Units came 


COUNTIES 
CITIES 


32.1 11. . e . 7.6 21.2 bee ° ° 9 | 25.4 17.7 | 34.5 38.4 
26.0 8. ° ° 6 | 10.0 24.8 i ° -1 | 25.6 17.9 | 34.0 38.0 
45.9 20. . . 4 3.7) 6.8 19.3 . 44.6 18.7 | 27.5 27.4] 21.8 34.7 
30.8 10. . . +2 33.7 | 12.2 33.3 . 34.3 11.4] 25.0 19.7 | 29.8 37.7 
29.1 A . 6 36.3) 12.5 34.1 ous 34.1 11.3 | 25.0 19.7 | 30.0 37.9 
. 33.8 11.5 | 27.4 22.2) 30.3 38,2 
23.1 ° \e -1 40.2 | 20.6 44.7 28.0 28.3 21.5 | 34.6 42.0 
20.5 ; -1 39.0 | 22.6 47.4 ° $1.8 11.4 | 35.7 30.4 | 22.8 31.0 
19.5 56. . le 8 43.4) 19.6 41.0 ° 41.2 27.0 25.4 -9 37.4 
42.6 18. . ° -5 28.6) 5.7 18.1 pov At. 49.5 22.6 | 28.5 31.0 2 28.4 
31.9 e ° -9 37.4} 10.1 28.3 ° 27.6 8.4 | 26.2 18.9 | 34.5 39.8 
$1.1 ° - ° -2 37.6 | 10.3 28.3 i . 26.0 7.6 .2 18.4 | 35.4 39.9 
51.8 24. A . -2 27.6) 5.4 16.6 ‘ 30.8 10.3 -9 23.0 | 30.2 38.4 
40.0 14. . ’ -2 37.3] 9.1 25.8 31.3 10.3 -2 22.1 | 30.6 38.3 
44.8 18. < ° -1 31.6) 7.1 22.5 
46.7 6 ° -1 30.8) 5.8 17.2 \° 33.1 11.6 -6 22.8 | 28.6 37.9 

31.4) 2.8 9.2 Whitley < 31.6 10.6 4 21,8} 31.8 40.5 

33.4 | 10.5 33.0 Columbia City. ° 29.9 9.4 -3 20.6 | 31.6 38.2 

39.8 | 11.8 32.3 

21.7 | 10.8 39.6 
29.3 38.5) 9.3 24.1 iti . 25.9 7.4 | 23.3 18.8] 35.8 39.0 0 37.8 


31.0 40.9/| 9.9 25.0 State Total. .. ./1510.8 29.2 8.9 | 24.7 18.0 | 33.0 38.4] 13.1 34.7 
(Other West North Central States: Kansas, 
Missouri, Nebraska, North Dakota, South tame | 0 W A-- Counties and Cities 
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SALES AND 

LATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
y ESriMares | ING 

ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Ur (in thousands of dollars—add 000) 
Dollars 


Buying _. 


General Auto- 
Mdse. | House- | motive 


1,183/3,611 A 1,107 
1,081/3, A 1,570 
1,006/3, - ° 3,407) 


¢ 996/2, A A 4,M7 
d 1,133) 489 . P i 3,726 337 
-0063/1,151/3, d J 616 3, 1 
-0117/1,320/4,187! 22, ¢ . ° 901 3,608 -0126 
Before using these figures, see explanation page 11. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 
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STRAI 


IOWA DAILY 


ty site une 1,921,290 Lines 


the aterloo Courier and 

every other lowa daily is the e DES MOINES ; 
way the Courier hustles for a a a ye 
and gets tie-in advertising. Sunday Regiter 11 359793 Lines 
Look here . . . from January a 
1, 1954, thru December 13, TOTAL DES MOINES 1,170,496 Lines 
1954, the Courier’s merchandis- e SIOUX CITY 

ing staff solicited 403,413 lines Journal & Journal Tribune 1,250,423 Lines 


of tie-ins . . . in 13,255 in- Sunday Journal-Tribune 28,774 Lines 
sertions. 


Your advertising will bring in TOTAL SIOUX CITY ... ES ee Pe 1,279,197 Lines 
more results if you put the 2 “ 
eee Waterloo Daily  Conrier 


tatives or write direct. WATERLOO, IOWA 
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SALES AND 
Brees BUYING RETAIL SALES ADVERTIS- 


INCOME ING 
BYP ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


Moatra. 


COUNTIES = jpolitan| 
CITIES Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Coun- 
t 
Sales 
Per 
Fam-| Food 
ily 


General Auto- 


motive 


7 


S8a835 1° 


~“ 
s 


25.649 
19.894 
3.274 
4,554 
3,474 
3,723 


24,269 
18,073 
4,184 
6,759 
4,938 
3,872 
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! 
J 
so 
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0115 


0134 
0134 
0048 
0106 


3,166 
5,126 
3,005 
2,762 


2,545 
4,536 
3 62s 
4,288 


BSES BSS 
SEES: 


-0102 
0139 
-0041 
0112 
0042 


3,128 
4,727) 
2,411 
4,215 
2,649 


3,115 
6,890 
4,307 
5,323 
3,910 
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_— 
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~_~—— 
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SB288 S228 


0112 
0285 
0176 
0116 
-0048 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


2,875 
14,064 
9,596 
3,283 
2,229| 


4,078 31 
3,214) 16,945) 1,61 
3,166) 15,320) 1,422 
626 6,073 a 
470 4.560 . 121 


Before using these figures, see explanation page 11. 
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WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and fcotnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


DUBUQUE, lowa, now 8th’* in the U. S. 
in PER FAMILY RETAIL SALES 


* among Metropolitan County Areas 


Only the Dubuque Telegraph-Herald reaches 90% of the 100,000 
people living within a 20-mile radius of Dubuque 


e IOWA’S STATE DAILY HAS ONLY 14% COVERAGE e A NON-TV METROPOLITAN MARKET 


DUBUQUE TELEGRAPH-HERALD 


REPRESENTED BY JANN AND KELLEY AND IOWA DAILY PRESS ASSOCIATION 


The “SM” symbols mark original, exclu- : 

sive estimates by SALES MANAGEMENT. 10 W A— (Continued) 
POPULATION EFFECTIVE BUYING RETAIL SALES 

BUD 1/1/55 CLD Estimares—t954 OY ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- 


Po ° . 
4 and 4 See end of state for SM Metropolitan County Areas. i Before using these figures, see Samael page 11. 
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SALES MANAGEMENT 


WHO. is iowa’s 


FAVORITE RADIO STATION 
FoR DAYTIME LISTENING! 


hee 


Se 12.7’ 
ae OS 10.9% 
a 7.7% 
ae 7.5% 
KIOA FI 7.0% 
KGLO I 6.1% 
WNAX (RM 5.9% 


BES chart is lifted intact from Dr. Forest L. Whan’s 

1954 lowa Radio-Television Audience Survey — the seventeenth 
annual edition of the Survey which has become recognized 
everywhere as the No. | authority on the broadcast 


audience in Iowa. 


Iowa radio listeners’ continuing, overwhelming preference 
for WHO is far from a lucky accident. It’s the result 
of unprecedented investments in broadcast facilities — in 
programs and programming — in Public Service and 


in audience promotion. 


Whether or not your advertising needs suggest your use 

of WHO (or WHO-TV), if you're advertising in lowa, you 
should by all means study the 1954 I.R.T.A. Survey. 

Write direct for a copy, or ask Free & Peters. 


FREE & PETERS, INC., National Representatives 


MAY 10, 1955 


BUY ALL of IOWA— 
Plas “lowa Plus”—with 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 


lowa’s Most Diversified Second in Retail Sales 


PeareE Metropolitan | , tr’ezeua'e 


CEDAR RAPIDS 


IOWA'S SECOND LARGEST MARKET 
IS COVERED 100% DAILY and SUNDAY by 


[Misa | Ohe Cedar Rapids Gasette (_werwarsin 


EVENING—OVER 60,000 CIRCULATION—SUNDAY 
Home Delivered in 16 Eastern lowa Counties Day of Publication 


Cedar Rapids Has More lowa’s Local-Retail 
Large Retail Stores Than ROP FULL COLOR Advertising Linage-Leader 
Any Other City in lowa Represented Nationally by Allen-Klapp Co. Year-After-Year 
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SALES MANAGEMENT 


NUMBER ONE 


aier’s Advertising 
<_< 


—— 
—— 
ed 
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THESE FACTS PROVE IT! 


Here are some of the reports available 
to you... made for us, not by us... to 
help you get down to cases in your plans 
to sell lowa, 

Quality Of Reader: “Measuring the 
World's Biggest Farmer” (U. S. Census 
Bureau survey on high income average 
of Wallaces’ lowa farmers). 

Reader Traffic: Continuing Study of 
Farm Publications No. 4 (the facts on 
cover-to-cover readership). * 

Reader Preference: “inFARMation Please 
No. 2” (scientific area sampling study by 
lowa State College showing subscribers’ 
confidence in their farm paper). 

Dealer Preference: Special for you based 
on information you furnish to get your 
dealers’ views on advertising and media. 

Coverage: SRDS, ABC figures on actual 
farm coverage. 

Reader Frame of Mind: Comparison 
tests on selling climate created by media 
in the market. 


in the nation’s 
No.1 Farm Market! 


Nothing pleases us more than to have an advertiser ask 
for the measure of Iowa as a market for his product, or 
of the media serving this market. 

It gives us a lot of satisfaction because Wallaces’ Farmer 
and Iowa Homestead always comes out ahead — by a 
country mile. What’s more, not a single item needs to be 
left to guess-work. We know we can do the job for you. 
Our knowing is based on completely unbiased, scientific 
facts. And common sense. 


What Do You Want to Know? Would it help youto know more 
about the readers of your ads? What they own, their sources of 
helpful farming information, their buying intentions, what gets 
their attention? Would you like to know what your dealers think 
of your advertising? Do you want an additional reliable estimate 
of your sales potential? Write us for reports you want. Perhaps 
you'd like to use our research facilities to make a special study 
for you. We'd like to help you. 


WALLACES’ FARMER 


AND 


IOWA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER 


DES MOINES, IOWA 


MAY 10, 1955 


KMA Leads in 3-State, 21-County Pulse Survey 


KMA Serves 2,859,300 People — a 3 Billion-Dollar Market 


In a survey of radio listening in 21 
counties in Iowa, Nebraska, and Mis- 
souri, Pulse found that KMA is the 
favorite station in all three of the 
six-hour periods of the broadcasting 
day ... and that KMA has the most 
popular programs in 61 of the 72 
daily quarter-hour time ents. 
The survey shows KMA’s share of 

the entire daily audience 

is 27.6%, a popularity 

margin of 45.2% over the 


next competing station. 

KMA gives you this audience 
leadership in America’s top-spending 
farm market. In 1954, KMA-Landers 
spent $3,081,010,000 for goods and 
services .. . a figure surpassed by 
only a handful of metropolitan mar- 
kets. For a new booklet describing 
how KMA will produce more sales 
results for you in this rich rural 
market, contact KMA or your Petry 
representative today. 


“THE HEARTBEAT OF THE CORN COUNTRY” 


5,000 POWERFUL WATTS 


960 KC-ABC 
Represented by Edward Petry & Co., Inc. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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POPULATION 
v7 ESTIMATES 
as 1/1/85 


EFFECTIVE BUYING 
oM INCOME 
S ESTIMATES— 1954 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


JM 


COUNTIES 
CITIES 


% 
of 
S.A. 


2,383 
4,524 
171 2,787 


14.9 
236.8 
185.3 

69.8 

48.2 


768 
18,263 
18,045 

3,056: 
2,701 


3,047) 
76,488 
73,814 
Ti 680) 

9,883 


1758 
1499 
0414 
-0304 


ADes Moines... 
Council Bluffs... 


0101 1,s00l4,011 
- 0039) 1 ,099)3, 
-0102)1 ,507/4, 


© SM, 1955. 


19.3 
9.0 
17.0 


4 and 4 See end of state for SM 


915 4,258 
2,229 138 1,717 1 0042 


-0111| 3,581 898 2,890 3 -0106) 101 
Before using these figures, see explanation page 11. 
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3.1 
Metropolitan County Areas. 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That's why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market’s 
continuing growth. 

For a realistic appraisal .. . 
and the advertisements. 


and profitable selections . . . be sure to study both the Survey data 


SALES MANAGEMENT 


“MAY 


Hand soap business ig neck and neck... . in lowa ! 


And every famous brand gets its share* among the 
1,310,000 loyal readers of The Des Moines Sunday 
Register. What about your brand? Looking for bigger 
sales in this state-wide, big-family, big-income market? 
Surest way to tell your story to lowans—on farms, in 


rural towns, suburbs and cities—is through the pages 
of the Sunday Register. 


Breakfast food is Hot...in lowa! 


With 73%* of all city women, 84.6%* of all farm women 
readers of The Des Moines Sunday Register serving hot 
breakfast foods to their families, we suggest The Des 
Moines Sunday Register with from 50% to 100% satu- 
ration in 81 of lowa’s 99 counties, 40% to 49% in ten 
more and better than 20% in the remaining eight. 


In fact, business is booming in lowa—an all-state market 
where new products, new merchandising ideas, new adver- 
tising campaigns get responsive attention—and action— 
from a bigger family, higher income, freer spending audi- 
ence than most “A” markets can claim. Take a good long 
look at any nationally published cash-income, consumer- 
buying report. Then, with the more than 500,000 circula- 


Packaged franks are frankly gaining...in lowa! 


Yep, among Des Moines Sunday Register readers, and 
they’re 1,310,000 strong, packaged frankfurters are 
winning new friends every day—with on-the-farm pack- 
aged frankfurter use up from 18.8% in ’53 to 25.4% in 


’°54, and city-town up from 25.3% to 33.2% in the 
same period*. 
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i There're oceans of Lotions... in lowa! 


Tip for cosmetics people...support your drug jobbers and 
their dealers by telling your product story to 1,310,000 
readers through The Des Moines Sunday Register. You 
get a market that for farm income can’t be beaten any- 
where in the world—that outspends big-spending cities 
tike Philadelphia, Boston and San Francisco! 


tion of the Des Moines Sunday Register—the “‘A-Schedule 
Newspaper” that gives you the entire state—you get your 
share of the Buying Power in this ‘““A-1” market. 


*BE SURE TO SEE THESE FACT-FIGURES FOR YOURSELF! 


Write for your copy of our latest “Brand Inventory in the 
Homes of Iowa Subscribers,” on your company letterhead. 


THE DES MOINES REGISTER ann [RIBUNE 


An “A” schedule newspaper in an “A-1" market! 
Gardner Cowles, President 
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REPRESENTED BY: Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


DAVENPORT NEWSPAPERS 


in advertising lineage 


in the Quad-Cities 


in advertising lineage 
in all lowa 


in Quad-City circulation 


is the best way in effective buying income 
to sell the with $5,843 per family 


Se, rrorha } | in retail sales in the Quad-Cities 


DAVENPORT, IOWA DAVENPORT NEWSPAPERS 

ROCK ISLAND Morning Democrat Evening Daily Times 

MOLINE and EAST MOLINE, ILL Sunday Democrat and Times 
Headquarters: Davenport, lowa 


Represented Nationally by JANN & KELLEY, INC. 


is mark or 
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= il Sg 1S Sc 1 “Ea 


Before using these figures, see explanation page 11. 


YOUR SIOUX CITY SALES POTENTIAL IS 


GROWING SOLIDLY! 


BANK CLEARINGS POPULATION INCREASE LIVESTOCK RECEIPTS 


Up 35 Million dollars A. B.C. city zone now 100,121 Now 3rd in cattle— 
in 1954 2nd in stocker, feeder, calf 


U .++@ 49 county trading zone in the heart 
PL Ss of the world's richest agricultural area. 


SIOUX CITY NEWSPAPERS SELL ALL SIOUXLAND! 


Che Sioux City Journal JOURNAL-TRIBUNE 


SALES MANAGEMENT 


Here’s why Sioux City belongs on 
every advertiser's market list.* 


. 268,800 
. 396,500 


Families. “4a 204,500 

Effective 

Buying Income ‘ai .... $991 million 

Retail Sales . $793 million 
(38th/capita in the nation) 


Distribution center for the vast, farm-rich 
5-state Upper Missouri Valley 


Here’s why KVTV Channel 9 belongs on 
every advertiser’s media list. 
Total TV Families 152,835 


KVTV Telepulse Rating 


77% share of audience 6 PM to midnight, plus top 23 
shows and 24 of the top 25. 


CBS - ABC - DUMONT 


Remember: The Best way to cover the important Sioux City Market is go 


*Sales Management’s 1954 “Survey of Buying Power’”’ 


Sioux City, lowa 


Serving lowa’s 2nd largest market. A Cowles 
Station. Under the same management as 
WNAX-570, Yankton, South Dakota. Don D. 
Sullivan, Advertising Director 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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44,649 
26 ,352 
23,675 
7,892 


15,821 
12,511 

7,938 
49,038 
44,782 


12,723 
24,764 
12,826 

8,769 


59,329 
51,048 
16,311 
18,345 
12,079 


145,990 
132,094 
9,020 
21,158 


-0300; 
0096 
0108 
-0071 


- 0859 
-0777 
0053 
0124 


3,408} 10,745 3,104 9,655 
6, 386 2,848) 6,851 
3,482 3,752 3,904 
2,077 1,558 1,251 


= 
-— 


3,043 3,211 3,571 
2,392 3,105) 
2,268 1,502 1,360) 
3,269) 11,027 . 12,556 
10,065 12,437 


3 Sen8e8 x8 


2,401 2,942 1,662 
3,994 3,471 4,174 
2,478 2,412 
2,370 1,899 1,728 


eel 
#28 


4,331) 10,324 ° 10,605 
8,544 10,255 
4,292 2,647) 3,379 
3,007 3,469 3,541 
2,207 2,396 


§ 


4,101) 27,345 27,328 
24,616 25,000 
2,819 2,056 2,025 
3,413 4,460 3,464 


336.0 


1,749 


5,616 


1,738,635; 


! 
10,223) 


331,115, 207,879 382,624 8154 


1319.0) 


1,484 


4, 


| 


17,913) 


3,757| 679,359) 262,902| 608,169| 73,963] 1.6437 


MAY 10, 


1955 


© SM, 1955. 
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THE QUINT-CITIES 


dominant Trading Area between Chicago and 
Omaha; Minneapolis and St. Louis 


76,800 families with a total Effective Buying Income 
of $448,747,000, $5,843 per family . . . or $569 
above the national family average. 

ILLINOIS 76,800 families who spend through retail outlets 
$303,938,000 a year, $3,957 per family ... or $386 


above the national per family average. 


THE QUINT-CITIES’ . 


dominant Advertising Medium .. . Radio Station WOC, since 1922 


This 5,000-watt, NBC Station delivers the Quint-Cities . . . delivers 8 lowa-lllinois 
counties with 146,200 families who have an Effective Buying Income of 
$776,005,000 . . . and spend $554,524,000 in retail sales annually. 


WOC has been performing the area’s DOMINANT radio job for 33 years. Get the 
facts from your nearest F& P man... 


FREE & PETERS, INC., Exclusive National Representatives 


Col. B. J. Palmer, president 
Ernest C. Sanders, resident mgr. 


Davenport, lowa 


1O0WA— 6% Metropolitan County Areas The “SM” symbols 


mark , exclu- 
sive estimates by SALES MANAGEMENT. 
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FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
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Auto- Index 
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28 662 33,890) 5, .0812| 1 


76.8 le 448,747| . ,794)/5,843) 303,938) . . 65,639 ’ 63,165) 8,882) 1737) 
76.7 . 437,646) . 5,706} 337,275) . . 63,833 ° ° 78,488) 10, - 1758) 121 


20.1 . 116,280) . 5, 92,220) . ¢ 18, 552) . 16,634) 1,4 0486) 108 
36.6 . 190,210) . 5,343] 145,990) .0859) 4, 27,345 27,328) 4,612) .0776| 111 
33.3 \. 190,895) . 5,733} 133,316) .0784) 4, 25,649 ° 24,269) 3,44 -0750) 112 


277.9 746.6| 1,576, 303| . 5,672| 1,178,702; .6932 229, 680 . 243,774) 34,232 .6319| 115 


Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 


NET INCOME GROUPS, 1954 


| COUNTIES 
eS Tr : CITIES atte omer ¥ $4,000-6,999 | $7,000 & Over 


% 
% In- % In- & In- % In- ce Fd % In- 
Units come | Units come $ Units come | Units come | Units come | Units come 


31.0 28.0 | 24.4 35.4 . A b . 29.2 9.0) 26.6 19.5 | 32.3 38.1] 11.9 33.4 
27.4 26.3 | 23.5 36.3 ‘ ° . d 28.5 8.6 | 22.8 16.4 36.6 42.1 | 12.1 32.9 
$2.0 32.9) 18.0 29.5 ° ° - ’ 38.6 14.6 | 26.8 24.2 | 26.4 38.1 | 8.2 23.1 
24.8 28.0 / 17.3 31.2 . . ¢ ° 39.4 14.8) 26.8 23.9 | 25.1 36.0] 8.7 26.3 
+7 22.2 | 22.0 36.2 0 le Wee \. . 30.1 9.1 | 24.5 17.6 | 31.8 36.6] 13.6 36.8 
29.7 | 25.4 36.2 ° ° buss W - 31.0 9.4] 21.5 15.6 | 34.9 40.6 12.6 34.4 
22.8 | 26.8 35.3 . J . 33.1 11.7 | 32.3 27.4) 24.9 33.6] 9.7 27.1 
14.0 | 39.8 43.2 . - 30.5 9.8) 27.6 21.3 | 28.8 35.7] 13.1 33.2 

13.8 | 42.6 44.0 ° ° . 27.3 7.7 | 28.1 18.9) 29.6 31.8] 15.0 41.6 

13.6 | 30.0 39.2 . A . 25.3 6.9 | 28.5 18.6 | 30.2 31.6 | 16.0 42.8 


Before using these figures, see explanation page 11 
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COUNTIES 
CITIES 


NET INCOME GROUPS, 1954 


Total 
Con- 


sumer 
Units 
(thous. ) % 
Units 


$2,500-3,999 | $4,000-6,999 \s7,0004 a 
% % 
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NET INCOME GROUPS, 1954 


% 
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| 
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% % 
% im | & 


* In 
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Fayetteville... . 


Oelwein 


Charles City. . 


Franklin...... 


Fremont. . 


Grundy. ..... 
Guthrie. ..... 


Hamilton... . 


Webster City. . 


Fairfield....... 
Jobnson.. ... 
lowa City .... 


Cedar Rapids. 


Louisa 


6.5 
2.7 
6.2 


30.9 
30.3 
26.8 
25.6 
25.2 
26.0 
26.1 
27.6 
32.4 
27.2 
26.3 
30.3 
23.2 
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Van Buren.... 
Wapello... 
Ottumwa 


Washington.... 
Washington... 


Fort Dodge... 


Winnebago... . 
Winneshiek. . 
Decorah.... . 
Woodbury... . 
Sioux City... . 


Wright 


28.2 
27.0 
28.7 
27.9 
26.4 
30.1 
27.2 
25.4 


33.4 
28.4 
30.7 
28.9 
$1.5 
312 
28.6 
28.8 
26.8 
28.1 
31.2 
32.5 
29.9 
29.1 


19.0 
38.3 
29.4 
31.4 
27.9] 
23.4 
34.6 
35.0] 


32.4 
32.8 
29.8 
31.5 
36.1 
34,2 
37.4 
39.4 


35.6 
35.9 
32.5 
33.0 
32.9 
35.5 
36.7 
39.4 
4.1 
31.2 
35.0 
32.6 
37.6 
33.8 


30.0 
30.3 
30.8 
36.8 
36.3 
40.7 
42.6 
32.2 
27.8 
34.6 
39.8 
39.8 
33.7 
34.9 


34.5 
32.0 
35.0 
29.1 
34.8 
39.3 
30.6 
41.7 
42.6 
35.4 
31.5 
33.4 
26.6 
39.0 
40.1 


43.9 
30.2 
29.7 
36.8 | 
37.2 
33.1 
34.4 


16.9 | 33.9 
19.5 | 28.7 
20.3 | 30.1 


Total Above 


Cities 418.1 


8.6 | 23.6 


16.7 | 34.0 38.6 


925.6 


State Total. ... 


31.7 10.1 26.1 


(Other West North Central States: 


Missouri, Nebraska, North Dakota, 


lowa, Minnesota, _ 
South Dakota.) 


19.7 | 29.9 36.1 12.3 


K ANSAS— Counties and Cities 


Kansas state map—page 378 
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Pop. 
(in 


NUMBER OF OUTLETS 


County 


Arkansas City... 


Coffeyville. 


Concordia. . 


Cowley 

Atchison 
..Neosho..........| 
Montgomery 

. Cloud 
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Dodge City 
El Dorado 
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14.8 
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(Continued ‘on page 376) 
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KANSAS — (Continued) The “SM” symbols 


mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
(Continued from page 375) 
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GRASS ROOTS FACTS 


About the Kansas Farm Market 


Waving wheat, tall corn, fat cattle, men on 

tractors—this is Kansas—a state of high-in- 
come, big buying farmers. To sell this rich market, you’ve 
got to sell the farm families. And the easiest, fastest way 
to do this is to use the radio station they listen to most— 
WIBW.* 


Last year these upper-income farm families banked 
$1,092,211,000 from wheat, corn, cattle, hogs, poultry, 
hay, sheep, and other farm products. Because of this wide 
diversification they buy heavily and steadily-—all year 
long. And the greatest part of their purchasing decisions 


A are guided by WIBW — the radio station 
= Kansas farmers listen to most.* 


MAY 10, 1955 


The average income of these Kansas farmers is $8,312 
per household after taxes . . . 58% above the national 
average! + And remember, this vast buying power listens 

e \3.. to WIBW more than any other radio station!* 


The rich soil of Kansas has produced a new 
type of upper-income consumer—the Kansas * 
Farmer. These folks have the extra cash to buy your 
product. And the best way to sell it to them is to tell 
them about it on the radio station they listen to most— 
WIBW—first listening choice of Kansas Farmers since 
1924.* 


+=] 


* Kansas Radio Audience—1954. 


+ Consumer Markets—1954. 


BEN Lupy, Gen. Mar. 
WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 


Rep: Capper Publication, Inc, 
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Market... 


More Farmers 
ith More Money 


On this we agree .. . you sell more product in 
areas where exist a greater number of prospects 
with money to buy. 


Department of Agriculture figures show 59 
Missouri counties‘and 47 Kansas counties each 
produced $10 million or more in 1952 farm 
income. (These are the areas sales managers 
dream about). 


Weekly Star Farmer has 31% more farm family 
coverage than any other farm paper... in 
these highest income counties. 

In all of Missouri and Kansas, Weekly Star 
Farmer has 43% more (98,242 more) farm 
subscribers ... than any other farm paper. 


It’s a sales and advertising manager’s dream 

come true . . . you're sure to reach more farmers. . . 
and more of the BEST farmers . . . with the 

Weekly Star Farmer. 


Why Settle For Less? 


Kansas 1729 Grand Ave. 202 S. State St. Yori 2! E. 40th St. 
City HArrison 1200 WeEbster 9-0532 New Murray Hill 3-6161 


MAY 10, 1955 


JUST ONE! 


When one station delivers so much for so little, all you need is PROOF. 
KANS has a good many success stories—some are exclusive KANS 
buyers—with terrific testimony on results. You need this great Wichita 
Market, and you can do a great job with KANS. 


K A N S JUST ONE! REPRESENTED NATIONALLY BY 
NBC IN WICHITA PAUL H. RAYMER COMPANY 
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TREND *yewseapens 


MORNING EAGLE EVENING EAGLE EVENING BEACON MORNING #& EVENING 


GAIN 26.6% & GAIN 25.8% GAIN 1.5% EAGLE ) EAGLE EVENING 
4 > te — ¥ GAIN 2.2% 
59.9% 
eet 
1950 equals 1950 equals 

} CHRCULATION 100% kiss8iO FAL A.B ea 100% 


ABC PUBLISHER MORNING EAGLE EVENING EAGLE EVENING BEACON MEDIA RECORDS MORNING EAGLE EVENING EAGLE EVENING BEACON 

9/30/49 72,287 54,473 105,197 1950 10,474,663 9,716,985 12,810,626 

9/30/54 91,499 68,533 106,777 1954 16,731,836 13,564,766 13,087,410 

GAIN 19,212 14,060 1,580 6,257,173 3,847,781 276,784 
% 26.6% 25.8% 1.5%), 59.9 Yo 39.6% 2.2% 


MORNING EVENING EAGLE EVENING MORNING AND EVENING EAGLE EVENING BEACON 
EAGLE GAIN 17.5% BEACON GAIN 516,453 LINES LOSS 259,842 LINES 
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GAIN GAIN 4.0% ° , °, 
65.0% > v GAIN 27.0% > By ¥ LOSS 9.8% 
—__ 
Ss ee 


[| RETAIL ADV. [ DEPT. STORE ADV. oe 


MEDIA RECORDS MORNING EAGLE EVENING EAGLE EVENING BEACON [f SOURCE: MEDIA RECORDS 
1950 4,693,472 3,612,132 7,618,677 


1954 7,746,969 4,243,774 ‘7,924,764 ‘ j c H ! T A . A G L E 
Ww I 


GAIN 3,053,497 631,642 306,087 ITA, KANSAS 
%o 65.0% 17.5% 4.0% tis. by O'Mara and Ormsbee 
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| sands) | | | | ily | Radio 


COUNTIES 
CITIES 


246 


Ottawa. . 


Pawnee... re 8) 4. ’ jt 3445, .0078| 4,581| 


Phillips... aw. A 2. ,355| .0050]1,223|3, 343] .0049| 2,454 
Pottawatomie é é , Se y ¢ ’ . ’ -0058) 2 73 


| 
0108) 4,729) 


-0025) 2,733 


: 4,076 
AHutchinson 


Republic. ...... 10.9 
Gebugesce vse: 15.2 
eo 37.0 

Manhattan... . 14.2 


9.7 
7.0) . eee 
13.7) . -2| 7.1 5 ’ 

7.1) «. d ~ d J x é : ’ 1,006 


39.3) . 12.7| 31.7 . d d J q R 7,786 
30.2) . 9.8 , ‘ »17! F -0367 . 7,786 2,681 


‘ 5.3) . 1.4] 3.5 . d F . F A ’ ° 564 553 ’ 0935 
.| 158 292.0) .1786) 95.0/259.0 . ’ ’ ’ : ’ ’ 41,431) 21,115 12, - 2032) 113 


AWichita.... 222.5| .1369} 74.2 407,118} .1621)1,830)5, 487 é . q 40,732} 20,540 d i, - 1675} 122 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


MAY 10, 1955 
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Star attraction of the Midwest! 


now offering a CITY ZONE population of 


106,972 


as recorded paragraph 28, Sept. 30, 1954, ABC report, 


Topeka’s building surge, highlighted by a 9 million collar Stcte Office Building, a 21 million 
doliar Veterans Hospital and further expansion of Forbes Alr Base, wil! contribute sub- 
stantially to Topeka’s growing economy, and will further swell the more than 680 

dollar spendable income of Topeka and tts trade area. 


Topeka Newspaper Printing Co., Inc., Agent for: 
TOPEKA DAILY CAPITAL and TOPEKA STATE JOURNAL 
Represented by Capper Publications, Inc.—New York, Chicago, Cleveland, Kansas City, San Francisco 


KANSAS — (Continued) an 8 . ee The “SM” symbols 


mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
NCOME 


POPULATION 
v7] ESTIMATES @D> 
/ 1/1/85 ESTIMATES—1954 


COUNTIES 
CITIES 


ef? 


© 
= 
oa 


23 


$28 823 
$3 


0041 


-0019)2, 
-0035) 1 ,928/7, 
0136/1 ,308)3, 


§ 


9, 
7 


ron 
— — — 
S32 832 


on 


- 0055/1 ,839/6 
-0029) 1,239 
-0030)1 ,061 


0015) 1,477 
- 0056) 1 , 105 
-0014/ 1,398 


0060/1 ,037 A . 413 
‘ . 0029/1 ,119 . ’ 147 
1112 1119) 1 554 ° 17,295 
0798 -0817/1,581 ‘ ¢ 16,970 


| 
850.3} -5229| 276.0 1,424,004) .5672/1,675 1,324,403) . 271, 134,379 


2,075.9) 1.2769) 659.4/1152.3] 3,075,769) 1.2247|1,482)4,664] 2,149,427) 1. ; ; 172,410) 


@7D Metropolitan County Areas 


121.8| .0749| 39.7] 104.7] 205,738] .0819'1,689)5,1 141,459]. 8,865 , 108 

292.0, .1796| 96.0) 259.0) 507,800} .2022|1,739)5, 374,608} . 21,115 113 

88.7| .0348} 18.5) 35.8) 87,349) .0347'1,541/4, 75,398 4,278) 108 
) 


470.5| .2803| 184.2 399.5] 800,887/ .3188 1,702'5, 194] 591,465| .3478| 3,836 34,258) 133,802] 18,631] .3218| 111 
KANSAS — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES | Con- %~ COUNTIES 

CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 |$7,000 & Over $0-2,499 | $2,500-3,999 $7,000 & Over 

% % % % Units % 

% in % in In- %& in In- % in- % nm 
Units come | Units come come | Units come come | Units Units Units come 
44.9 18.6 | 29.8 29.4 18.7 29.5/| 6.6 22.5 21.4 56.3 | 23.8 P x 17.5 46.1 
41.6 15.0 | 30.2 27.6 | 20.0 29.2) 8.2 27.3 eee . 20.7 6.2 | 25.0 : q 17.2 44.3 
41.1 16.7 | 30.4 29.5 | 22.9 35.6] 5.6 18.2 padviced J ‘ 48.3 20.6 | 27.9 28.3 ° . 6.1 22.3 
42.4 16.1 | 26.4 23.9) 24.1 34.8] 7.1 26.2 peace . 44.6 17.8 | 27.0 25.7 d a 7.4 24.6 
34.9 12.0 | 28.0 22.9 28.5 37.3 8.6 27.8 bw ac¥ae le 40.7 16.3 | 32.0 30.3 ° a 6.9 22.4 
33.1 10.9 | 25.2 19.9 d , 9.3 28.4 
31.1 10.3 | 32.3 25.41 24.2 30.4/| 12.4 33.9 . . 20.5 9.3 | 25.2 18.9 ’ A 10.0 29.3 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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Is The Best Buy In 
Wichita’s Big Ten-County 
Market - Reaching Over 
148,000 Sets 
In The Area. 
B ip NBC ans 
Blue-Chip NB 


ne K ED Die 


WICHITA, KANSAS 


K ANSAS — Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 oh NET INCOME GROUPS, 1954 
ota 

COUNTIES | Con- | per 

$2,500-3,929 = narenee 4! CITIES = $2,500-3,999 | $4,000-6,999 
nits 

% in % in- (thous. ) i % iIn- 

Units come Units come $ Units come 


32.0 30.3 . 3 23.7 A ‘ -9 | 32.7 35.1 
25.9 30.7 ‘ 9 17.5 o A 27.8 29.7 
30.5 31.0 
25.0 25.4 : 5 17.6 , ‘ -3/| 18.0 8.9 
25.9 21.8 : 0 35.4 ‘ : -1 | 26.8 15.3 
35.5 22.8 . 4 47.1 : . -1 | 31.3 33.7 
31.1 28.8 . 8 27.3 ¢ . -6 | 28.5 19.9 
27.6 25.8 a 0 24.8 é -9 17.5 | 26.6 26.3 
28.8 24.2 . 0 26.8 ° -1 13.8 | 25.8 22.3 
28.2 27.7 ° -5 24.5 
33.5 26.5 , 4 37.1 . 5 7.3 | 30.0 18.3 
25.3 22.6 . 3 24.8 pou J 4 14.6 | 24.0 20.2 
24.9 21.3 . 8 24.1 be ° 5 11.8 | 27.7 22.6 
24.8 22.7 . -l 25.5 2. 8 17.1 | 27.1 25.7 
26.5 25.6 . 0 21.8 ° -8 26.6 | 24.0 27.8 
25.8 23.5 : ° -9 24.0 d -2 10.7 | 26.5 20.4 
21.7. 17.5 P - -1 38.7 ° 4 15.7 | %.6 22.7 
i 13.7 | 24.6 20.3 
29.2 25.9 ‘ 9 24.6 = o . 8 12.2 | 27.1 22.0 
30.3 31.2 d 2 19.6 oan . 2 8.9] 21.7 15.2 
21.0 22.0 ‘ «1 24.2 . -8 19.3 | 31.2 32.1 
18.8 19.7 | 17. 4 25.9 ° 8 14.6 | 28.6 25.5 
28.1 21.8 . -5 32.0 . 8 4.3] 26.9 13.8 
23.3 27.7 ‘ 3 17.5 ° 0 16.8 | 29.8 29.2 
34.4 
34.5 7 . 4 15.2 | 33.0 31.2 | 
29.1 ee ° -2 14.6 | 27.0 24.0 
47.6 i P -2 12.6 | 27.8 23.7 
46.8 . d 0 13.7 | 27.2 23.3 
4.0 é -1 16.9 | 28.9 27.3 
42.6 . 5 6.8) 21.1 10.6 
22.0 . 0 19.8 | 25.1 24.6 
24.3 . 17.6 | 28.6 27.5 
-0 14.0 | 28.7..25.2 
27.1 A -1 12.5 | 25.8 20.3 
31.9 ° A 0 23.4 | 30.3 33.8 
33.4 é -6 20.4 | 31.0 32.4 
31.0 a -8 20.0 | 28.5 28.6 
38.9 
60.7 . 3 30.9 | 23.1 26.2 
40.0 . -1 8.1] 29.0 19.2 
29.6 J -7 16.3 | 29.1 27.1 
56.6 . ° 4 17.7 | 30.6 29.7 
25.1 papetes ess . 6 8.0 | 24.4 16.3 
30.9 , 6 7.4) 24.4 16.2 
32.2 . 4 13.1) 27.7 22.6 
62.1 0 6 10.0 | 28.3 21.4 
41.2 i anes 7 9.4127.4 20.1 


© SM, 1955. itt so ; Before using these figures, see explanation page 11 
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KANSAS — @§ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


$0-2,499 
% 


| 
eae 


$2,500-3,999 
% 


% 


$4,000-6,999 
% 

In- 

Units come 


Units 


$7,000 & Over 


In- 
come 


NET INCOME GROUPS, 1954 


$0-2,499 mena 


% 
% in % in 
Units come | Uni Units come 


% 
Uni 


| 
$7,000 & Over 


In- 


its come 


2.6 


50.1 21.6 
30.0 8.9 
54.9 26.4 
48.5 18.7 


26.4 
24.2 
23.4 
22.7 


34.5 12.1 
33.2 10.4 
23.9 6.3 
18.9 4.6 
30.6 9.4 
30.2 9.1 
30.6 8.4 
25.7 7.2 
25.6 7.2 
22.9 6.5 
23.7 6.8 
27.8 8.3 
27.8 8.2 
33.8 9.7 
20.4 8.5 


26.4 
23.8 
23.6 
23.4 
27.0 
26.6 
22.2 
25.7 
25.6 
23.4 
23.7 
27.0 
26.7 
26.6 
26.2 


16.2 
33.1 
15.8 
20.1 


26.6 
37.3 
28.0 
31.3 


28.4 
28.6 
37.6 
41.3 
31.5 
32.1 
31.2 
35.3 
35.4 
34.0 
33.5 
32.7 
32.7 
23.4 
30.0 


37.9 
34.5 
37.7 
38.3 
36.7 
37.1 
32.8 
38.0 
37.9 
31.4 
31.6 
36.9 
36.6 
25.8 
33.1 


12.7 


10.7 
14.4 
14.9 
16.4 
10.9 
11.1 
16.0 
13.3 
13.4 
19.7 
19.1 
12.5 
12.8 
16.2 
14.4 


24.6 
36.7 
20.8 
27.0 


28.0 
37.2 
41.3 
43.6 
34.2 
34.6 
44.3 
37.6 
37.8 
49.6 
48.7 
35.7 
36.5 
46.3 
40.4 


49.3 22.4 
37.4 13.4 
24.0 4.8 
16.3 3.7 
37.5 13.6 
27.2 7.2 
34.8 11.3 
50.2 23.5 
30.1 9.1 
43.8 17.9 


15.8 
29.2 
66.6 
52.0 
26.6 
45.2 
38.5 
13.1 
42.2 


Total Above 
Cities... . 31.6 37.2 


27.6 34.4 


327.3 


State Total... .| 746.8 


KEN TUCK Y¥ — Counties and Cities — 


(Other Eas 
Alabama, 


Mississippi, 


South Central States: 
Tennessee.) 


Kentucky state map—page 386 


NUMBER OF OUTLETS 


GM 


FHR 


Hopkinsville 


Lexington. Eke 


-Hardin. .. 


. Campbell... 


Franklin. . 


.. Barren. .. 
.. Harlan. . 


. Perry. 
Henderson. . 
Christian. . 

. Fayette. . 


— 


An eArn4 ON OO 


ae 


13 
12 
10 
20 
6 
4 
1 
8 
13 
11 

8 
7 
11 
13 


31 
18 
7 
29 
7 
9 
4 
10 
9 
5 
13 
15 
11 
48 


a | 
anrw 


o 


w 
~ 


— 
OOF AU OF eM 


nN 


NuMBER OF OUTLETS 


City FHR 


A 


Louisville....... . a. : : 188 
Madisonville... . . i 
Mayfield. . . 
Maysville. ..... 
Middlesborough. 
Newport... 
Owensboro. . 
Paducah... . 
Pe. A... 
Pikeville... . 
Richmond... 
Somerset. . 
Winchester. . 


Campbell... 
. Daviess. .... 
.McCracken. 
.Bourbon. . 
wee. te: 
Madison. . 
Pulaski... . 
Clark... 


119 
19 
18 
15 

9 

25 


Cc 


8 


nee 
ute ee ewe 


COUNTIES |p. 
CITIES 


POPULA 
BY 


EFFECTIVE BUYING 
' M 


NCOME 
ESTIMATES—1954 


RETAIL SALES 
CLD estimares—ioss 


SALES AN 
ADVERTIS- 
ING 
CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Auto- 


Coun- 
t 

Sales 
Per 

Fam- 
ily Radio 


Furn.- 
House- 


| 
| Genezal 


Food Mdse. 


Ballard 


© SM, 1955. 


1,343 | 374 
1,659} 1, 501| 335 
2,786} 1,600 789 283 


1,174 600! 633 125) 


Before using these figures, see explanation page 11 


Sunday, 
Week 


NOW 


The Owensboro MESSENGER and 
combination, is now a single newspaper published Monday through Friday evening and Sunday. 
Beginning Dec. 6, 1954, weekday publication has been in three editions; noon, 3 p. m. and near midnight. 


UNCHANGED advertising rate — Evening Ile flat; Sunday, 11¢ flat. Circulation more than 23,000. 


CIRCULATION, before and after unification, follows: 
Last Inquirer week end 1 

Last Messenger week 
Combined Total 

Dec. 5, 1954 

ending March 18, 1955 
Sunday, March 20, 1955 


Messen 


Thre Owensbore Messenger 1874 


. 3, 
Dee. 4, 1954 


ge 


a single 
newspaper 


PUBLISHED EVENING 


(Except Sat.) 
and Sunday 


INQUIRER, formerly morning and evening newspapers sold in 


Combined Jonvary 2 


AND | 


circulation* * 
13,013 


COVERAGE 
City Zone 
Daviess County 17,080 16,503 
5-Co. Trade Area 35,590 24,155 


*1955 Consumer Markets estimates 


households* 
13,400 


**2-4-55 


1929. With THE OWENSBORO INQUIRER, 1884 


OWENSBORO PUBLISHING COMPANY, INCORPORATED, OWENSBORO, KY. 


% coverage 
97% 
97% 
68% 


NQUIRER 


SALES MANAGEMENT 


LEXINGTON, KY. 


7 World's largest horse-sales center. b Kentucky's largest educational center. 


Richest livestock and general 
region in South. 


farming 


> World's largest loose-leaf tobacco market. 


Manufacturing center for nationally dis- 
tributed products. 


Second largest retail and wholesale center 
in Kentucky. 


Site of government hospitals and offices with mullti- 
million dollar payrolls. 


LEXINGTON HERALD-LEADER 


Lexington Herald 
(Morning) 


Represented by 
KATZ AGENCY 


Sunday Herald-Leader Lexington Leader 


vening) 


KEN TUCK Y— (Continued) 


a SALES AND 


The “‘Sit"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Bell 7 
Middlesborough 


AAshbland 
MONEDA. « oss wee 
Danville 

Bracken 


Breathitt 
Breckinridge 
Bullitt 


Butler 
Caldwell 
Calloway 


Campbell 
Newport 
Fort Thomas 

Carlisle 

Carroll 


Carter 

Casey.... 

Christian 
Hopkinsville 


Clark 
Winchester. . . 


Clinton....... 


Crittenden. . 

Cumbertand 

Daviess... .. 
Owensboro 


Edmonson... 
ee 
is) cesbeca 


Fayette...... 
ALexington. .. 

Fleming... ... ‘ 

Floyd... 


PULATI 


ON 
ESTIMATES 
1/1/55 


PO 
JM 


BY 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1954 


RETAIL SALES 


ESTIMATES— 1954 


4.0' 5.4 
6.1; 6.2 


24.9) 68.6 


11,1) 15.0 
3.3 


0108} 911 
.0041) 1,357 
0028) 711 
J 
-0135) 762 
.0057| 987 
00851 ,093 
0084/1, 200/4, 


.0050| 1 ,594/5,036 


| | 
0288/1, 389 bs 
0206} 1 ,589/5,494 
-0089/1 0574, 092 


-0053| 1, 405|4,,043 
.0029}  912/2,883 


.0036| 462/2,311 
.0044) 775|2,791 
.0047| 986/3,527; 


-0025 612)2,497) 
-0062) 1 ,019|3 282 
-0979| 963/3,235 


.0484/1,517/4,887 
-0191)1.514)4 , 800 
.0098) 1 ,931/6 ,626 
.0019| 740/2,452 
-0034! 1,083 3,564 


.0058} €82'2,848 
.0037| 571/2,416 
.0199|1,132/4,499 
.0075} 1250/5, 684 


-0089| 1,164 3,989) 
-0050) 1, 330) 4 , 168) 
-0043) 519/2,545) 
-0024, 5772,376) 


.0030| 730)2,481 
0020} 586/2,241 
-0311/1,284/4, 

.0236 1 ,468)4,971 


572/2,290 
0014) 536/2,529 
0041 752|3,076 
ope 
-0646|1 ,506)5,243 
-0347| 1 ,530)5,214 


-0020 


14,227 


58,961 

41,030} 
5,045) 
2,751) 
8,657 


7,110 

4,157 
35, 432| 
27,758) 


| 
18,114 
17,373] 
4,534) 
2,847 


10.7 


3.4 


0031) 721/2,457) 


0142} 731/3,334) 


0274) 3,262| 
.0245! 
0131) 4,040 
.0109 
.0025| 1,683 


-0022| 950 

-0031) 1,314 

-0025; 1,286 
} 


0011; 808 
.0049| 2,061 
.0084) 2,332 


.0346| 2,368) 
.0242 
.0024 
0016) 1,448 
.0051, 3,607 


-0042| 1,304 
0025) 1,066 
-0208) 3,192! 
.0163 


.0107| 3,235 
.0102 | 
-0026| 1,054 
-0017) 1,139) 


0030) 1,716) 

0018) 1,315 

0332) 3,296 
| 


0011| 850) 
.0003|  441/ 
.0027| 1,304 


0806) 4,435) 
.0748) 
-0031) 1,628) 
-0135| 2,146) 


ADVERTIS- 
ING 
CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| 


Furn.- 


General 
Mdse. 


Auto- 
motive 


Buying 
Power 


a 


Drug 


4,719) 


5,068 
3,890 
239 


4,804 
4,156 

647 
2,265) 
2,019] 


10, 454| 
10, 454| 
5,032! 
4,361) 
217 


562 


13,175 
12,877 


478 


20, 380 
20,380 
827 

5, 209| 


gees sia| 2? 


= 
= 
a 


ease e232 


-0026) 
0330) 
0286) 


| 105 
| 134 
J 58 
.0171| 57 


4 and 4 


MAY 10, 


1955 


Metropolitan County Areas. 


© SM, 1955. 


Before using these figures, see 


explanation page 11. 
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INVESTIGATING? - 


This is WAVE-TV's coverage 


area, based on engineering 
studies and mail response. 


KENTUCKY 


ai the data books if you wish — but THE way 
to find what TV station gives you the biggest audience 
in Kentucky and Southern Indiana is to 
ASK YOUR REGIONAL DISTRIBUTOR. 


Don't take our word for it. Pick up your telephone and 
call your distrisutors in Lovisville— 


—and Evansville (101 air miles) 
—and Lexington (78 air miles). 


Ask each, “What is your favorite Louisville TV station?” 


This personal investigation will give you more real dope, at less cost, 
than any other “research” you can do. How about DOING it? 


WAVE-TV 


camer 9 * LOUISVILLE 


FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 


NBC SPOT SALES, Exclusive National Representatives 
MAY 10, 1955 


Look At— 


LEXINGTON, KY. 


For 
LOCATION AND LABOR 
Plus 
Many other advantages 
for light industries 
For details write, wire or phone 
LEXINGTON 
INDUSTRIAL FOUNDATION, INC. 
152 E. High-Lexington, Ky. 


ae of commerce and 
development boards are best 
equipped to provide up-to-date 
and reliable information on con- 
ditions, resources and facilities 
in their respective cities, states 
or areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 


operation. 


KEN TUCK Y— (Continued) 


Foreword 


Territories 
Canadian Data 


IN THIS ISSUE 


Industrial Data Section 
Farm Income Section 
Growth Trends: 
Sales, Construction .. 
Metropolitan Areas . 
Leading Counties 
County-City Section . 


11- 50 
51- 77 
78- 90 
Population, 

91-119 
155-212 
121-152 
223-756 

. 757-758 
760-807 


The “SM” symbols mark original, exclu- 


1/1/55 


Metro- 
COUNTIES Hit 
CITIES Area 


Mayfield. . 


Green 
Greenup.... 


Hancock. ... 
Hardin... 
Elizabethtown 
Harlan 
Harlan 


Harrison . 

Hart... 

Henderson 
Henderson 


Covington 
Knott. ..... 


ere 
1Corbia 


-0108 


PULATION 
ESTIMATES 


EFFECTIVE BUYING 


INCOME 
BY ESTIMATES—1954 


a En ee De 
| i 

% | Per| Per 

of | Cap-|Fam- 

U.S.A. | ita ily 


- 0150) 1 ,440)4 , 836) 


-0122)1, 
-0050 
0016 


0040 
-0030 
0147 
0072 


‘iad 718|2,424 
.0347\1 ,404/7,634 
.0047|1,417/4,704 
0259} 962/4,1 
0036) 1 9357 ,578 


0040, 702|2,443 
0151) 1,148/3, 799 
.0096| |, 283|3,9¢ 4 


0067) 1 ,408) 4,296 


-0025} 527|2,200 
- 3626) 1 ,715)5.702 
2849) 1,766) 5.845) 


0425) 1,604 
0037) 2,4 


| | 
0070) “en 
| 
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OUD EstTIMATES—1954 
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FIVE STORE GROUPS 
in thousands of dollars—add 000) 


sive estimates by SALES MANAGEMENT. 
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] 
1,481) 
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1 Corbin is in 


and Whitley Counties. 


Before using these figures, see explanation ll 
state for SM Metropolitan County Areas. 
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IN LOUISVILLE’S BILLION-DOLLAR MARKET 


a salesman so big he reaches 98.9% of all the homes in Metropolitan 
Louisville every day—oa three-county market commanding more 
‘than a billion dollars in effective buying income? 


a salesman so well-liked he's invited into 61% of all the homes in 78 
Kentucky and Southern Indiana counties —a market with more 
than $2% billion dollars in effective buying income? 


advertise in these newspapers and let Louisville's biggest salesman 
go to work for you. 


Che Conrier-Zonrnal « THE LOUISVILLE TIMES 


Combined daily circulation 375,978; Sunday circulation 307,499. Write ovr promotion 
department, Louisville 2, Kentucky, for booklet containing complete circulation breakdown. 


Qh PM SSE. 
MAY 10, 1955 


Tap This $188 Million Kentucky Market 
Through The Paducah Sun-Democrat 


The 262,900 pooote in The The Sun-Democrat’s 14-county visitors a year; radiator, ho- 
trade area spent $188,973,000 in 1954—had an effective siery, radio, and many other 
ae income of $270,795,000. plants. 
ainly industrial, this area includes a billion-dollar Paducah was again Ken- ___ 
atomic energy —s the largest steam plant in the world tucky’s No. 2 automotive mar- 
for generating electricity; a growing tg ee “blue- ket in 1954. 
book”’ chemical center in the shadow of Kentucky Dam The best way to cover this important market is the 
and Lake, tourist mecca that p sen more than a million way to cover most any market—through a newspaper, in 


ABC City Zone: 52,016 thi a ee ee 


weve Miiered vith 4) Che Paducah Sun-Demorrat atlahoney 


John E. Pearson Co., Rep. Paducah, Ky. 
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4 and 4 See end of state for SM Metropolitan ~— Areas. L Before using these figures, see explanation page 11. 
390 SALES MANAGEMENT 


The “SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


KENTUCK Y — (Continued) 


EFFECTIVE BUYING 


JM 


INCOME 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 
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COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
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1,808 
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4,293 
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g8 
#2222 288 28328 &5 


até RSS 288 


3 


1/8853 288 


- 5704/1 ,598/5,277 


. . 
g 5 


149,197} 74,018) 280,991) 50,534) 


823.6|1211.8 


1,103/4,048] 2,140,171 


253,298| 109,425) 428,491) 70, 1.4131} 76 


1 Corbin is in Knox and Whitley Counties. 


© SM, 1955. 


Before using these figures, see explanation page 11. 


Speaking of Packaging: The COMPETITIVE EDGE 


Packaging today is a sales function. It’s 
a technological problem only in the sense 
that designers and engineers are instructed 
to build a format that will add more sell 
to the product. 


They get their perspective from the sales 
executive . . . the management man who 
receives the suggestions, criticism, gripes 
that pour in over the far-flung distribution 
“telegraph” . . . from customers, retailers, 
wholesalers, salesmen. 


In his thoroughly informed mind, cus- 
tomer reaction and company interests 
merge into plans for product improve- 
ment. Thats where packaging 
changes start. 


most 


But packaging changes aren’t on a time- 
table. In your prospect companies they’re 
likely to be proposed at any time... 
suddenly . . . in the secrecy of manage- 
ment conferences. That’s why your com- 
peny should be always in the sales ex- 
ecutive’s mind . . . as a possible nominee 


The INSIDE TRACK to Management 
for companies selling such 
products and services as: 
TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 
INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 
AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


for the job... 


is first proposed. 


SALEs MANAGEMENT—the sales executives’ 
magazine—offers you an exclusive ap- 


when a packaging change 


proach to the sales executives in compa- 
nies likely to be making packaging news. 
With 61% of them a packaging change 
is now in process.* 


No matter what vertical or trade magazine 
you may be using... in the food, drug, 
beverage, cosmetics fields, etc. . .. a sched- 
ule in SALES MANAGEMENT gives you the 
competitive edge at the pay-off point— 
where packaging changes originate and 
are okayed. 

*A recent SM Survey 


Sales Management 
386 Fourth Avenue 
New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, Iii. 
15 East de Ia Guerra, P. O. Box 419 
Santa Barbara, Calif. 


MAY 10, 1955 


KENTUCKY— 7D Metropolitan County Areas _ a ‘ The SM" symbols mark rininal excl. 


sia, sive estimates by SALES MANAGEMENT. 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


s- 
i777 ESTIMATES V7) ‘| v7) ING 
‘ Vie Ai ESTIMATES—1954 V/ ESTIMATES— 1954 CONTROLS 
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Per Dollars 
Cap- } my of Sales 
ita ) = 


Fi 


}ROUPS 
(in thousands of dollars—add 000) 


General | Furn.- 
ily ” | Radio ~_ 


1,306 217,624 25,666) 12,532 . 6, - 1369) 
1,506 137,036 16,851 6,891 ’ 5,4 -0697 
1,665 

323 


678 ,832 | 73,949) 35,390 . 28,223] .4101 


| | | 
4,1 78,817 | 9,720} 3,828} 20,786) 3, 0464 
1,008.4! oa .0649/1,538/6,211] 1,112,300]. 262,070, 128,186| 58,639 228,508) 43,047| 


KENTUCKY— facoms Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 
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NET INCOME GROUPS, 1954 
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2.3 
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Grant . ‘ 54. -1 | 28.5 
Graves J : | 30.7 
Mayfield. ..... . 1 6. 6 32.6 
Grayson 4 , 2.1 45.5 | 18.5 
© SM, 1955. 
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SALES MANAGEMENT 


RADIO !S BASIC... 


MAY 


..and WHAS 


is the only radio station 
serving and selling all of 


Kentucky and Southern Indiana 


y 


Neil Cline, Station Manager 


ASSOCIATED WITH THE COURIER-JOURNAL AND LOUISVILLE TIMES 
Represented Nationally by Henry |. Christal Co., Inc. 
NEW YORK © BOSTON *® CHICAGO ® DETROIT *© SAN FRANCISCO 


10, 1955 


KE NT UCKY— @D Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
bs come Total 


COUNTIES | Con- Isr 
$0-2,499 | $2,500-3,999 Henaee ane ee sumer $0-2,499 $4,000-6,999 |$7,000 & Over 


= Unite % 
Ua | sz, | the ole | ule clsa|uthe othe 3 Othe | ube ol 


2 58.0 29.5 | 25.6 31.1 | 12.2 23.8) 4.2 15.6 ’ 56.5 26.9 . 10.2 18.6 24.3 
66.6 39.3 | 21.9 30.9) 9.2 20.9) 2.3 8.9 60.0 31.2 d 11.4 22.5 15.8 
3,505 | 42.2 16.9 | 31.5 30.0/ 19.6 29.8 7 2.3 63.2 35.3 A 8.8 18.6 13.3 
2,963 | 50.6 24.0 | 29.3 33.1 | 16.2 29.4 8 13.5 
9044] 78.4 66.56) 16.5 28.4) 4.5 12.3 6 2.8 . 70.4 41.8 J 8.2 18.6 14.4 
3,027 | 46.7 21.7 | 32.4 35.7 | 17.2 30.3 -7 12.3 pata on 55.0 26.4 é 13.9 25.3 18.0 
3,224 | 43.7 19.0 | 37.4 38.8) 14.6 24.2 3 18.0 bolieseees . 49.7 20.8 17.8 28.7 25.3 
4,478 | 33.1 10.4 | 27.5 20.5 | 28.3 33.8 35.3 ee neese 57.3 26.4 4.1 24.8 23.2 
3,240 | 44.1 19.1 | 36.0 37.1 | 15.5 25.6 4 18.2 i . 56.8 26.1 3) 14.7 2.7 22.9 
4,052 | 41.1 12.7 | 22.7 16.7 | 22.6 26.5 4.1 Dex . 56.2 29.1 11.9 23.4 12.0 
2,262 | 71.0 43.6 | 19.7 28.8| 6.1 14.4 2 13.2 70.0 43.6 A 5.5 13.2 10.4 
2,603 | 62.5 33.6 | 23.8 30.6 | 10.6 21.8 1 4.0 62.0 33.1 12.2 24.8 14.5 
3,619 | 44.5 17.7 | 28.7 27.2 | 19.2 29.2 6 25.9 58.6 29.7 13.9 27.0 13.8 

i 43.9 18.0 23.8 37.2 18.2 
2,683 | 56.4 29.5 | 30.8 38.3) 9.8 19.5 0 12.7 71.8 46.4 le 6.5 16.0 6.7 
2,344 | 67.2 40.2 | 22.7 32.4| 7.8 17.8 3 9.6 39.8 14.8 3 28.6 | 19.3 29.2 
2,600 | 59.3 32.0 | 27.1 34.8 22.4 7 10.8 
2,178 | 70.5 45.4) 21.4 32.7) 7.0 17.2 4.7 
2,981 | 54.2 26.5 | 26.4 28.6 25.5 19.4 iti 34.0 11.0 20.9 | 27.5 33.6 44.5 
3,611 | 43.4 16.8 | 30.0 27.8 28.9 26.5 
2,653 | 61.1 22.3 | 25.6 32.2] 9.0 18.1 3 17.4 acad 46.1 18.3 | 27.0 26.4 | 19.6 29.6 26.7 


Before using these figures, see explanation page 11 
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SALES MANAGEMENT 


METROPOLITAN SHREVEPORT .. . $395,000,000 
ISOLATED. SOUTHERN MARKET, POPULATION: 244,000 


Here is a rich, isolated, metropolitan market. 

The Shreveport Times and Shreveport Journal offer 

the only effective newspaper coverage of this rich, tri-state 

market. Ranking 88th in population, Metropolitan 

Shreveport is 84th in consumer spendable income and 74th in 
consumer spendable income per household. It ranks 88th 

in apparel sales, 80th in drug sales and 65th in automobile sales. 


Consumer spendable income in Metropolitan Shreveport is 
10.6% above the national average and population increased 
more than 5% during 1954. Shreveport also ranks second 

in size and first in quality among Lovisiana metropolitan markets. 


Utilize the Times and Journal to effectively cover this 
way-above-the-average market — free of overlapping 
or duplicated circulation from other markets 
on your media list. 

CIRCULATION 

M&E. 132,783 ‘EVENING 51,924 


MORNING 80,859 SUNDAY 95,190 DATA SOURCE: 1955 SROS 
CONSUMER MARKETS 


NEWSPAPER PRODUCTION COMPANY, AGENT FOR 


YCHECK WITH THE BRANHAM MAN 


fother West oct Sate — LOUIS i AN A— Counties and Cities 


Pop. 
NUMBER OF OUTLETS (in NUMBER OF OUTLETS 


County . * |GM | FoR A | D i County thous.) GM | FHR A | D 


..Rapides.........| 40. 19} 19) ley.........Acadi 2) 9} aa 
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" (Continued on page 398) 


POPULATION EFFECTIVE BUVING RETAIL SALES 
SM ESTIMATES SM INCOME 
V/1/85 ESTIMATES— 1954 ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General | Furn.- Auto- 
Food House- | motive 
Radio 


4,969 1,379 6,352 
2,013 718 4,415) 
3,035 585 5,689) 
3,858 812 2,273 


it a .0043| ‘ 480} ‘1,317 304 886 
Avoyelles = 5 .5| 8. 353) .0117/ ‘ 3,153} 1, 744| 3,663 
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136 44.9) . -5| 20. 795) .0234)1,308/4,704 ; 7,241 1,103} 7,103 

19.7] . 8} , .0107}1 ,361|4,621 i . 4,121 783| 6,039} 337). 

135 | 196.3) . 1/186. ] -1173/1,500)6,1 , : : 45,974 13,255) 61,810) 7,617 

150.9]. .2| 245,686] 0978/1, 628|5,436 124 | 39,187 13,207] 58,600] 7,261 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


MAY 10, 1955 


With a 1955 population of 151,500* (25,871 greater than 1950s) Louisiana’s Capital City 
looks to further growth beyond its present position as the 80th city in the United States. 
(*Sales Management’s Survey, May 10, 1955) 
For Complete Market Information write the National Advertising Department 


State-Times & Morning Advocate 
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Before using these figures, see explanation page 11. 
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INintIE ved with the STATE-TIMES, MORNING ADVOCATE 


SALES MANAGEMENT 


Your advertising dollar goes farther 

. .. when it stays in New Orleans! 

It’s only common sense to advertise where the money is—to concentrate on reach- 
ing the people with more to spend. In Louisiana this means New Orleans, where spend- 


@ able income per household is $1515 above that of the entire state, and where nearly 
& OR A DR | N e 30% of the state's retail sales are made. You pay for total circulation; make the most 


Here's why it's best for you to j of it, Use the ITEM, the paper with the greatest city and retail trade zone—quality 
619100 —concentration. Evenings 93.56% (104,740) and Sundays 89.48% (101,832) of ITEM 
$1075 559.00 | circulation stays in New Orleans—where the money is. 


! 
| : 
| houscholds 
pe 
| its $4,000 362 
| cc: Re sssooo CG \ebecesed. 
| eats inking ......-.-.-.-. _ $67,259,000 
l 4 se +s. Louisiana's Largest Evening Newspaper 
home furnishings 0 National Representatives 
ee . ae SAWYER PERGUSON-WALKER 
" . mat. PRA W ARs: ‘ New York, Chicago, Detroit, Atlanta 
P : Los Angeles, San Francisco 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BY LD 1/1/35 BY) ESTIMATES—1954 BYP EsTIMATES—1954 
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© SM, 1955. Before using these figures, see explanation page n 


Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month Tat ‘year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1955 
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The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


More Famous Firms 
Are Coming To 
Greater New Orleans 


. . « Where you get all three 
essentials for profits . . . mar- 
kets, transport, resources. 


Write 
M. B. Walle, Director 


Greater New Orleans, Inc. 
New Orleans 16, La. 


i. of commerce and 
development boards are best 


equipped to provide up-to-date 
and reliable information on con- 
ditions, resources and facilities 
in their respective cities, states 
or areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 
operation. 


LOUISIANA 


OFFERS ... RAW MATERIALS e 
MARKETS @ TRANSPORTATION e 
CLIMATE AND LABOR 
See Louisiana’s Announcement on 


page 401 . . . and write for al! the 
facts about Louisiana. 


DEPARTMENT OF 
COMMERCE & INDUSTRY 


State Capitol @ Baton Rouge, La. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


MAY 


10, 


1955 


New Orleans 
offers good hunting 


TAS aN 


for mallards 


and for markets 


4 

Every year increasing numbers of nation- 
ally famous firms end their hunt for plant 
sites or other business locations in New 
Orleans. Here they find the three essentials 
for profit . . . easily accessible markets, 
both export and domestic, plus economical 
transport and abundant resources. 

May we tell you more? New booklet answers 
questions about market opportunities in New 
Orleans. No obligation. Your inquiry held in 
strict confidence; ask any questions concerning 
your business. Write M. B. Walle, Director, 
Greater New Orleans, Inc., New Orleans 16, La. 


Greater New Orleans 


Where You Get All 3 Essentials For Profit , .. 


Nearby export markets 
Expanding domestic markets 
interconnecting transportation 
Second Port U.S.A. 

Fine living conditions 
Cooperative labor 

Abundant raw materials 
Unlimited water supply 
Year-round mild weather means 
minimum absenteeism and less 
layoffs 

Low-cost fuel 

Low-cost electric power 


‘% 
& 

&S % 
Cidias 


YOU CAN’T SELL 


THE RICH LOUISIANA MARKET 


WITHOUT MONROE 


*358,239,000.00° 


Consumer Spendable Income in Northeast 
Louisiana Alone Is Influenced ONLY by the 


SMonroe Morning Word 


MONROE NEWS-STAR 
AND WORLD 


HERE’S PROOF! ABC COVERAGE 


a ee 
9.71% 
1.35% 


Menroe & Ouachito Parish 


News-Star—World 


Coverage 


Next Nearest 
é State Paper 


~~ Second Neorest 
Store Paper 


Represented Nationally By 


Oo 
THE BRANHAM COMPANY 87.6% 


SRDS Consumer Markets 
(1955) 


LOUISIANA— (Continued) tive estimates by: SALES MANAGEMENT. 


roe sree wre RETAIL SALES 
se ESTIMATES—1964 ESTIMATES— 1954 CONTROLS 


COUNTIES 


lpotttan 
CITIES 


Area 


Total 
(thou- 
sands) 


Buying — 
Power | 


| General | 
Mdse. 


Furn.- 
House- | 
io | 


Auto- 


Food motive 


84.7) 


| 3,818) 

54.8] 0837 ; y : ,516\5 064 , i 
43.6 7\4,978) 
11.2 | .0069/1,548'5, 418 
15.1 .0068/1, 124 4,586 
21.5 .0064' 754 3,001 


15,842, 9,820 

| | 
12,694| 
9, "038! 
3,656) 
5,265) 
1,849) 


7,004] 28,617 


9,346) 
8,832 

514 
1,061| 
1,660) 


7,014) 
6,213} 
801 | 
129 


28,346 
28,037 
309 


-0323) 121 
-0065, 94 
421 -0069, 74 
528 1, 729 .0076; _ 8 


Before using these figures, see explanation page 11. 


IN 1803, | PAID $15,000,000 — 
NOW THE LOUISIANA PURCHASE*IS 


worth $247, 395,000 c.811. 


A West Monroe 
Plaquemines. . 
Pointe Couns. 


4 and 4 


.0069 
- 0093 
-0132 


Subscribers spent 


$357,907 
for Town Talk in ‘54 
...for the only news- 
paper that covers this 
9-parish market, with 
400% more circula- 
tion than all outside 


eve. newspapers com- 
bined. 


ALEXANDRIA PRIMARY 
MARKET 
(9 parishes — 1954) 
Families 73,600 
Net EBI $247,395,000 
(UP 16% in 2 years) 


4TH LARGEST COUNTY 
IN LOUISIANA! 
Rapides Par. (Alexandria) 
POPULATION 
103,800 
28% gain 


Ret. Sis. $145,760,000 


Local BiG Business! 
BUILDING PERMITS (value) 
UP 892% 
State av. up only 67% 

GAIN 
Frt. Carloadings.. 20% 


Telephones 9% 


since 1948 


(Alexandria, Dec. 54-53) 


NATIONAL ADVTS. 
INVESTMENT UP 54% 


in 6 yeors (1954 vs. 48) 
1954 LINAGE 


8,029,056 
1,117,538 


Local 
National .. 
Cifd. 


icity 1,170,414 


SALES 


OVER 
90,000 READERS 
DAILY 
TOTAL CIRCULATION 
ABC, 6 mos. endg 9/30/54 
22,942 


19% gain since 1948 
(Press run 9/14/54, 23,664) 


MANAGEMENT 


industry in high key 


Ow Wiis 


(UP ee We 
(eine (poe \pit ramen | pan me Ip o> wee \ 


If it’s a Southern location you’re looking for, then 
take a good look at what Louisiana can offer your 
particular type of manufacturing operation. 
Raw Materials in quantity: petroleum, lumber, 
sulphur, salt, clay, sand, gravel and water. 
Markets: Louisiana itself, Mid-Continent USA, 
Latin America, the World! Transportation: sea, 
air, motor or the 7,300 miles of navigable 
inland waterways. Climate and Labor: willing 
hands and a warm, sunny climate guarantee 
a genuine 12-month production with no 
cutbacks. If you are planning expansion in 
the South, get all the facts about Louisiana. 


Vi 


Write on your company letterhead to . . . 


DEPT. OF COMMERCE & INDUSTRY + STATE CAPITOL + BATON ROUGE, LA. 


The “3M erate oak ech te LOUISIANA — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTS 


ESTIMATES INCOME 
GD vis BYP ESTIMATES—1954 LD estimates—ioss 
COUNTIES | 


CITIES Area 
Total % | Fami- 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General Auto- 
Mdse. motive 


Z 


ibis a 


Alezandria- 

Pineville 

AAlexandria 
Red River 
Richiand . . 


15, 100) 


~~ 
8 


14,4365 
14,086 


= ms 
~ 
a 
=) 


BEE Se 


no = 
.s 
- 

& 8 


B28 88 $58 8882 § 


Sabine... . 
St. Bernard. 
St. Charles. .... 


SB 


no 
.- < 
= 
— 


St. Helena. 

St. James. 

St. John the 
Baptist. . 


ae 
a 88 £58 8853 


St. Landry 
Opelousas 

St. Martin. 

St. Mary....... 


4 
2 
eo 


12,134 
3,265 
9,797 


825 


St. Tammany... 
Tangipahoa... .. 4 . ° ° 3,221 
9,029) . 2,656 

| 
11.7) 18.4 47,220). 4,036) 
3.8) 17,779). .327/4,679 
Tt ie 15,472] .0062) 3,158 
Vermilion... ... .5| .0230} 10.3) 14.3 32,671} .0130) 3,172I 


1,090 ; 2,957 
3,250 6,525 
899 644 


miimit 


6, 166) 5,844 
3,306| 4,916 
1,478) 2.699 
1,431) 3,952 


Ss 
Ey 


it 


SB 2823 88S BESS FS BSF BRS BS 


3 2928 £§ 


Vernon... oe) 21.0; .0130) 6.0; 5.3 16.099 -0064' 767'2,683) 2.050) 311) 2,773 
4 and A See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page il. 
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This is NEW in New Orleans 


Most spectacular public construction pro- 
gram in all America!—of which new 
Union Passenger Terminal, with grade 
separations, costing $57 million, is only 
the start. It includes everything from a 
new $55-million bridge across the ‘Missis- 
sippi (which will be the longest cantilever 
in U. 8.) to an entirely new, seven-block 
Civic Center, with 10-story City Hall, state 
office and state Supreme Court buildings, 
downtown library. So big you almost forget 
about $50-million causeway linking city 
and Florida Parishes! 


And This, Too 


In burgeoning new ic pes we hey rae 7. y; 

selling goes apace. In eview-Gentilly, | he 3-4 ‘as > 
The Times-Picayune New Orleans States gv je Cimes-4- ICAMUITe 

is read daily by 85% of persons 15 years NEW ORLEANS STATES 
13 older. In pa og ay wren by 

87%. In rocket-growing New Orleans the 

big, single advertising influence is The CIRCULATION 272,283 DAILY, 276,265 SUNDAY 


Times-Picayune New Orleans States. A. B.C. Publisher's Statement, 6 mos, ending Sept. 20, 1954 
Represented by Jann & Kelley Inc. 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES ATLANTA 


LOUISIANA — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION RETAIL SALES 
SM ESTIMATES NCOM 


/V/85 . ESTIMATES—1954 


politan} 
Area 


Coun- 
= 


Fam- 
ily 


eee 


Urban- 
re 
(thou- 
sands) 
19.6 


41,108 
23 , 386 
4.1 38,511 
13,714 


2,112 


3.3 10,856 
eves 11,028 
5, 


2 &f£8S SaA88 


13, 


2 


2,006,464) . 1,880), 1,496,754 


S/8/8 288 8333 


2,956.0! 1.81831 807.3/1700.51 3,560,434! 1. 1.20414, 4101 2,325,921 


NA— Metropolitan County Areas 


age 1292) 68.5) 183.1] 368,531] . 175,072| .1030) 2, 34,338 
782.7| .4814| 228.8) 757.4) 1,204,613) . 776,560) .4567 172,837 
241.2) 1484) 69.6) 176.1) 353,262) . 1,465|5,076] 247,909) .1458 53,215 


103.8) 28.0) 48, 113,231) 0451/1 ,091/4,044 69,092) .0407 16,318 
114.5) . 32.4) 84.1) 177,884) .0708|1,554)5, 104,885) .0617; 23,527 


84.7; .0521) 24.5) 56.: 115,281) . 1,361/4, 93,457). 15,842) 9,520 


Total of Areas... 1,636.9} .9454| 441.8 1304.9] 2,322, 802| .9249|1,511|6, 2581 1,486,978) .8629| 3.3201 316.078| 190,918] 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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LOUISIANA — @ Income Breakdown of Consumer Spending Units 


In- NET INCOME GROUPS, 1954 


come 
don- $7,000 & Over 
sumer & 

&, ne 
Units come 


000 & Over 
% 
In- 
come 


6.3 
7.1 
5.7 
5.5 
3.5 
3.1 
4.4 
2.8 
7.8 


Lod 
come 
19.7 

7.7 
11.0 
18.7 
15.5 
18.8 
17.3 
16.4 
12.2 
22.8 
27.0 
22.4 
21.0 
42.3 
22.1 
16.4 
38.1 
11.9 
11.9 
14.5 
14.7 
11.8 
4.9 
35.4 
19.3 
15.6 
39.8 
30.8 
34.7 
15.6 
16.7 


5.1 16.2 
14.5 
11.1 
8.8 
8.9 
8.8 
9.8 
7.1 
10.1 
4.7 


6.5 
8.7 
6.6 
2.8 
6.2 


7.9 
4.7 
12.3 
12.3 
9.7 
10.5 
9.4 
9.8 
4.5 
7.7 
10.1 
3.7 


4.9 
4.0 
8.4 
10.0 
3.0 


Attention All Grocery Accounts! 


MAY 10, 


Now you can spotlight your product 
in all A & P Stores, all National Tea 
Supers plus major independents in 
the New Orleans market. 

Get your product out in front—into 
the spotlight in stores where the big 
volume sales are made. 


Before using these figures, see explanation page 11 


Both WDSU Radio and WDSU-TV 
advertisers can now qualify for pref- 
erential “end” or “dump” displays 
(Monday through Saturday show- 
ings) arranged at no cost to you 
by The WDSU Spotlighter Service. 


Call us or your Blair man and... 


Qualify Your Product Now! 


WDSU Radio 


New Orleans, Louisiana 


1955 


WDSU-TV 


LOUISIANA — @® Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


COUNTIES | Con- 

$0-2,499 | $2,500-3,999 | $4,000-6,999 | $7,000 & Over $2,500-3,999 $7,000 & Over 
% % % %, sumer % % % % 

In- % in % in- % in % in- % in 
Units come | Units come | Units come Units Units come Units come 


come 

36.9 | 23.0 31.3 | 10.0 21.8) 2.6 10.0 wees . ° . -2 | 26.5 26.2 : : 6 26.4 
22.8 | 31.3 35.1 | 16.4 28.4) 3.9 12.7 . 622 , . 2 25.0 . A 9 28.4 
20.7 | 22.1 25.7) 12.1 22.5) 5.0 22.1 . < -3 | 20.4 28.2 4 A 2 21.7 
20.0 | 22.3 20.8 | 17.1 25.5 | 9.3 33.7 i . ’ é -9 | 28.8 26.2 ‘ le 6 25.8 
26.9 | 25.4 29.9) 11.8 22.3) 4.6 18.9 
18.3 | 26.0 25.0 | 20.4 31.5 | 8.2 25.2 : ’ . -5| 19.5 20.4 ; . 7.4 23.6 
25.7 | 26.5 30.1 14.4 26.2) 5.0 18.0 be . ’ d -2| 20.5 28.8 
31.7 | 23.2 28.7 11.8 23.4) 3.9 16.2 
42.8 | 15.1 21.3) 7.9 17.8) 4.6 18.1 . 7 . -2| 19.9 26.6 
16.7 | 26.6 24.1) 21.0 30.4| 8.3 28.8 ° ° -7 | 27.7 44.6 
11.5 | 25.9 19.9 | 25.9 31.8 | 12.4 36.8 
26.5 | 29.3 34.4 | 13.0 24.6) 3.9 14.6 


25.6 19.8 ‘ . 4 378 


28.5 | 22.3 25.6 | 12.6 23.1 | 5.9 22.8 
Vernon....... © 36.8 | 21.0 28.3 | 10.9 23.3 3.1 11.6 .- «4 948.4 | 3, -2 16.8 | 24.7 21.9 9.5 32.2 


Other New England States: Connecticut, Massa- The “SM” symbols mark original, 
MAIN E- er Counties and Cities — Kectts New Humpshive, Rhode srenas Vermont) cee colinnten by nar iia ae 


wl tee Pop. 
Maine state —— 408 : Nouwser or Ovtrets (in NUMBER OF OUTLETS 


FHR D i County thous.) GM | FHR D 


10 


ornn ono 


9 
10 
5 
* 
2 
25 
8 


ansco#enun 


— 


& 


EFFECTIVE BUYING RETAIL SALES 
AD ESTIMATES—1954 AD ESTIMATES—1954 


Fi 
(in thousands of dollars—add 000) 


Net a, Per 
Doliars of Fam-| 

(add | USA ily 

000) 


" Gonera Furn.- Auto- 
Food Mdse. | House- | motive 


126,612) . . 28,089 9,116 ’ 16,806 


104,506) . é j 23,390 8,646 16,034 
66,379) . . ¢ 16,634 7,418 8,361 
38,127) . J A 6,756 1,228 7,673 

122,805) . 26,156 9,557 20,353 
18,297; . ‘ P 3,921 1,115 4,367 

259,535) . ° a 61,027, 18,151 ° 33, 565 

. 132,362) . ‘ ¢ 36 , 803 15,474 ; 23,476 

Brunswick... .. J F | ; 12,364) . ; J 5,509 888 4,267 

South Portland . d 8 34,721) . . . d 6,439 ill 2,121 

19,484) . ’ ° 4,398 471 7 1,71) 


25,706! . ° ° ‘ 5,518 381 3,595 
40,5201 | .0161!1,195 . . 10,082 1,288 1,306 4,838) 


4 and 4 See end of state for SM Metropolitan County Areas. q Before using these figures, see 


WGAN WGAN-TV 


560 KC 5000 WATTS CHANNEL 13 316,000 WATTS 
CBs CBS and ABC 
a 


The largest retail and wholesale area north of Boston 
GUY GANNETT BROADCASTING SERVICES 
390 Congress St., Portland, Maine Telephone: Portland 24661 


SALES MANAGEMENT 


The PORTLAND, MAINE Market 


is a NINE COUNTY SALES AREA where most 


of the states population—income and sales 


are concentrated ... 


61% of Maine's population 

65% of Maine's income 

64% of Maine's retail sales 

65% of Maine's food sales 

60% of Maine's gen. mdse. sales 

57% of Maine's furn. hshid. sales 

61% of Maine's auto sales 

65% of Maine's drug sales 

68% of Maine's eating & drinking sales 
69% of Maine's apparel sales 

63% of Maine's gas service stations sales 
70% of Maine's lumber & building sales 
63% of Maine's hardware sales 

60% of Maine's liquor store (pkg.) sales 
72% of Maine's jewelry sales : Plus 76% 


of Industrial 
Payrolls. 


: 1955 Survey of Buying Power 


SALES MANAGEMENT’S LATEST TEST MARKET SURVEY, 


: RATES PORTLAND AS ONE OF THE BEST TEST MARKETS 
% Largest Metropolitan County IN: THE COUNTRY: 


Area ye Largest Wholesale Center 


‘ : ist for all cities in Maine e lst in New England for cities in 75,000 to 
% Largest Newspaper Circulation 


150,000 population group @ 3rd in New England for cities of all sizes e 
NORTH OF BOSTON 6th in U. S. A. for cities in 75,000 to 150,000 population group e 18th 
in U. S. A. for cities of all sizes e It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the city and retail trade zone 


and 52% of the entire nine counties. 


75,957 circulation daily . . . 86,873 Sundays 


PORTLAND, MAINE 


PRESS HERALD . EVENING EXPRESS - SUNDAY TELEGRAM 
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Your sales potential in the 
Golden Kennebec Valley 


GROWS EACH YEAR 


879% of all the families in Kennebec and Somerset 
Counties and 66% of all the families in the entire 
golden Kennebec Valley (see map) are reached 
every day by two great newspapers. 


These newspapers provide both news and shopping 
information that greatly influences the selection of 
products that supply the everyday need of these 
families. 

This important market (13% of the state) with 
121,900 population—$163,299,000 income and 
$112,908,000 retail sales is served by two big 
shopping centers—Augusta and Waterville. 
Regular advertising in these two important news- 
papers makes your product a part of the daily 
lives of the families that live here—work here and 
spend here. 


This 1954 record points to your 1955 sales potential. 


Population 121,900 Gen. Mdse. Sales. $ 8,729,000 
Total Income $163,299,000 Furn.-Hshid. Sales. 4,896,000 
Retail Sales _. 112,908,000 Automotive Sales. 20,213,000 
Food Sales 33,515,000 Drug Sales 2,830,000 


AUGUSTA main) KENNEBEC JOURNAL 
WATERVILLE maint) SENTINEL 


Represented by The Julius Mathews Special Agency, Inc. 


MAIN E— (Continued) The estinates by SALES MANAGEMENT, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES Sy7p INCOME 7" 
1/1/85 ESTIMATES—1984 BYP ESTIMATES—1984 


| 
COUNTIES | T FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


Auto- 
motive 


16,243 
6,711 
6,239 


4,579 
3,678 
3,651 
5,736 


=—_— 


2BRE8 B58 


25,515 
17,519 
2,228 
5 2,864 
762 2,320 


4 and 4 See end of state for SM Before using these figures, see explanation page 11. 
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2.3 
-2) 10.8 


-=——— 


B 0 OM IN A ---is the word 


for the “GREATER BANGOR” Market /./e."" 


s 
Northern Maine is going places. New Industry is moving *325,000,000 
miei egg In Retail Sales 


In Bangor alone, a new steel mill and two new shoe fac- & : 
tories are going up ¢his year. In the area, new textile plants, 
paper mill expansion, important mineral deposits, air base en- 35 % of STATE TOTAL 
largement are all part of a $150,000,000 industrial construc- 
tion program now under way. 


= 
There are new sales goals ahead here. It’s time to revise 9 1 BIG DAILY 


your records on this grand and g-r-o-w-i-n-g market. You can 
SELL it through the one big medium that gives you 100% Counties 1 LOW COST: 


City Zone Coverage and reaches 75% of the families in the ° 
ABC Retail Trading Area. 65% of 


Buy Saturation Coverage that SELLS—in the STATE TOTAL 
8 Good Dailies 


Bangor Daily News vba 


—MAINE'S LARGEST DAILY and Southern Maine 
69,208 Daily—72,666 Sat.-Sun.—ABC-— 


Send for a Free Copy of 
National Advertising Representative—Joh , Kent, Gavin & Sinding, Inc. a 
New York, Boston, Chicago, Los Angeles, San Francisco, Greensboro, N. C. “Northeastern Maine is on the March! 


tive estimates by SALES: MANAGEMENT, M AI N E— (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
JIM Br BY) ESTIMATES—1954 ESTIMATES—1954 


Metro. 
COUNTIES jpolitan 
Area 


FIVE STORE GROUPS 
Coun- (in thousands of dollars—add 000) 


% Y 

of | Sales 

.S.A.| Per General Auto- 

- Mdse. | House- | motive | Drug 
y 


u 


0165) 2,506 ° 1,947 3,970 787] «=—.0188) 
-0085) 2,330 ° 1,004 1,699 261) + .0082 
0134) 2,320 ’ 2,164 4,412 0147 


1,430)4, ’ 0455) 2,836 F 3,879 4,160) 11,116) 2,1 0517 
1,483)5, " 0150) 1,655 1,649 4,831 4 0134 


Before using these figures, see explanation page 11 


Biddeford-Saco with 32,400 population is not only the largest 
market in the county, it is also the biggest sales center. 
BIDDEFORD-SACO Retail sales of $32,061,000—42% of the county point to its 
activity. 
Largest Market in With 0 income of $5114—$233 above the county and $383 
act ' above the state, the Biddeford- 
Maine's Most Productive Saco market deserves your best THE BIDDEFORD 


Industrial Count ee 
| The Biddeford Journal, read in 
95% of the homes, is your best JOURNAL 
introduction. BIDDEFORD, MAINE 


Represented by the Julius Mathews Special Agency, Inc. 


data: Sales Management 
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AROOSTOOK 


PENOBSCOT 


WIIMSNNYE MIN 


PISCATAQUIS 


KENNEBEC 


ANOROSCOGGIN 


“> 
* 
e 


i CUMBERLAND 


SAGADAHOC 


pret ICEL. CE STUD meee 


Se : 


z 
m 
= 
=x 
> 
= 
~ 
“u 
=x 
~ 
taal 


M AI N E— (Continued) ue The “SM” symbo!s mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM Bre SVD Ustimares—rosa ESTIMATES—1984 CONTROLS 


VIVE STORE GROUNS 
Per | Per 7 — Buying |Qual- 
Cap- | Fam- + Power 
ita | ily , | General Furn.- Auto- 

Food | . | House- | motive | Drug 
| Radio | 
} } 
.0070 2.5 18,619} .0074/1,633|7 ,448 17,439} .0103 5,479 1,223 1, 208! 3,582 348) 
.0068 l | 15,452; .0062/1,392)4,985) 6,460) -0038) | eet 40) 206| 461) 121 


| | | | t 
.2009| 4] 526,639| .2097/1,543/5,407] 488,356) .2872 131,981] 47,049) 26,700) 06,317) 10,976]  .2330) 111 
} } 


be Popu- of 
U.S.A. U.S.A. 


igor a Pre nme Mesa oe] Cs Ree 9 «ye | 
8607 258.74) 83.0) 1.223.839, .4873/1,3434,731] 905,589 .5326) 3.501 272,832 73,299) 41,068) 161,070) 21.791 __ +5156) 92 


Metropolitan County Areas 161.0 


171.4) .1088 126.9} 258,525) .102911,508/5,109) 208,429, .1226| 4,119, 61,027) 18,151| 11,257, 33,565] 5,605] .1093| 104 
109.0) 0671 20.2 62.9] 144,422 .0575{1 ,325/4, 120,602} .0709| 4,130 31,212, 12,240| 5,825! 25,515| 2,738] .0635| 95 


ba 
ost Fate ied 
364.6 2044) 104.1) | 258.5] 529, 500). i ,482)5, 087| 425, oee| 2500 4,083) 120,328 39, 507| 22,073! 75,886 10.290 .2283| 100 
Before using these figures, see explanation page 11 


} 


4.2 oo 24. 4 68.7} 126,612 an i 504 5 96,038) .0565 sed 28 ,089) 9,116) 4,991| 16,806) 1,94 .0525| 101 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


AMERICAN—YANKEE—MUTUAL—LOBSTER 


(W) PORT LAND 


25.5% of state’s population 
37.9% of state’s retail sales 


Portla 


Represented by: 


New York: Richard O’Connell; Boston: Lou Borgatti; Chicago: Hal Holman; Pacific Coast: Duncan Scott 
PORTLAND, MAINE HAL MEYER: President 


Tee ectimater ty SALES MANAGEMENT. MAINE— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES a | COUNTIES 
CITIES n os | ere $4,000-6 999 | $7,000 & ral CITIES $2,500-3,999 | $4,000-6,999 wnees 


% in| & ie | © | & in thous. % in| & ir | S 
Units come | Units come | Units come | Units come $ Units come | Units come | Units come 


31.1 10.4 | 31.1 24.8 | 27.7 35.3 | 10.1 29.5 . ’ 36. -? | 30.6 27.2 -2 36.0) 7.5 23.1 
29.4 9.6 | 30.5 23.5 29.0 35.6 | 11.1 31.4 ba oul A : : 3} 20.2 26.4 4 33.9) 7.0 24.4 
Auburn... ‘ ° 30.8 10.2 | 31.3 24.8 | 27.7 35.1 | 10.2 29.9 J 023 . -7 | 28.7 24.3 -1 32.6 | 8.5 29.4 
Aroostook . ° 38.3 12.8 | 32.6 26.0 | 19.3 24.6) 9.8 36.5 - . ° 8 | 34.1 33.4 -l 34.7) 5.3 16.1 
Presque Isle . , 32.0 10.1 | 34.0 25.5 | 24.0 28.8 | 10.0 35.6 “4 ° A -6 | 32.7 31.1 3 36.4) 5.1 18.0 
Cumberland... ; , 33.2 11.5 | 20.3 24.0 | 28.2 36.9 3 27.6 . A , -2 | 33.1 29.6 4 36.2) 6.2 21.1 
Portland : ’ 34.4 11.9 | 29.1 24.1 | 27.3 36.2 2 27.8 . ’ A 0 | 31.9 31.9 9 35.1) 5.6 16.0 
Brunswick . . 44.0 16.6 | 25.6 23.0 | 21.5 30.9 9 29.5 ° . x -1 | 29.5 34.3 9 23.9) 4.2 16.7 
South Portland. A A 23.8 7.5 | 30.2 22.5 | 35.6 42.3 4 27.7 ee ° A ° -3 | 30.8 35.1 8 27.1) 3.7 13.8 
Westbrook... . ¢ 23.1 7.1) 20.1 21.3 | 36.9 43.1 9 28.5 ° A ° 4 | 30.4 25.6 5 39.8) 7.9 23.2 
Franklin ee < ; 41.4 17.0 | 31.7 31.0 | 20.5 32.1 4 19.9 i Sooo ° ° . -7 | 31.9 26.0 3 40.6) 9.5 26.8 
Hancock. ..... . , 46.6 20.4 | 29.5 30.9 19.0 31.9 9 16.8 . ¢ é +1] 29.7 22.0 3 43.1 -1 27.8 
Kennebec. ... J : 34.6 12.0 | 30.3 25.0 | 25.6 33.8 -5 29.2 Ts os evenihe ° a A 6 | 29.5 23.7 -5 38.1) 9.4 27.6 
Waterville. ... ’ ; 37.0 12.8 | 27.7 22.7 | 24.9 32.7 4 31.8 
Augusta . ‘ : 31.1 10.0 | 29.6 22.5 -1 34.2 2 33.3 
Knox... . , 43.4 18.2 | 33.9 33.8 5 27.9 2 20.1 iti ° . 32. -9 | 29.9 24.0 | 28.1 36.1) 9.7 28.0 
Rockland. ..... . : 38.7 15.1 | 34.3 31.8 4 3.2 -6 22.9 
Lincoin ° ’ 48.8 22.6 | 30.7 . -4 29.0; 4.1 14.4 By * ° , 37.5 13.8 | 30.6 26.8 | 24.1 34.0! 7.8 26.4 


© SM, 1955. Before using these figures, see explanation page 11 


NOT THE BIGGEST IN SIZE BUT . 
THE BIGGEST IN FAMILY BUYING POWER 


Sanford’s family income of $7,448 again tops all cities Sanford have more money to spend. Your sales costs 
in Maine regardless of size with $2,717 more than the are lower and your results per family are greater. 


state average and $913 higher than the next city .. . The Tribune and Advocate is everybody's newspaper 
AND FAMILY INCOME IS WHAT DETERMINES and is a part of the daily lives of these high income 


YOUR SALES RESULTS. families. Why not let it become your newspaper too if 
You can sell more in Sanford because the families in you want big sales results. 


SANFORD TRIBUNE and ADVOCATE sanroro, maine 


Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1955 


MO R E radios in metropolitan Baltimore 


are tuned in*to this CBS station than any other 
radio station . . . That’s why your first choice 


in Baltimore is .. . Ww C A O 
*The Pulse of Baltimore 


Jan. thru Dec., 1954 “The Vsice of Baltimore” 


CBS BASIC e 5000 WATTS « 600 KC ¢ REPRESENTED BY RAYMER 


MAR Y LAN D — Counties and Cities — oer ie tee eaten Caroling. Vicninia, "Weer Wieginia } 


Nomeser or Our.ets 
F | GM|FHR| A City County 


54 15 13 Hagerstown. .... . Washington 
489) 254 Hyattsville Prince Georges. . . 
° bg Mount Rainier. . . Prince Georges. . . 
10 13 Pocomoke City... Worcester 
s * ; 


28) 47 


nd 
an 


ewoceanaenn 
—— w& 


AAARWADS 
OWRD 


— 


— 
= 


Takoma Park... . 
Westminster 


_ 


Frederick........Frederick........| 19.8 


awn Ukr no 
AM@WNM NW WS & © 


POPULATION 
SM ESTIMATES Mi 
‘ 1/1/55 ESTIMATES— 1954 


Dollars 
(add 
000) 


105,491 
51,166 
186 488 


22,469 
13,532 . ° 7,826 
30,881 13,406 
10,109 ° 6,962 
391 , 562 ° . 196,184 
338 424 ‘ : 174,321 


o- 
SSSEEs 


1,517,726 


10,487) 
17,845) 
46 ,952 

8,796) 


1,963) 1,204 
4,048 3,606 
8.675) , 187| 7,264 
2,853) ‘ y 3,574 


13,2101, 6,700 
5,759 5,133 
sea ’ ; 3,085 
3,637 2,675 
13.150, 3, 2, 8,778 
7,220; 2, , 6,525 
3,304 4,793 
15,384] 2, 11,667 


40,697| 
25,071) 
26,971 
13,775) 


_— 


BEER 2882 


— 


76,387| 
27,450) 
16,301 
80,034 


30,980 
14,239 
477 ,404 
25,757 
145 ,372 
35, 541 


3,323 4,095 
4,495 1,985) 
55,153; 31,707 68,941 
4,772 254 7,021 
15,539 9,661 ’ 19,116 
5,900 525 j 2,699 


888 8858 5258 


i—} 
= 
w 
= 


88! 


485,213 57,838, 3,474) 37,442 
33,657). .104|7, , F 11,362} 211 15,538 
33,836]. " : 1,915) | ° 

33,6701. ; ; 6,449) 598 
| 12,204. . t 4,224 553 564] 1,561 . 
39.0). w Ree See ee ‘ : ; 8,622} 1,155 655| 3,631 .0178 


21.1) + .0130 3.8 18,175 . 5 . 4,070 410 707 2,005 -0088 
20.3} .01 6.2) 5.8 21,285) . . ° 6,758 912 1,841 6,636 0126} 101 


Genl. Mdse. sales include mail order catalog sales. See pave 20. 4 and 4 See end of state for SM Metropolitan County Areas. 
Baltimore County combined with Independent City of imore. Before using these figures, see explanation page 11. 
“Not Available. © SM, 1955. 


410 SALES MANAGEMENT 


twice tor the 
Same meal ? 


No matter how good that steak dinner tastes, 
you wouldn’t pay the same check twice! 


Unless you know the facts, advertising in Bal- 
timore can eat up your budget... and you'll 
pay two tabs for just one “helping” of the | 
Baltimore market. 


When you advertise in the NEWS-POST, you 
buy an unduplicated circulation! You pay a 
ONE PAPER RATE...and you reach more 
than ONE-HALF of the Baltimore market. 


Baltimore News-Post 


A Hearst Newspaper, Represented “Nationally By Hearst Advertising. 
Services with Offices in Principal Cities 


MAY 10, 1955 


0019 sq. in. equals $1 million. 


MARYLAND-DELAW ARE 
and District of Columbia Saou 


PENNSYLVANIA 


so FREDERICK: o 
bag ean ea 


MONTGOMEREY 


© Shi Mount Rammer if 
FY Gccaruncpaas Selaneaes 


») PRINCE GEORGES 


[ 


Mayer Metropolitan Counties SA e L Metrepoliton County Areos ore 
enlorged seperately in order a ee bounded by black dotted line 
te eveid extreme distortion 
within remoimder of state. 


DEL-MAR-VA, FAMED IN STORIES—AND SALES 


WBOC) #8 |WBOC-TV 


960KC 1,000 Watts PENINSULA ARE Channel 16 Established 1954 
Full time since 1940 THESE GREAT Tallest TV tower in Maryland 


Sl,e70 Rate Nemes MEDIA. Serving 50,715 TV Homes 
Mutual Network Affiliate 


CONLAN: 64.1% of audience | RADIO-TV PARK, ABC, CBS, DuMont TV Networks 


6:00 AM-11:00 PM Sunday EXCLUSIVE TV COVERAGE .. 
through Saturday. SALISBURY, MD. . . EXCLUSIVE MARKET 


SERVING 301,000 POPULATION . . . $430,000,000 ANNUAL RETAIL SALES 


SALES MANAGEMENT 


“A—List” Target For Increased Sales 
HAGERSTOWN ” MARYLAND 


THE FACTS: 35.6% of Metropolitan Hagerstown wealth is 
An ABC city zone population over 50,000. in the all important $4,000—$7,000 income 
Effective Buying Income in the Metropolitan bracket—higher than the Maryland average, 
Area is more than $109,460,000! higher than the U.S.A. average. 


Metropolitan Area Retail Sales are a solid You can hit the center of this quality market 


$77,438,000. only through the HERALD-MAIL . . . with its 
Whopping Potential for National Advertisers! 26,233 circulation. 


Hagerstown ff 
HERALD-AAIL 


National Representatives: BURKE, KUIPERS & MAHONEY, INC. 
New York - Chicago - Atlanta - Charlotte - Oklahoma City - Dallas - San Francisco 


Pe ice er sd MARYLAND — (Continued) 


SALES AND 
POPULATION hg a lata RETAIL SALES oat Sr 


ESTIMATES INCO 
JM 1/1/55 JSM ESTIMATES—1954 @ ESTIMATES— 1954 CONTROLS 


M im decane 
COUNTIES it | ° | 
CITIES 


FIVE STORE GROUPS 
| Urban- in thousands of dollars—add 000) 
Total | & Fami- ized Net %, fee we 
(thou- of lies | Popu-] Dollars of all | 
sands) | U.S.A. | (thou- | lation (add U.S.A. | ~ ily S.A. | General | Furn.- Auto- 
| sands) | (thou- 000) | | F . | House- | motive | Drug 
| sands | i } | Radio 


Buying |Qual- 
Power | ity 
index | In- 

| dex 


0036, 1. 7,962} .0032|1,373/4,423] 22,651) | .013: | 8,600) 1,214] 4,555 953 

Washington. ... 6} .0520| 24.1) 39. .460|  .0436|1,294/4,542] 77,438} .0456| 3,213) 21, 7,145, 5,139) 13,070} 2,008 

AHagerstown. 39. me 2.2 60,520} .0241|1,548|4,961] 59,227 0348) | 14,763, 6,826] 4,168] 10,314] 1,771 
| | | | | | | | | 

Wicomico. ..... 0 .0264| 12.8, 16.3] 52,994) .0241|1,282|4,140] 54,647, .0321| 4.269) | 10. 3.516} 2,714 12,283) 1,042 

Salisbury 3} 0100, 5.0) 24,216) .0096)1,486]4,843] 41.903] | .0246 | 6,675, 2,462] 2,649] 8,781 965 

Worcester 9.0154 7.6] 3.5] 22,293) .0088| 895)2,923] 42,653] .0251| 5,612, 6. 1,628) 1,315} 9,024, 627 


Pocomoke City -5| =.0022 1.1 4,680) 0019/1 337} 4,255) 15,018 .0088| , 33 | , 16 | 418) 5,487 115 


|——— , ———__ | ——__|— ERR, neta (RES EES EE eT = 


| | | 
Totai Above Cities 1,273 9| -7837| 368.4 2,063,733) .8220/1,620\5,602] 1,749,014; 1.0286 449,173; 276,770} 96,582) 275,401) 58,031 8764) 112 


State Total. . __1 2,637.7) 1.6226) 731. -9/1841.0 Of 3,932,626 1.5659 1 ,491'5.373] 2.577,240) 1.5157) 3.521) 699,153 324,601} 121,154) 432,121| 80,086} 1.5621, 96 


MARYLAN D— 6%) Metropolitan - _. Areas 


Baltimore.......] 12 | 1,460.9) 8967] 412. “6/1298. 5| 2,228,879) .8875|1,626|6,390] 1,540,640] .9061| 3.732] 422,443] 250,862| 76,368| 209.689) 63,858] F—| 100 


ACumberiand. . 93.3) .0574) 26. 8) 50.8} 105,491) .0420|1,131/3,936 72, 602) -0427| 2,709, 22,469 7,573 4,588 9,629) 2,287 
AHagerstown. . . 84.6 .0520) 24.1, 39.1] 109,460 .0436| 1,294 4,542 77,438 .0466| 3,213) 21, 338) 7,145 5,138 13,070) 2,008 


Total of Areas. . 1,638.8) 1.0081, 463.7/1388.4) 2,443,830, .9731/1,491/5,270} 1,690,680, .9944, 3,646) 466.250 265, 286) 86,095 232,288 58,153} .9865| 98 
MARYLAND— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
Rs Total 
COUNTIES | Con- 

$2,500-3,999 | $4,000-6,999 |$7,000 & Over CITIES sumer $0-2,499 | $2,500-3,999 | $4,000-6,999 | $7,000 & Over 
I % % Units % % % . % 
(thous. ) % in % In % in (thous. ) % in % in % in % ir 
$ Units come | Units come | Units come $ Units come | Units come | Units come | Units come 


28.6 | 3, ‘ -2 | 30.8 26.7 | 28.0 38.9) 7.6 22.2 438.1 | 4, 26.7 7.7 | 26.0 17.1 | 32.4 35.7) 15.9 39.6 
12.8 | 3, , 4 | 28.7 23.1 | 30.8 38.6 | 9.5 26.9 i 332.3 | 4, 28.0 8.2 | 25.5 17.9 31.2 35.0 | 15.3 38.9 
47.0 | 3, ‘ -9 | 22.1 17.8 | 28.2 36.3 11.7 33.0 Calvert....... 3.4} 3, 46.2 20.4 | 29.2 30.7/| 18.3 30.7| 6.3 18.2 
9.7 | 4, , -0 | 24.2 18.9 | 26.4 33.0 | 12.8 36.1 Caroline 6.1 A 48.1 21.9 | 27.9 30.3 | i8.7 32.5| 5.3 18.3 


Before using these figures, see explanation page 11 
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MARYLAND— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


COUNTIES COUNTIES | Con- 

CITIES 000 & Over 
% 
+4 In- 
Units come Units come Units come come 


29.6 28.1 2 3.2) 7.2 20.8 “3 ° : : 0 3 44 
26.3 26.6 5 1.6) 7.0 21.7 
30.2 25.6 0 35.4) 10.5 27.1 
28.6 25.6 -2 37.3) 9.1 23.6 
28.4 30.9 -7 27.3) 5.5 18.8 
28.8 28.9 3 3.9| 6.6 21.1 
29.5 27.7 3 33.5 7.7 22.9 
29.7 26.7 4 33.9) 9.6 27.2 
28.2 33.5 0 26.6) 4.1 13.1 


26.9 23.0 | 26.2 35.8) 10.9 28.3 . 
32.6 -? | 26.1 20.3 | 27.4 34.2/| 13.9 34.8 7 | 2,914 
51.5 -7 | 26.6 29.2) 15.0 26.3) 6.9 20.8 J -3 | 3,562 
16.4 0} 14.2 6.3 | 29.9 21.1 | 30.5 69.6 
16.6 3.4) 17.9 8.8 | 33.3 26.1 | 32.2 61.7 
21.1 -7| 17.5 9.3 | 31.2 26.6 | 30.2 68.4 iti -6 | 4,550 
20.6 -0 | 18.2 10.5 | 37.8 36.0 | 23.4 49.5 
12.8 15.4 7.7 | 41.3 33.0 | 30.5 56.6 ...-| 864.7 | 4,601 | 29.4 8.6 | 24.3 


MASSA C H USET T S — Counties and Cities — (oe ye enema nce toland Verment 
Mass. state map—page 432. 


NomBer or OUTLETS 
City County i F | GM 


o 


Adams-Renfrew . - Berkshire. events ‘ i RS <3 , 58 
79 


~ 


oe 
Anan Gw OD OM =D 


a 


- 


~ 
SCACmMHAON OH UD 


.. Bristol. 
. -Berkshire. .. 


~~ — 
sNOUO ON 


a —_ _ 
oO oUanuanhe 


Fitchburg . 

Framingham. ... . 

Gardner... ...... Worcester. 
Gloucester...,...Essex.... 
Great Barrington. Berkshire. .. 
Greenfield... ..... Franklin. . . 
Haverhill... . 

Holyoke... . 

Lawrence. . 

Leominster . 

Lowell... 


~~ 
~~ 


. . Worcester. , 
.. Hampden. . 
Bristol... . 
Middlesex. . 
Middlesex . 
. Middlesex. . 
. . Worcester. . 
... Norfolk. . 
..Hampden. . 
Lyam...is.. . .Hampden 
Malden. . . : sos. OCONEE... 
Marlborough Middlesex . J . .Middlesex. 
Medford... .... . Middlesex | | J Worcester 


CBI Hw ONRABN UNS we 


Do 3S 


psy veer Os Syvers RETAIL SALES 

BUD 1/1/55 BY) Estimares—1954 BY EsTiMATES—1954 
COUNTIES FIVE STORE GROUPS 
CITIES Area on (in thousands of dollars—add 000) 


a | Gap- 
U.S.A. | ita . General | Furn.- Auto- 
(thou- F; Mdse. | House- | motive | Drug 
sands) Radio 


12.0 0290 1,408 2,276 2,928) 10,169) 2, 
é : -0076)1 ,614/5, 192) P F 1,089 944 5,944 761) 

109 8 -3/107.9 214,710, .0855/1 ,660/5,1 11,895 7,615} 25,780) 3, 

16.3 95, im| -0379)1,727)5, 76,351) .0449 . 8,053 4,265, 12,362) 1,41 0392) 116 


4 and 4 See end of state for SM Metropolitan County Areas. Before using these figures, see explanation lu 
*Not Availabe . © SM, 1955. 


414 SALES MANAGEMENT 


IN PITTSFIELD 


Progress 2s also Our Most zmportant Product 


... Lhanks to GE. - 


Since the progress of a market determines the sales that an advertiser can 
expect, we will start our progress story with a report comparing 1954 


with 1953. Hope you did as well. 


1953 


1954 


Population 135,400 
Total Income $206,109,000 
Retail Sales 151,547,000 
Food 40,429,000 


Furn. Household 7,584,000 


Drugs 3,324,000 


GENERAL ELECTRIC COMPANY 


And here’s how our biggest employer, the General 
Electric Company, contributed to the progress of 
everyone in this market. 

For the second time in its history, General Electric 
had a weekly payroll in excess of $1,000,000—more 
than $52,000,000 in 1954 plus employe benefits 
averaging $734 per employe in addition to their 
regular pay. 

Employment was at an all-time high of 10,400 people 
—more than double that of ten years ago. Several 
new buildings costing many millions of dollars were 
completed and in operation. More than $7,000,000 
was spent by General Electric for local services, such 
as light, heat, power and supplies 


IN ADDITION ... 


In addition to General Electric, 15 other big and 
important diversified industries maintained top em- 


137,600 
$214,710,000 
152,162,000 
41,485,000 
7,615,000 
3,445,000 


ployment and top wages, thus adding their share 
to our progress . . . while providing solid bedrock 
for continuing prosperity and growth. 


Many hundreds of new homes were completed and 
occupied. The household needs of these new home- 
owners . . . plus the free-spending resulting from 
the high wages of most Pittsfield families . . . added 
a big boost to norinally high retail sales. 


THE BERKSHIRE EAGLE 


Likewise, The Berkshire Eagle made its contribution 
to the progress of Pittsfield with more and better 
local news, greater circulation and a better oppor- 
tunity for its advertisers to get even better results. 
The Berkshire Eagle, offering better than 100% cov- 
erage of the city zone and 78% coverage of the 
entire metropolitan county area, is today better 
equipped to help you do the big sales job ahead. 


Family for family, the Pittsfield market is the most responsive mass market in the state. 


THE BERKSHIRE EVENING EACLE 


PITTSFIELD, MASS. 


Represented by The Julius Mathews Special Agency, Inc. 
All figures quoted from copyrighted Sales Management “Survey of Buying Power, 1955” 
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The NORTH ADAMS Market Continues to Grow 


This expanding sales area, located in the 
northern part of Berkshire County is com- 


1954 retail sales in the city zone alone 
reached the total of $45,580,000 ($3617 


pletely isolated—self-contained and free 
from the influence of other cities or out- 
side newspapers. It’s a market of 48,288 
people. 


per family), an increase of nearly $3,000,- 


000 over 1953. 


The North Adams Transcript reaching 
100.8% of the homes in the city zone and 
95% coverage of the outside areas, is the 


The modern stores in North Adams, Adams 
and Williamstown regularly supply the 
needs of the 14,500 wage earning and 
farm families in this area who have an 
average family income of $4872 per year. 


only medium that will give your advertising 
messages the family penetration that is so 
necessary—at a most economical cost. 


The North Adams Transcript 


North Adams, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


The “SM” symbo!s mark original, exclu- 
Pe sive estimates by SALES MANAGEMENT. 


SALES AND 
RETAIL SALES ADVERTIS- 


ING 
ESTIMATES—1954 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


MASSAC HUSETTS— (Continued) _ 


POPULATION EFFECTIVE BUYING 
' 


NCOME 
ESTIMATES— 1954 


JM 


COUNTIES 
CITIES 


| 
%, | Per | Per Buying |Qual- 
of | Cap-| Fam- 


U.S.A. | ita | ily 


Dollars 
(add 
000) 


Furn- | Auto- | 
House- | motive Drug 
Radio 


General 


000) Food | Mase. 


Urban. 
ized 

Popu- 

lation 

) | thou- 
sands 


North Adams 
Great Barring- | 
Wie iaik by .2} .0044) 2.3 
Adams Renfrew 0073 3.4 
RED 48 . -2451| 120.7 
ANevw Bedford 108.2] .0666| 
4 and 4 See end of state for SM 


22.1) -0136} 6.8 31,703; .0126)1,435)4 , 662 28,051 2,192 -0140} 103 
| | | 


647 


1,647; 
| 


-0053) 120 
-0069; 95 


373) 

537! 557| 
26,996] 25,517 -2302| 94 
13,101) 7,799) 0674) 101 
Before using these figures, see explanation page 11. 


.0044| 1541/4, 824 
.0070}1 ,498)5 , 198 
.2251|1,41914,683] 389,443) 
06241 ,447/4,634] 129.758] 


© SM, 1955. 


11,096] 
17 672! 
565. 290| 
156 619 


12,499 
10,677 


493} 


-2290| 3,227| 118,618) 
.0763 40,840 


54,751) 13,185 
17,416) 4,932) 


| 


33.8) 
Metropolitan County 


Areas. 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market. . . 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 


in terms of your selling chances . . . but they 


in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 
For a realistic appraisal . . . 


and profitable selections . . . be sure to study both the Survey data 


and the advertisements. 


SALES MANAGEMENT 
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CAPE COD, “ISLANDS” MARKET 


Continuous expansion and diversification of industry in Greater New Bedford has produced economic stability. 
This “Industrial Revolution” also has brought increased buying power. 


Fucneaced BUYING POWER 


Total Buying Power in 1954 reached a new 
high of $339,602,000....an increase of 
$31,531,000 over 1953. 


Fucreaced RETAIL SALES” 


Total Retail Sales in 1954 were the highest in 
the market's history, reaching a total of $269, 
889,000 . . . an increase of $1,205,000 over 
1953. 


Fucreased FOOD SALES* 


Total Food Sales reached a new peak of 
$85,571,000 in 1954 .. . surpassing 1953 by 
$2,190,000. (The year 1953 also was a new high 
in food sales.) 


Increased CIRCULATION 


Daily circulation of The Standard-Times reached 
a new high of 60,188 for the six months ending 
Sept. 30, 1954. Sunday Standard-Times circu- 
lation climbed to 50,824 in the same period. 


*All figures are for Greater New Bedford - plus Cape Cod and “The Islands” (Martha’s Vineyard and Nantucket). 


in 1954 Cape Cod and “The Islands” had the largest summer tourist business of their history. Visit this 
beautiful summer playground in 1955, have the time of your life, and see for yourself this “plus portion” of the 


Greater New Bedford Market. 


The Standard- Times 


“The Nation’s Best-Read Newspaper” 
BASIL BREWER, Publisher 


ONE PAPER COVERAGE: CITY ZONE 94%, ENTIRE MARKET 85% 


MAY 10, 1955 


Represented by Story, Brooks & Finley, Inc. 


TAUNTON’S BUYING POWER IS REAL SALES POWER 


Taunton’s family income—highest of Bristol County's three Retail sales $43,491,000—another high—$3849 per famiiy— 
largest markets is based on its many diversified industries that $278 above the national average. Food sales per family $1142 
keep employment and wages at high levels the year ‘round. are 32% above average—drugs 40%. 

Total annual income is $55,640,000. 


Taunton wage earners produce bronze art goods, proprietary The Taunton Gazette is the big selling influence here . . . 
medicines, sporting goods, textile products, silverware, plastic close to 100% coverage of the city zone families. No other 
products, stoves and ranges, leather goods, rubber products, newspaper can do a worthwhile job in Taunton . . . Bristol 


marine gears, jewelry, apparel. County’s best large market. 


reirtinn TAUNTON GAZETTE = 


The Julius Mathews Special Agency, Inc. TAUNTON, MASS. 
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POPULATION EFFECTIVE BUYING RETAIL SALES 
SH ESTIMATES TM INCOME v7 
‘ 1/1/85 ‘ ESTIMATES--1954 ESTIMATES—1954 
FIVE STORE GROUPS 
(in thousands of dollars—add 


% 000) 
of 


Furn.- Auto- 
House- | motive 
Radio 


12,971) 16,486 
4 : ’ 2,282 6, 235) 
1 1,523 4,309 
12 P . 566 1,544 


+26 


18 6) . -2/496.5 3510) 1 ,616)5 652,060) . . 336) 32,975, 27,638) 72,323 16,81 


178,669; .0711|1,72115 70! 120,817) . 689) 8,934 5,295 18,919} 3,34 -0696 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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Circulation Figures You Can TRUST! 
..+ The Only ABC Newspaper in Lynn, Mass. 


pairy ITEM 


REPRESENTED BY JOHNSON, KENT, GAVIN & SINDING, INC., NEW YORK + CHICAGO + BOSTON + SAN FRANCISCO + LOS ANGELES 


Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


FALL RIVER 


RETAIL SALES TOTALED 
$126, 673,000.00 IN 1954 


ol ie BS) 
IN FALL RIVER—DIVERSIFICATION 
OF INDUSTRY IS THE KEYNOTE OF THE 
AREA’S ECONOMY. MORE THAN 300 
MANUFACTURING PLANTS PRODUCE 


ARTICLES FOR EXPORT, AND THE DOMESTIC 
MARKET. 


$126,673,000 


RETAIL SALES OF $126,673,000 IN 
1954 INDICATE THE HIGH BUYING POWER 


THIS DIVERSIFICATION HAS CREATED. 
$105,148,000 


ONE NEWSPAPER — THE HERALD 
NEWS — EFFECTIVELY COVERS THIS RICH 
INDUSTRIAL MARKET—WITH A COVERAGE 
OF OVER 90% IN THE FALL RIVER ABC 
TERRITORY. 


Sin 2 


Covering This Rich, Industrial Market "Exclusively and Completely 


KELLY-SMITH COMPANY 
National Representatives 
NEW YORK LOS ANGELES CHICAGO DETROIT SAN FRANCISCO 
PHILADELPHIA SYRACUSE BOSTON ATLANTA 


Seurce 1948 Census of Business 
Sales Management 1955 Survey of Buying Power 


MAY 10, 1955 


THE SALEM EVENING NEWS 
COVERS THIS IMPORTANT MARKET 


RETAIL TRADING ZONE 


A consumer potential of 
148,000 in a highly de- 
veloped industrial cen- 
ter. Manufacturing, 
wholesale and _ retail 
trade, and the service in- 
dustries account for 88% 
of employment in the 
Salem area. 


Among the large manu- 
facturing industries are: 
8 Sylvania — 
plants, 2 C.B.S. H 
plants, Bomac Labora- 
tories, A. C, Lawrence 
Leather Tanneries, 
United Shoe Machinery 
Corp., Metal Hydrides, 
Inc., Parker Games, Aul- 
son Tanning Machinery, 
Atwood and Morrill sia 

Valve Co., and Eastman SEER Ba f [City Zone 
Gelatine. 


[_jRetail Trading Zone 


SALEM EVENING NEWS 


SALEM “The Witch City” 
Represented by The Julius Mathews Special Agency 


ASSACHUSETTS — (Continued) Re ee eee 


SALES AND 
POPULATION Lge te BUYING RETAIL SALES ADVERTIS- 


ESTIMATES NCOME ING 
JM Bi SYD estimares—954 CLD estimates—ios4 CONTROLS 


COUNTIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General Auto- 
Mdse. motive | Drug 


119,114) . ¢ ’ . ° F 6,229 . 12,210) 3,512) . 
70,228) . , * A ‘ , 7,222 ° 8,093) 1,580)  .0312) 119 
76,334) . , ; ’ ‘ 4,578 ’ 8,187! 1.1161  .0305) 103 


© SM, 1955. Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,”regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 


SALES MANAGEMENT 


Definitely, the trend in 


reat otter eet $199 663 000 0.02.00 


96 out of every 100 Greater Lawrence families with MORE to SPEND are readers of the 


Lawrence EAGLE- TRIBUNE 


The ONLY MORNING newspaper The LARGEST EVENING circulation 
in Essex County, Massachusetts in Essex County, Massachusetts 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999; over $7,000. 


HAVERHILL (MASS.) GAZETTE 


A very stable and excellent sales market with All Sales 


Classifications in line with Population and Income: 


“RETAIL SALES, 1954 $52,926,000 
FOOD SALES, 1954 $17,885,000 
GENERAL MERCHANDISE, 1954 $4,578,000 
FURNITURE, HOUSEHOLD, RADIO, 1954 $4,006,000 
AUTOMOTIVE, 1954 $8,187,000 


**Plus 100% Coverage in Haverhill ABC City Zone 


* Sales Management 1955 Survey of Buying Power 
** Dec. 31, 1954 ABC 


WARD-GRIFFITH CO., INC. ‘GEORGE W. McLAUGHLIN 
National Representatives Business and Advertising Manager 
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AN INVITATION TO PROFITS 


The GLOUCESTER market—34,000 people, has 
a long list of successful campaigns to its credit. 


Advertisers who have put their cash on the line The Gloucester Times provides a hard hitting sales 
through advertising in the Gloucester Times have impact with 104% coverage of the city zone and 82% 


returned year after year to keep people sold and coverage of the retail trading zone. 


invite new customers for their products. When you advertise in the Gloucester market you 


If you haven’t experienced the sales power of this reach 34,000 people—$48,603,000 buying income and 
newspaper, you just don’t know what your competi- an opportunity to share in the retail sales total of 
tors are getting—what you're missing. $38,777,000. 


GLOUCESTER DAILY TIMES 


Gloucester, Mass. 
Represented by The Julius Mathews Special Agency, Inc. Philip S. Weld, Publisher 


Data: Survey of Buying Power 


MASSACHUSETT Tak (Continued) Ss 2 : ; The “SM” symbols mark original, exclu- 


__sive estimates by SALES MANAGEMENT. 


= es SALES AND 
FOPULATION EPPECTIVE _ BUYING RETAIL SALES ADVERTIS- 
JM 1/1/55 BYP ESTIMATES—1954 BYP ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


Per 

Fam-| | Sales 

ily U.S.A. General | Furn.- 
F. | Mdse. | House- 


-O161)1,477 4,866 .0179| 9,601) h : 2,482} 1,165 
-0202} 1.6436, 601 , ? ,289| 5,455| 1,106 
0085} 1 , 497|5,097 022} 0113 ,600, 2 2,804| 520 
.0156| 1614/5 , 660) s57| : | 2,124) 1,024 
0160) 1 5651/5, 285 . 93) | 1,941) 368 
.0109| 1 65017 , 208 3,967, . 597) 1,554) 341 
0315) 1,436/4,593 | 0348) 3,439) 16,236, 3, 10,721} 1,206 
: | .0120)1,649|5,917 ‘ j | 8,073] 2,964) ,374| 8,025) 688 
115.8)347.3 890) 2647/1 ,688,5,742 981. 3,955) 120,523) .175) 738; 74,283) 15,083 
49.6 342) - 1204}1 ,792|6 096 257,976) .1517| | 59,947) 31,941) 920} 41,824) 8,3 
16.8 ; .0349}1,594/5,219] 76,317) | 23,77 ’ 9,673, 3,110 
13.9 . 0338} 1 ,593)6 ,098 J .0204| | 11,316 6,260] 1,21 
0135} 6.6 , 0143} 1,637|5,457 586). | §,915 78) ,048| 5,558} 692 


| | 


| | } 
22.3] 0187] 6.5) 36, .0147|1,654|5,674 23, 7,901 6,377; 506 .0143| 104 


4 and “4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11 


NEWBURYPORT—SALES CENTER FOR 51,000 PEOPLE 


Family income averages $5,571 for the entire area. And don’t forget these 51,000 people have a backlog 
10 leading industries support its high economy and of $35,000,000 in savings bank deposits which can 
provide an annual income of $82,314,000 — retail also be tapped if your product appeals to them. 


ee ene SO Your advertising in The News reaches 96% of the 


The Newburyport News provides a direct tie-in families in the city zone and 41% of the entire 
with this active market—provides that extra trading area and makes you a part of the buying 
readership that means extra sales. decisions of these able-to-buy families. 


Data: Survey of Buying Power 


NEWBURYPORT DatLy NEWS 


Newburyport, Mass. 


Represented by The Julius Mathews Special Agency, Inc. Philip S. Weld, Publisher 


SALES MANAGEMENT 


HAVE YOU EVER COUNTED 187,341 PEOPLE? 


That’s how big the Holyoke city and retail trade 
area is, based on the latest ABC information 


The rich suburban areas that surround Holyoke and make up its retail trade zone bring 
a constant flow of buyers into Holyoke stores creating an ever expanding sales market 
—a market that is easy to reach because one newspaper serves more of the families and 
provides low cost volume sales. And that one newspaper has been the main source of 
news and buying information for the city and the well-to-do suburban area families in 
many cases for three and more generations. 


235 big and busy industrial plants plus the many service and retail shops provide more 
than 40,000 pay envelopes each week amounting to a total of nearly a quarter billion 
dollars income per year. 


With 83% coverage of all homes in the city zone and 50% of the trading area, The 
Transcript-Telegram is the proven way to reach these high income ($5,931) families 
that live here—work here and spend here. 


The HOLYOKE TRANSCRIPT-TELEGRAM 


HOLYOKE, MASS. 


31,650 families Represented by The Julius Mathews Special Agency, Inc. 26,246 Circulation 


Careful reading of the explanatory introduction, starting on page 11, will help you make 


the best possible use of the data and features in this Survey. 


every Friday 


Greenfield Recorder-Gaselle 


FRANKLIN COUNTY’S OWN NEWSPAPER THREE TIMES GREATER COVERAGE 
of Franklin County than near- 
12,437 net paid (9/30/54). Evenings except Sunday. .09 per agate line b.&w., est metropolitan daily 


FOOD — best day, Thursday 
CHV AUTOMOTIVE — tie in with 
: 4 “Riding with Russell” column, 


.13 black & one color. Liquor and other beverage advertising accepted. Represented Nationally by 


GILMAN, NICOLL & RUTHMAN 
New York, Philadelphia, Chicago, Boston, 
San Francisco, Los Angeles 
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More and more new industries are moving to 


WALTHAM 


... RCA... SYLVANIA... Use the 


4 
4 

5 

i] - ews -Tribune J 


It gets results in this 
fast-growing area 


THE NEWS-TRIBUNE - WALTHAM - MASS. 
REPRESENTED BY JOHNSON, KENT, GAVIN & SINDING INC. 


. f seo 3 The “SM” symbols mark original, exclu- 
eee ets Siipats ___ sive estimates by SALES MANAGEMENT. 


a So 4 SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


INCOME ING 
JM ESTIMATES—1954 ESTIMATES— 1954 CONTROLS 


COUNTIES . ~~ FIVE STORE GROUPS 
CITIES Area ~ (in thousands of dollars—add 000) 


Per ae i paaibninee _} Buying |Qual- 
Cap- | Fam- Power | ity 
ita | ily 


| 


-0078)1 ,786/6, 336 3 = 4,349 
.0583}1,487|5,641 030). 18,873, 3, ‘ied 2,174 .0520) 


7.1 0173} 1441/6, 110 995} .0194) 6,986 116) 1, 6,428} 958} .0182| 
317.9|996.1 | 1, .7941|1,770\6,273 ; -5581| 2,985; 281,520 ,831| 35,208) 147,648) 31,554 

-0900|1,900/6,832] 137,360) . 33,001 : ,877| 24,317| 3,601 
0569} 1 ,493|5. 196 028} .0647| | 30,719) 9,144) 5, 10,634) 2,6 
.0662/1,612/5,790] 74,832} 0440) | 25,623 694) 2, 14,916] 2,7 
-0408)1,665/5,761] 61,571/ 0362) 18,755) 2, 9,243) 2,223 
0942/2, 746|10029 f .0376| 22,798) 7 ; 13,576 3,787] .0690) 130 
.0332}1,624/6,323] 61, 036% 16,002 944) 2, 7,330, 2,017] 0338) 107 
.0462/1,748)6 476 841] .02 13,640 | 7,007) 1,581] .0392| 96 
.0314/2,039/7,661] 39,791) .023 17,959 7} 7,826] 913) + .0275| 116 
0184/1 ,493'5, 428) 6, 033: 10,177 19,716 . 5,288) 1,072 -0230) 121 


Before using these figures, see explanation page 11 


Framingham...t 30.9] 0190 8.5) 
© SM, 1955. 


THE NORTHAMPTON MARKET 
For Stable Volume Sales or Testing 


Northampton’s family income of $6110 is ee the U.S. 

—totaling $138,770,000—65% is concentrated in the over 
Perfectly Balanced Market $4000 bracket. Hampshire families shop in Northampton 
Big-name manufacturing plants—steady whose stores produce 45% of the county’s sales, 58% of 
work, high wages general merchandise, 54% of automotive, 46% of furniture- 
Heavy proportion of prosperous trade household and 44% of its drug sales. 


ond professional people : ; The Daily Hampshire Gazette reaching 86% of the families 
One of state’s top farm income counties in the city zone—66% in the entire retail trade area and 52% 
Famous education centers—4 colleges of the county, influences brand preferences throughout the 
entire market area. 


DAILY HAMPSHIRE GAZETTE-—Northampton, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each st: te table alongside the state name. 


SALES MANAGEMENT 


LOWELL M AS DOMINANT CITY IN 
§ @ NORTHERN MIDDLESEX COUNTY 
Serving a Trading Area of More than 55,000 Families 


with an Annual Family Expenditure of $227,000,000 
ALWAYS A HIGH SPOT MARKET! 


THE LOWELL SUN 


Only Daily Newspaper in Lowell 


Both Showing a 
Continuing Steady 


LOWELL SUNDAY SUN | Growth... 


LOWELL SUN 40,609 
Only Sunday Newspaper in Lowell LOWELL SUNDAY SUN 27,260 


National Representatives: Story Brooks & Finley 
Only through the Sun may an advertiser obtain adequate penetration. Let us establish proof. 
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SELL BOTH MASS AND CLASS 
At Low Advertising Cost 


It’s a real advertising buy—effective cov. | Only the Marlboro Enterprise-Hudson 
erage of Marlboro-Hudson’s prosperous § Sun cover and penetrate this multiple 
wage-earning families and the well-to-do city market—and at remarkably low cost 
countryside communities of Concord, _ per sale. 

Maynard, Bedford, Acton and Sudbury. - - - and, in addition, all this for just 
pennies more. 

For slight additional cost you can schedule 
the five-town weeklies and tap the big 
optional buying power of the fine homes 


Steady high wages enabled Marlboro-Hud- 
son families to pour $26,854,000 into 


retail cash registers last year. Food sales 


alone averaged $1,134 per family—$266 — of the Concord-Maynard-Bedford-Acton- 
above the national family average. Sudbury market. 


A “RESULT PACKAGE 
Marlboro Enterprise—Hudson Sun 


and the Five-Town Weeklies 
Marlboro, Mass. 
Represented by The Julius Mathews Special Agency, Inc. 
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tg hee BUYING RETAIL SALES 
ESTIMATES—1954 JSM ESTIMATES—1954 


Metro- 
COUNTIES = [politan 
CITIES Area 


FIVE STORE GROUPS 
ee Coun- (in thousands of dollars—add 000) 


% ty 
of Fam-| Sales 
S.A. ily . | Per Auto- 
Fam- 
ily 


U. 
Food House- | motive 


6288) 1 ,574)5, 690) F A 10,582 ° 4,677 
-0358) 1 ,924)6, 965) " ; 10,833 7,589 


.0166\1, 6,144 7 F 8,619 2 4,162 
.0125| 1510/5, 816 Y ; 5,303 | 
.0233|2 ,073|7 ,307 . ; 8,818, 2,905) 
.0167/1,940)6, 869 , . 5,387 465 
.0104)1, el i 5,420 828 
.0221)1,965/6, 783} 6,907 375 
.0143| 1558/5, 348 ; 4,879 357| 
.0016/1 , 143/3, 637) 2 .0042| 6, 2,324 " 


3429 1,986 6 963 189). 119,792] 16,532) 
159,211] .0634|1 ,838/6,318 36,361 10,146) 
169, 329 -0674)2,785)9,788 ; : | 20,994 857 


65,727| .0262/2,833\1027 0186) | 7,125] 1,085 
32,454| .0129|1,843/6,901 ¥ .0132| | 8,672] 832} 1, 3,654 
62,509) .0249|1 ,694)5,735) ‘ ‘ om 754 5,590) 
55,091) .0219|2,079|7,759 , -0092} 5,727 18i 4,403 
39,266) .0156)1,944)7, 139 s .0084| 5,162 564| 2,213 
51,379) .0205/2, 482|8, 563 , . 5,726 471 3,969 
307,269} .1224|1,602|4,893 . ‘ , 65,482) 11,919 . 33,623 
105,578) .0420|1 ,624|5,253 , ‘ 25,169}  7,562| : 13,798 
5) 21,895]  .0087}1 ,520)6,256 : 0098) 5,872 958 | 2,618 
3.2) 16,905) .0067|1 ,565|5, 283 + 3,592 352 1,337 
18 eid 265.7/921.4 | 1,544,220| .6149|1,676|5,812| 1,407,987| . . 327,087| 278.089} 73,613| 135,227 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 
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EBrousew ives are More at Htome 


MAY 10, 


with the Boston Globe 


An impartial survey (by Burke Marketing Research) reveals that 


THE BOSTON GLOBE REACHES MORE HOUSEWIVES IN THE HOME 
— DAILY AND SUNDAY— THAN ANY OTHER BOSTON PAPER 


Get all the facts about Boston home coverage. For your copy of the Burke Survey, write 


“I'he Boston Glove 


Cresmer & Woodward, Inc. Scolaro, Meeker & Scott The Leonard Company 
New York, San Francisco, Los Angeles Chicago, Detroit Miami Beach, Floride 


1955 


How Boston Newspapers Rank 


Latest Boston Linage as compiled by Media Records, Inc. 
Year 1954 
Newspapers listed in order of daily linage 
TOTAL DISPLAY 
Ist HERALD-TRAVELER 10,961,867 
2nd Globe 


3rd Record-American 
4th Post 


Ist HERALD-TRAVELER 

SER RUE als Fa fo ocp es vd abdce nacevaclawescrcvewvhe ey: 
3rd Record-American 

4th Post 


Ist HERALD-TRAVELER 
2nd Globe 
3rd Post 


Ist HERALD-TRAVELER 
2nd Record-American 
3rd Post 
4,875,826 6,973,948 


The BOSTON HERALD and TRAVELER 


. . » First-Rate for selling Boston! 


Represented Nationally by GEO. A. McDEVITT CO., Inc. 
New York @ Chicago @ Philadelphia e@ Detroit @ Pittsburgh 


MASSACHUSETTS — (Continued) tive estimates by SALES MANAGEMENT, 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS. 
DD vy | GD Esiimares—t05s BYD estimaTes—1954 TR 


~ FIVE STORE GROUPS 
CITIES (in thousands of doliars—add 000) 


COUNTIES 


General | Furn.- Auto- 
Mdse. | House- | motive 
Radio 


1,695)5, ‘ . 275,081; 70,442) 120,257) 35, -6072 
1,521)5, , d 1,421 2,086 6,660) 1, -0241 
1,504'5, . 460 488' 6,228 -0206 


t Genl. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


fon 


NEW ENGLANDERS CERTAINLY LIVE WELL! 


THEY CONSUME MORE GROCERY PRODUCTS 
; THAN, ANY OTHER GROUP 


_OF THE SAME SIZE 


Can we ever forget that New Englanders have always been 
connoisseurs of good food. Examples? Who needs to be reminded 
of the merits of New England Clam Chowder, of Maine's Fish 
Chowder and Lobsters? Beans and Brown Bread of Boston? 
Apple Pie for breakfast? Or Cape Cod Oysters? Vermont's 
Maple Syrup is known from Coast to Coast. New Englanders— 
as a group—are among the longest-lived people in the United 
States. Perhaps it is because they eat so well. 


$2,250,000,000 a year is the size of the Grocery Bill of the six 
New England States. This is greater than the total of 14 large 
States lying west of the Mississippi. It amounts to about $900 a 
year for each family; and this notwithstanding the fact that 
almost one-quarter of New England’s families live in rural areas 
and grow some—if not most—of their own food. 


NEW ENGLAND HOUSEWIVES PRESENT 
A PROFITABLE CHALLENGE TO YOU. 


The 9,600,000 persons in the New England States are served 
by 237 wholesale and 24,000 retail grocers, an average of 400 
housewife customers per retailer. Of these ALL of the whole- 
salers and more than 14,000 of the grocery retailers (the largest, 
most alert and most progressive) are readers of YANKEE 
FOOD MERCHANT. 


Here is an immense market for any product sold through a 
grocery stove. If you have anything to sell from an alimentary 
paste to a zebra cleaner here is a most receptive and discerning 
market. It can be reached through its own New England tabloid 
newspaper. 


The Newspope f the NEW ENGLAND Food 


lags eh 
“ - "soahilas wee” it 


376 BOYLSTON STREET e@ BOSTON 16, MASS. | 
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The only radio station that represents the complete 
self-contained market that is CENTRAL NEW ENGLAND 


Represenied by WTAG WORCESTER 


THE HENRY |. CHRISTAL CO., INC. AM AND FM MASSACHUSETTS 
NEW YORK, BOSTON, CHICAGO, DETROIT, SAN FRANCISCO 5000W BASIC CBS 


sive estimates by SALES MANAGEMENT. 
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POPULATION EFFECTIVE BUYING RETAIL SALES 
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1/1/55 ESTIMATES—1954 ESTIMATES—1954 
COUNTIES |politan} a |) FIVE STORE GROUPS 
CITIES Area va (in thousands of dollars—add 000) 
of 


Dollars of 
U.S.A. lation 8. ily 


General | Furn.- Auto- 
Food Mdse. motive | Drug 
| 


-3631 ° ° 5449/5, -3579) | 175,676, 45,381 91,942) 15, 3551 


1264 . , E 6285.7 ’ 1685 75,340| 29,576) 42,745| 6.392] .1424 
0265} 12. 673] .0273|1 ,593|5,407 592) .0380 16,847} 5,160] 3,896, 9,852 2, 0304 
.0120 i y 4 ,664|5,794 756} .0157 | 7,890) 2,416) 1,058} 4,699] 978] .0136 
0154 P : : .478)4,994 | .0153 | 8,212; 1,271] 1,923] 4,613] 6 .0150 


os 0112 : ‘ : -649)5 662 , -0127 6,588 913 920 3,408) 62 -0120 
Milford 8! =.0097 . ‘ -792)6, 633) 0115 5,231 977 1,257 3,739 506} = .0110) 113 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. A Before using these figures, see explanation page 11. 


—— —— at, 


Se mess / ae 


‘ 
/ 


a Hopkinton 


- 


Pd 


* 
¢ 


The Milford Daily ews “ABR 
‘ oe ot oe 


® Read daily by the buyers for 48,000 people. ‘ Mendon 
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New England District Managers of food products agree: 
Worcester’s Retail Grocery Sales Potential Far 


Exceeds Worcester’s Wholesale Figures 


Arthur D. Tilton Harry L. Shedd, Jr. Arthur F. Rush 
New England Sales Manager, for New England District Sales New England Sales Manager, for 
the Quaker Oats Co. Manager, for the Borden Food the Kellogg Sales Company 
Products Co. 


Theron L. Beattie George A. Rader John W. Lightbody 
New England Regional Sales New England District Manager, District Manager, New England, 
Manager, jor Sunshine Biscuits, Inc. General Foods Sales Division, for Standard Brands, Inc. 
General Foods Corporation 


Wholesale head- 
quarters of three 
major chains oper- 


ating 75 super | 
markets here, are . y & t 
OUTSIDE of the 


Worcester Market. 
Retail sales remain F 00 d M ar k e t 


the one true meas- 


© mel ure of Worcester’s in th e N a t ion 


District Sales Manager, grocery volume, ° 
New England, for the WI t h 
Colgate-Palmolive Company 


$175,676,000 


Mancina rae = in Retail 
fhe WORCESTER | WORCESTER, MASSACHUSETTS Grocery Sales 
TELEGRAM George F. Booth, Publisher 
-GALEVIE MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


MAY 10, 1955 


Counties and cities on this mop 
are charted in proportion to net 
Effective Buying Income: Scale, 
0013 sq. in. equels $1 million 


Cities shewn are those hoving 


net Effective Buying Income of 
$15 million and over. 


Metropolitan County Areas ore 


NEW YORK 


wa 
= 


CONNECTICUT 


e 
% 


MASSACHUSETTS “.. 


te 


Cooyright by 4, 


M A SSACHUSETTS — (Continued) Jive estimates by SALES MANAGEMENT. 
POPULATION EFFECTIVE BUYING RETAIL SALES SOVEATIS. 


ESTIMATES INCOME ING 
1/1/55 SM ESTIMATES— 1954 JSM ESTIMATES—1954 CONTROLS 


ae | . 2 ae ive Stone GhOUrs” ~~~ | | 
CITIES t Coun- (in thousands of dollars—add 000) 


Total Net Per % t 
(thou- of Popu-| Dollars Cap- Sales 
sands) (add t ita 000: Per General . Auto- 
000) _ Food Mdse. moti Drug 
y 


12.4) .0076 , 18,293) . 1475/5 227 A 5,069 2,378 411 
11.9} .0073 : 19,169) . 1,611|5,477 ° 4,292 2,953) 382 
13.6} .0084 . 21,781] 0087/1 ,602/5, 585) . : 5,479 1,544 424) + .0088 


| 
| 
| 
i 


Qual- 


3,717.7) 2.2867/1,064.1 6,373,323) 2.5376)1,714|5, 989] 4,600,328) 2. 1,253,760 - sanbces 648 , 934) 137 ,565) 2.5384) ill 


| | 


| } ‘aemcer / : 
4,945.2) 3.0419'1442.4 |4219.1! 8,223,945) 3.2748'1.663'5,7021 5.334.024) 3.1370) 3,698'1, 488,885) 263,170| 747,708|161,2381 3.1869 


ET T S— GD Metropolitan County Areas 


1,8623| 873.5|2763.1| 5,281,122| 2.1029|1,744/6, 3,285,203) 1.9321) 3,761 902, 705) 411,427; 150,032; 433,508) 101 ,510 
1259) 62.8) 120. 307,268; .1224)1,602/4, 215,803; .1269) 3,436, 65,482) 11,919 9,964) 33,623, 5, 


120.7) 343. 565, -2251|1,419)/4,683] 389,443) .2290| 3,227; 118,618 28,996) 25,517| 654,751) 13,185) 


41.3 ° 214,710) .0855)1,560/5,1 152,162) .0895) 3,684) 41,485) 11,896 7,615) 25, 3, 


487.1 140.4 803 , 660 Rape) S088, 708 631,011) .3123) 3,782} 139,196) 43,846) 30,591) 85,632) 17,25 
574.1 166.8 889,498; .35421,549/5, 608,509) .3579) 3,648 178.078) 45,381) 32,622} 91,942) 15,483 


| 
Total of Areas. .. 4,829.3 2.9707'1,408.5/4178.31 8,061,549) 3.2101 1,669 5,736) 5,182,131) 3.0477) 3,687/1,443, 162) 551, 464) 256.331 725,236 156.674] 3.1134) 105 


MASSACHUSETTS— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


a COUNTIES 
$0-2,499 | $2,500-3,999 ete wee vad CITIES oa re te ® raneee 


Units 
In- % . % in % in- % In- % In- % % In- 
come | Units come | Units come | Units come 8 Units come | Units come | Units come | Units come 


j | 


Total 
COUNTIES | Con- 
CITIES 


35.4 30.1 25.9 8.6 26.7 28.8 9.6 | 30.2 23.9) 31.3 39.8) 9.7 26.1 
26.5 8.0} 25.4 35.1 13.0 33.3 andes 28.3 9.1 | 29.2 22.4 | 32.2 39.6 10.3 28.9 
23.5 22.1 -6 | 15.5 37.0 Paws we . 23.6 6.8 | 27.6 19.0 | 33.7 37.1 15.1 37.1 
30.3 10.5 27.9 < 41.6 16.7 | 31.0 29.5 | 20.1 30.6) 7.3 23.2 
26.2 7.8 | 26.0 18.4 | 34.2 38.8 | 13.6 35.0 
10.7 30.9 25.2 7.4 | 34.0 16.9 | 37.2 41.9 13.6 33.8 
27.3 11.8 28.2 27.6 9.0 | 29.8 23.3 | 32.0 40.0 | 10.6 27.7 
29.3 10.5 29.1 23.4 6.8 | 25.9 17.9 | 36.5 40.4 | 14.2 34.9 
9.6 27.5 i 30.4 9.7 | 27.1 20.7 | 30.5 37.1 | 12.0 32.5 


Before using these figures, see explanation page 11 
SALES MANAGEMENT 


There is only one market you can 


sell effectively by using a Boston radio station. That market is 


GREATER BOSTON 


In Boston, one station leads all the others. That station is 


WEE! 


...- WITH A 59.3% LEAD IN QUARTER-HOUR WINS; 
29.6% GREATER DAYTIME SHARE OF AUDIENCE; 
23.0% LARGER NIGHTTIME SHARE OF AUDIENCE! 


If you want to reach any other New England market, any 
study will show that you must buy the stations in those markets. 
Most of them are CBS Radio stations, too! 


WEEI SELLS BOSTON BEST 


CBS Owned « Represented by CBS Radio Spot Sales 


MASSACHUSETTS— Income Breakdown of Consumer Spending Units — (Continued) 


ened NET INCOME GROUPS, 1954 - NET INCOME GROUPS, 1954 
ota’ — 
COUNTIES | Con- COUNTIES - 

CITIES sumer ten | ——— $4,000-6,999 eee CITIES - ™—s sagas 9: ee egret 


Units ld 
% in % in % in % in (thous.) % in % in % in % In 
Units come | Units come | Units come | Units come $ Units come | Units come | Units come | Units come 


28.1 8.9 | 27.7 20.9} 32.2 39.0 | 12.0 31.2 Middlesex.....| 374.1 | 5, 24.7 6.6 | 23.2 14.8 | 34.3 36.1 | 17.8 43.5 
27.0 7.9 | 24.0 16.7 | 34.5 38.3 | 14.5 37.1 Cambridge....] 50.1 | 4, 34.6 11.0 | 24.6 18.6 | 28.1 33.8 | 12.7 
30.2 9.9 | 28.4 22.2) 30.9 38.7 | 10.5 29.2 --+-] 31.874, 30.0 9.5 | 28.0 21.2 | 29.9 36.2 | 12.1 
22.9 6.6 | 26.3 18.1 | 37.1 41.0 | 13.7 34.3 ille.....] 33.7] 5, 21.4 6.1) 25.0 16.9 | 30.1 42.6 | 14.5 
31.3 10.8 | 30.6 26.2 | 29.7 38.3) 8.4 24.7 ‘ 20.2 | 5, 22.2 6.2) 24.4 16.3 | 38.3 41.0) 15.1 
28.5 9.2 | 28.9 22.3 | 32.2 40.0 | 10.4 28.5 ccvccoel GUE Be 22.5 4.0/17.3 7.4} 29.2 20.0 | 31.0 


& 
~ 


24.8 7.2 | 24.5 17.0 | 36.4 40.5 | 14.3 36.3 ij -eseef 16.67 6, 23.0 6.5 | 26.1 17.7 | 35.5 38.5 | 15.4 
25.3 7.4 | 23.9 16.6 | 36.3 40.2 | 14.5 36.8 20.3 | 5, 18.3 4.6 | 20.7 12.3 | 40.1 38.2 | 20.9 
26.9 8.4 | 26.9 20.1 | 34.3 40.9 | 11.9 30.6 occseo VST By 20.8 6.9 | 23.8 16.0 | 40.0 43.0 | 15.4 
24.9 7.4 | 23.0 16.3 | 38.5 43.8 | 13.6 32.5 6.1] 5, 21.4 6.9 | 25.4 16.6 | 37.9 38.7 | 15.3 
23.2 6.7 | 26.8 18.5 | 35.5 39.1 | 14.5 35.7 . 5.41 4, 24.3 7.3 | 28.3 20.1 | 33.6 38.2 | 13.8 
23.0 6.6 | 26.6 17.7 | 34.8 37.0| 15.6 38.8 9.2 | 6, 19.6 4.6] 19.7 11.1 | 36.8 33.1 | 23.9 
40.5 14.6 | 23.3 20.0 | 26.4 36.2/ 9.8 29.2 
41.9 15.6 | 23.8 21.0 | 25.5 36.1 | 8.8 27.3 Nantucket... . 1.0 | 3, 34.1 12.6 | 33.2 29.2 | 25.2 35.6 | 7.5 22.7 


Before using these figures, see explanation page 11 
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MASSACHUSETTS— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


NET INCOME GROUPS, 1954 


Total 
Con- 
“—— mare a $0-2,499 $7,000 & " 


% %, % % 
% In % in % in 1 % in 
Units come | Units Un Units come Units come 


22.4 6.4 | 20.9 ° . -9 | 22.0 60.8 . d . a ¢ ° ; -0 | 13.2 33.2 
20.0 6.1 | 20.6 . ¥ -0 | 19.4 43.3 Leominster. . . . ‘ , 23. ° : A ‘ -5 | 12.9 32.1 
29.8 9.6 | 28.5 21.8 . -6 | 10.9 31.0 Southbridge... . a é 2 , . , -8| 14.3 33.5 
29.1 9.4] 28.6 22.1 “ -2| 10.5 29.3 i i Guar oie ° A > . ‘ . : .2| 14.7 34.4 
31.3 10.6 | 31.3 25.3 . ’ 9.9 28.5 i ’ ‘ ° ° . J -5 | 12.2 30.6 
27.9 8.7 | 28.7 21.5 : -6 | 11.1 31.2 ¥ ‘ . , -3 | 21. : 9.3 26.5 
30.3 9.5 | 27.2 20.5 é -1| 12.5 33.9 anges . i ; 7.) 26. ° 7. -5 | 11.4 28.1 
30.6 9.7 | 27.2 20.4 / 8) 12.6 34.1 
27.4 8.7 | 28.5 21.4 < 6 | 11.1 30.3 
23.2 7.0 28.1 20.3 ° -0 | 12.4 30.7 
26.7 8.3 | 27.0 19.9 . -¥ | 12.1 31.7 
29.4 9.1 | 25.7 19.0 . -9 | 12.2 33.0 
25.7 8.0 | 27.8 20.6 < -5 | 11.4 29.9 


(Other East North Central States: 
=" Illinois, indiana, Ohio, Wisconsin.) 


1136.0 | 4, 5 8.3 : ° ° -6 | 13.5 35.5 


State Total... ./1691.3 | 4, . 8.0 32.9 36.8 | 14.3 37.3 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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NUMBER or OUTLETS NUMBER OF OUTLETS 


County | F- 


FHR| A D City 


County : A 


.. Lenawee. . 
Calhoun. .. 


57 
26 


29 
8 


26 
10 


Ironwood... . 
Ishpeming. 


. .Gogebic. .. . 


Marquette... 
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..Wayne... Pe , 13 4 - 
Gratiot aa a 29 ll 14 
a n> nab sade 7 42 8 17 
.. Washtenaw. : ” 78 42 27 
. Calhoun. .. ‘ 139 35 46 
196 48} 37 
79 23 22 : 
26 2 Manistee. .. ‘ Manistee. 
13 Marquette....... Marquette 
10 Menominee. .. . .. Menominee 
10 Midland 
17 Monroe. 
37 Mount Clemens. . 
Mount Pleasant. . 
Muskego: 
Muskegon HeightsMuskegoa. ... .. 
ee i 


owor 


an 
bo 50 10 31 bw Oo ww I Ow SUINOUUNUOD 
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dl ah yah ahaha 
NOWr KO 


; Oakland... os 
Wexford...... 


Charlotte... 
Coldwater. .. 


S 


—— tw 


Petoskey 
Plymouth. 
Pontiac. . . 
Port Huron... . 
River Rouge.. .. 


— 


Grand Haven 

Grand Rapids... . 

Greenville 

Grosse Pointe. 

Grosse Pointe 
re 

Grosse Pointe 

oods 


-— nN nN 
enn UP DWOGDeuUnOoOuwwewan vv «ww 


> po Ae 
. Wayne. 
Macomb........ 
Royal Oak. . (QUEER. 0 chases 
Segieaw........- _ Saginaw... siuateoen 
Sault Ste. Marie.. Chippewa 
South Haven. ...Van Buren. 
Springfield Place- 

Lakeview. .....Calhoun..... 
St. Claire Shores.. Macomb 
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SPN nawnn wen we nnn eG 


Montcalm 
.. Wayne. 
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Wyandotte 


Iron Mountain. . . Ypsilanti 
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[dtl se | A RETAIL SALES 


ESTIMATES—1954 


JM 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


2,666 
2,399 
320 412 
612 2,057 21 


*Not Available. Before using these figures, see explanation page 11. 
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3ses saa 


Sol) Mote in 
Home-(uning. MICHIGAN E 


Whether it’s paint, floor coverings, 
home appliances or what have you... 
you can’t match Michigan anywhere in 
the States for home-owner sales poten- 
tial! Michigan paces the nation with a 
home-owner figure of 67.5%. 


Booth Newspaper circulation goes 
home to 70% of all homes in 8 great 
markets with a total population of 
2,117,944. 


BAY CITY 7 w wm... ..- Total Booth circulation 


ements 9 


Parla «=m (publisher’s statement) is now 
yo. SS 2 434,819... up 8,100 over 

| GRAND RAPIDS - iy. 9 one year ago! 
von wy : When it’s Michigan distribution you 
want, Booth Newspaper schedules and 
dealer merchandising contacts can really 


\ MUSKEGON 


KALAMAZOO al give it to you. Call a Booth man and 
‘ : JACK SON os let him give you specific facts regarding 
ee 2, PA your products. 


abe 


Call your Booth man today! 


A. H. Kuch Sheldon B. Newman Brice McQuillin Wm. Shurtliff 
110 E. 42nd Street 435 N. Michigan Ave. 785 Market Street 601 Ford Building 
New York 17, WN. Y. Chicago 11, Illinois San Francisco 3, Calif. Detroit 26, Michigan 


§ BOOTH Archiron Newspapers 


“YOUR MICHIGAN MARKET OUTSIDE DETROIT” 


GRAND RAPIDS PRESS * FLINT JOURNAL KALAMAZOO GAZETTE @ SAGINAW NEWS 
JACKSON CITIZEN PATRIOT © MUSKEGON CHRONICLE e@ BAY CITY TIMES @© ANN ARBOR NEWS 
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ANTRUM i Counties and cities on this map 

OTSEGO hs are charted in proportion to net 

WONT MORENCY . wp Buying wy Scole, 
J in. equols million. 

KALKASKA ” 

CRAWFORD - Cities shown ore those having 

OSCODA PY net Effective Buying Income of 

MISSA UKEE a $15 million and over. 

ROSCOMMON 

OGEMAN , Metropolitan County Areas are 

bounded by black dotted line: 


ee ee 


WeWAYGO pacer | Ce TT MOLAND pea 4 LAPEER ity, 
conve GRATIOT fo yaaa 
mF vent eG i 


Grang Rares 


OMIA CLINTON 


3 


i East Laasin 
: ’ 


Livingston) SHIAWASSEE 


OTTAWA 


Beriey f-- 
t 
t 


St Claw Snoves:3 


>. Py 
Magniang Pare amtiamcn toa bavred 


, 
av 
a 


j oan 
* KALAMAZOO } CALWOUN JYCKSON 
Bemos "arbor 
Battie Crees 


Willow Run 


Kalanaioe H 


: ad 
: 
$] ancuee saa, 


Sprngtreio Place gy CASHTERAS 
4 3 


st s0sern WLLSDALE | LENAWEE 


INDIANA 


M I Cc HI G AN — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
renee - iran RETAIL SALES ADVERTIS- 


y 7 
ESTIMATES—1954 ‘ ESTIMATES—1954 CONTROLS 


iM, 
COUNTIES FIVE py anes 
CITIES 


% % (in thousands of dol! Buying 
uy! 
of Power 
S.A. General | Furn.- Auto- Index 
Mdse. | House- 
Radio 


U. 


¢ d 2,777 
144,388 , ’ ° 6,739} 16,301 


92,715) . 1,647|5, 552 : A . 4 ’ 13,171 


7,610 928/3 044 ; ; 1,243 
198 , 256 1,476/4,777 ’ ’ 27,502 


§8,908| .0834\1 ,818\5 ,776 " 3 7" y 11,667 
35,218} . 1 ,677|6 336 d ‘ , 9,063 
0091 ° 26,192) . 1,770)5,573 af 6,642 
.0070 f 23,690) . 2 ,078)6 581 d , ‘ 2,604 
0205 8} 9.2 39,328 1,177)4,013 5,804 
-0057 \ 13, 250 ° |1,440/4, 417 3 . ’ 3,735 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 
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Before using these figures, see explanation page 11. 
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The Detroit News Published 
38,999,424 LINES OF ADVERTISING in 1954 


51% of all advertising carried 
by the three Detroit Newspapers 


The News’ Circulation LIVINGSTON 


Leadership in Vital Six- 


County Detroit Trading 
Area Makes Advertising 


in The News 


moe ee 


MACOMB 
OAKLAND 


This is the Area 
where the business 
is: this is where 
The News leads in 
circulation! 


MONROE 


DETROIT NEWS’ linage leadership is based on its 
proven ability to produce best. In 1954, ‘The News not only 
carried more advertising than both other Detroit news- 
papers combined, but INCREASED its linage in every 
major classification. 


THE DETROIT NEWS reaches more families in the Detroit 
retail trading area than any other Detroit newspaper. 
Detroit area residents prefer The News because it prints 
more news day after day. 


As a result, in this area, The News has 69,830 more week- 
day circulation than The Free Press; 50,545 more than The 
Times. Sundays, The News has 160,793 more than The Free 
Press, 114,028 more than The Times. And 83% of this cir- 
culation is delivered directly to the home weekdays, 76% 
Sundays, by exclusive Detroit News’ carriers. 


1954 Advertising. Record 


NEWS 
38,999,424 lines 


Free Press 
18,981,479 lines 


Times 
18,966,767 lines 


Source: Media Records 


The Detroit News. 


THE HOME NEWSPAPER 


Weekday Circulation 442,656—Sunday Circulation 549,629 ABC 9/30/54 


Eastern Office: 110 E. 42nd St., New York 17. © Miami Beach, Florida: The Leonard Co., 311 Lincoin Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. + 


MAY 10, 1955 


Pacific Coast: 785 Market Street, San Francisco, Calif. 
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Battle Creek Retail Trading Area 


AN IMPORTANT 
PIECE OF MICHIGAN 


@ Population ...... 214,665 
@ Total Retail Sales . $248,589,000 
@ Spendable Income $344,930,000 
@ Total Food Sales .. .+ $62,655,000 
@ Total Drug Sales .. $8,666,000 
@ Automotive Sales ....... $76,804,000 
...and only the BATTLE CREEK ENQYIRER and NEWS covers this 


growing Michigan Market! 
BATTLE CREEK ENQUIRER and NEWS Represented Nationally by 


A MEMBER OF SAWYER - FERGUSON - WALKER - COMPANY 
FEDERATED PUBLICATIONS, INC. NEWSPAPER PUBLISHERS REPRESENTATIVES 


MI ral HI GAN an ( Comtineaeal) bas a Tee eee The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
rears Seve RETAIL SALES ADVERTIS- 


INC! ING 
JM ESTIMATES— 1954 SM EFSTIMATES—1954 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES (in thousands of dollars-—add 000) 


Buying 
Power 
Furn.- 


Radio 
7,325 
5,350 

853 


1, 


-0037 
0144) 2,413 
-0072) 3.103 
0086) 3,851 
-0202| 4,041 
-0165 

-0062) 3,209 
0139) 2, 
-0030) 3,952 
-0176) 3,171 
-0121 

-0162) 3,413 


-_-=— 


883528288823 


=e 
#5 
is 
— 
$28 a8838883 


0117 
-0105 


gS 
= > 


ee eae 
82828 


0230) 2,917 
-0082 

“o129) 4,879 
0104 
-2416) 4,548 
-1918 
0048; 3,268 
-0161) 3,417 
-0107 

0240) 4,934 
0221 


& and 4 See end of state for SM , ; ; Before using these figures, see explanation page 12. 
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Metropolitan Lansing’s (Ingham County) population gained 32.4% from 
1940 to 1950—the largest increase in the state. The 1950 to 1954 popu- 
lation gain was 12.7%. 


Weekly earnings in 1954 for industrial workers in Ingham County averaged 
$94.54 per week—the second highest in Michigan. 


LANSING... 


In 1954 Lansing had the second highest tie a store sales gain in the 
nation. Lansing ranked 10th in retail sales per household . . . leading all 
other Michigan cities. 


LANSI NG STATE JOURNAL Represented Nationally by 


A MEMBER OF - SAWYER - FERGUSON - WALKER - COMPANY 
FEDERATED PUBLICATIONS, INC. NEWSPAPER PUBLISHERS REPRESENTATIVES 


2 


M I MIC H | G A N- SF (Continued) _ | ‘ bE E roe ae x The “SM” symbols mark original, exclu- 


—- ~~: _estimates by § SALES _MANAGEMENT. 


Fy. SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
/V/ SM ESTIMATES—1954 BD: ESTIMATES—1954 CONTROLS 


~ FIVE STORE GROUPS 
Uu (in thousands of dollars—add 000) 
Total % Net % Per Te ley |——— si “ 
(thou- oO Pop Dollars Fam- ( f 
sands) | U.S. (add .S. ily S.A.) Pi General | Furn.- 
000) | Fa Mdse. House- 
i | Radio 


COUNTIES 
CITIES 


38,293) . .104/3,791 ’ 0218) 3,621) , 1,917; 1,610 
12,167} .0048]1,367)4, 506 ; 0095 | 8,403) 1,187] 975 
41,814) .0167/1,109|3,605 0183) 2,680] 2,249, 1,149 
11,546] .0046|1 5394, 618 5, > Ly aa 1,971} 706 
| | | 
-0231) 4) 11, 37,547| .0149/1,001|3, 294 , -0185| 2,760 nie 1,136 
0209) 4) 3. 34,114] .0136)1,003/3,629 , -_ 3,926 | 2,056] 1,896 
1210 9) 156. 371,572| .1480|1,889|6,41 28,307} 10,525 A 119 
.0618 ; 201,310] .0802|2,003/6,371 779] .1178) j 26,047) 8,770 ,078| 142 
.0142\ 57,124! .0227!2,473!13601 8,453! .0049! ‘ 27| 172 7 97h .0157! 111 


Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


Si 
DEL 
YOU HAVE «Buy eres 


Dene] Mailings 
uarterly Merchandising 


Bulletins 
druggists "0 grocers “and 


9 : 
33 years of on-the-spot experience . . . a signal tailored 10 Kilocycles 
for the rich Flint market make . . . WFDF the one sure 
way to sell Flint. Represented by the Katz Agency 
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nas 


Buying Grand Rapids? 


Remember: 


The Grand Rapids Market is more than just a 
city ... it is 23 Western Michigan counties with 
13 “bonus” cities each having 5,000 population 


YOU CAN’T COVER WESTERN MICHIGAN 
WITHOUT THE HERALD 


or more, This is the HERALD MARKET that 
doubles your potential sales if you use the 
HERALD when you “buy Grand Rapids.” 


HERE IS WHAT WE MEAN: 
Herald 


Family Coverage 
DAILY SUNDAY 


34% 58% 
25% 26% 


18¢ = .22¢ 


Can be bought in combination 


Population Retail Sales 


Grand Rapids 181,000 
13 “bonus” 205,949 


HERALD MARKET 386,949 


$304,000,000 
$305,506,000 


$609,506,000 


cities 


GRAND RAPIDS HERALD 


A MEMBER OF 
FEDERATED PUBLICATIONS, 


Represented Nationally by 
SAWYER - FERGUSON - WALKER - COMPANY 
NEWSPAPER PUBLISHERS REPRESENTATIVES 


INC. 


The “SM” symbols mark original, exclu- 
sive estimates b by SALES MANAGEMENT. 
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SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Lg a! BUYING 


TION RETAIL SALES 
p Esrimares NCOME 
oH mM SYD Estimares—t954 


ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES | polit 
CITIES 


Cap- 
ita General 
Mdse. 


35,291) . ° ’ 1,480 
13,711) . ’ 702 
14,727) . . ’ 626 
20,006) . ° ° 1,413 


2888 
88 


| 
] 


RERE 
z 


24,151 
17,850) . 
138,024) . 
105,817 
164,209) . 3 
133,492) . . ; , 5.1 


a 
= 
— 


3, 253 
396,089; . 
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48 ,062 68,974) 17, 
Before using these figures, see explanation page 11. 


56 9 -1964) | 255.3 
* and “a . See end of state for SM Metropolitan — Areas. 
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SALES MANAGEMENT 


You Might Get a 1600-Ib. Bull Moose= 


BUT... 
YOU NEED THE 
FETZER STATIONS 
TO BAG AUDIENCES IN 
WESTERN 
MICHIGAN! 


WKZO RADIO 


WKZO, Kalamazoo, is Western Michigan’s 
top radio buy. Pulse figures, below, prove it. 
At night, WKZO gets 108.7% more listeners 
than Station B. Jn the morning and after- 
noon, WKZO gets more listeners than all 
other stations combined! 


Also, Nielsen credits WKZO with 177.7% 
more average daily daytime families than 
Station B! 

PULSE REPORT — Neem, VASaET Ie 


KALAMAZOO TRADING AR — FEB., 1953 
MONDAY — FRIDAY 


WJIF RADIO 


WJEF is the most popular station in Metro- 
politan Grand Rapids. On a quarter-hour, 
52-time basis, WJEF gets 12.6% more 
morning listeners than the next station (for 
11.1% lower rate) —25.2% more afternoon 
listeners and 9.6% more evening listeners 
(for 3.1% less) ! 

WJEF reaches 116,870 radio homes—yet 
a daytime quarter-hour costs less than 25¢ 
per-thousand-radio homes ! 

CONLAN RADIO REPORT 


METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 


WKZO--TY 


WKZO.-TV, Channel 3, is the Official Basic 
CBS Television Outlet for Kalamazoo-Grand 
Rapids—a far bigger TV market than many 
of the majors. WKZO-TV is 100,000 watts 
video—50,000 watts audio. 

The October, 1954, American Research 
Bureau Report for Grand Rapids-Kalama- 
zoo* shows that WKZO-TV is the BIG 
favorite, morning, afternoon and night: 


Number of Quarter Hours 
With Higher Rating 


Morning Afternoon Night 


Morning Afternoon Night 


WKZO 59% 59% 


29.6% 30.8% 33.1% 


WKZO-TV | Station B 


MONDAY 
THRU FRIDAY 
7 an 
12 noon 


12 noon— 
5 p.m. 27 4 


B 21 14 


B 26.3 22.8 28.6 


Others 20 27 


Others 44.1 46.4 28.3 


' 


5 ..— 
12 midnight] 87 53 0 


* Does not broadcast jor complete six-hour period 
and the share of audience is unadjusted for this 
situation, 


* Survey based on sampling in the following pro- 
portions: Grand Rapids (44.3%), Kalamazoo 
(19.1%), Battle Creek (180%), Muskegon 
(17.0%), St. Joseph (1.6%) 


*F. D. Fetherston and D. G. MacDonald got one this size on Magnassippi River, Quebec, in 1889. 


WJEF 


WKZO0-TVY §wKzo 


AND KENT COUNTY 
(CBs RADIO) 
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AND NORTHERN INDIANA 


ALL THREE OWNED AND OPERATED BY 
FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


AND GREATER 
WESTERN MICHIGAN 
(CBs RADIO) 


MICHIGAN — (Continued) c es me | | The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
tt ae , SALES AND 
POPULATION PFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES @& INCOME ING 
1/1/55 ESTIMATES— 1954 ESTIMATES—1954 


Metro. 
COUNTIES _ |politan| FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 
% | Per! Por 
of 
ita 


Cap- | Fam-| 
U.S.A. ily 


.1340}1,795 5,751 
0009} 900/3,213) 


E 


0017} 812 2,391 
.0165/1 ,051/4,174 
.0030}1 , 138/4,764 


. 


SSers 3882 SS 


£85 
S 8 
A 4 x 


8 


e2288 885! 
a aoe 


3,552 
69,439 
13,941 
13,473 

3,872 

St. Clair Shores} y . 6,175 
Manistee... bs ¢ ‘ 4,759 
Manistee r . ‘ . i if! 3,057 


a 


— 


Marquette... ... 13,765: 
Marquette. ... ; y i ‘ ‘ 4 a 5,752 
Ishpeming... . 2,876 

Mason 6,548 
Ludington. 4,101 

Meccsta 4,793 


ow 
= 
~~ 
eo 


$58 S288 


~—— 


§ Bess 


Menominee. ... . e e A 2 0111 5,302 
Menominee. . . ek i ‘ - .0062) 1 ,347\4, 242) . 3,223 
Midland re lb od | 21. 7 -0247/1, . 10,795 
Midland... 21. ‘ -0150} 1 ,789)6 , 293: ° 6,946 
Missaukee . ° d VE ade -0027| 889/3, ¢ ° 1,398 


_-— 
=_— Oo 


BS 


e8eSe xzSeexn B8S8se8 


Monroe........ . : . 0513/1, 21,483 
Monroe. .... : F y -0179)1 900 12,445 
Montcaim. . . . A . -0159) 1,203 a 10,333 
Greenville. . . . 7 ‘ . . 0048) 1 , 580 3,664 


a 


a 


.0015 ‘ | 1,284) 


| 
.0808 F 45,271) 7,419} 28,800 
.0326}1, , : 23,871) 926} 5,469) 0g 


ne 
ss 


8,398) | 1,665} 5,276) 
__ 5,266) 719 2,201) 


© SM, 1955. Before using these figures, see explanation page 11. 
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BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with few exceptions. They know the Survey is reliable. And they 
know too that the people they are talking to—advertisers and advertising agencies—rely on 


the same authority. 


SALES MANAGEMENT 


etiiee 


test 


The “Billion Dollar’ Grand Rapids Market is a No.1 Test 
Market in the experience of countless national advertisers 


. .. and you can sell it thoroughly and economically with a 


single paper . . . the Grand Rapids Press! 


IDEAL FOR TESTS 


The Grand Rapids market combines all the 
features of the ideal test market: 


e Michigan’s second largest market, with com- 
pletely segregated trade factors; 


Diversified industry; 


Balanced employment as between manufac- 
turing and non-manufacturing; 


62% home-ownership factor 


PHENOMENAL COVERAGE 


The Grand Rapids Press “goes home” to'91% 
of the 77,796 families in the metropolitan area 


and to 37% of the 299,080 families in Western 
Michigan! Total circulation, 111,013 (A.B.C. 
Publisher’s Statement 9/30/54). 


METRO COUNTY AREA FIGURES 
AND U.S. RANKING 
(1955 Sales Management Survey of Buying Power) _ 
Sales 

$ 96,102,000—Grocery 
17,820,000 — Drug 
30,718,000—Gas-Oil 

544,406,000— Total Retail 


The Press is published six days (evening) and offers split-run copy testing 


and r.o.p. color daily. 


For further information, including details on Dealer Merchandising Service, 


write, wire or phone nearest office: 


A. H. Kuch Sheldon B. Newman 


Brice McQuillin Wm. Shurtliff 


110 E. 42nd Street 435 .N. Michigan Ave. 785 Market Street 601 Ford Bidg. 


New York 17, N.Y. Chicago 11, Illinois 
Oxford 7-1280 Superior 7-4680 


San Francisco 3, Calif. Detroit 26, Michigan 
Sutter 1-3401 Woodward 1-0972 


ie Grand Rapids Press 


tern Michigan's largest newspaper in Michigan's second largest market” 


443 


PONTIAC, MICHIGAN 


IN U. S. 
162nd in Population 
112th in Retail or 


OAKLAND COUNTY 


46th in Population AT 496,300 
49th in Retail Sales .....$537,178,006 
39th in Food Sales $147,103,000 
45th in Drug Sales $ 17,149,000 
32nd in Auto Sales $137,414,000 


’ 


Sales Management 
200 Leading Cities and Counties 
City and Retail Trading Zone, population 261,364, includes 
the major portion of Oakland county, second largest in Michi- 
gan. Here the Pontiac Press gives adequate and highly exclusive 
coverage, for 7 out of 10 Press homes take no other daily 
newspaper. 


ABC NET PAID 52,405 


PONTIAC PRESS 


PONTIAC @ MICHIGAN 


7 out of 10 Press Homes Take No Other Daily Newspaper 
NEW YORK OFFICE: 45 W. 45th Street 
Phone JUdson 2-4297 
San Francisco: Brice McQuillin 


SOLID AREA: ABC City and Retail 
Trading Zone: Population 261,364 


MICHIGAN — (Continued) The “SH” symbols mart original, exclu- 


e estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES NCOME ING 
SM Sees STD osvimares—t054 BYP ESTIMATES—1954 CONTROLS 


potitan 
Area 


Buying 
Power 


e8? 


38 SESEREERES 


wii wt 
2 882 sane 


8 
— 
© 
= 


S=8 #28 


eeesss 


6.1 
20.8 


eeeeeSS828 252 
assees 

. 

iJ 

ao 


16.8 
4 and 4 See end of state for SM Metropolitan County Areas. 3 Before using these figures, see explanation page 11. 
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— 
i] 
= 


ee » ROYAL OAK-FERNDALE— 
rate : Michigan's fastest growing area 


Pub. Est. 240,000 


The Royal Oak - Ferndale market with ten cities and four 
townships in its retail trade area, continues to grow in size 
— in buying power and in sales faster than any other city 
in Michigan. 

This 6 mile square closely knit area is one of the great 
sales spots in the state and nation. 

With a family income of $6765 for the entire area — $213 
higher than the county — $959 higher than the state and 
$1491 higher than the nation, your advertising messages 
have a better chance to sell because more people can 
afford to buy your products. 

These 1954 figures show why it’s Michigan’s fastest grow- 
ing area. 


The Daily Tribune with more than 


“a oe : Total Income .... . .$462,720,000 Gen. Mdse. Sales ... $21,888,000 
sare Sencietion Saeeee te ee ae 6,765 Furn. Hshid, Sales .. 11,491,000 
years is the home newspaper. It’s Total Retail Sales _. 259,752,000 Automotive Sales 66,485,000 
South Oakland County’s only daily. Food Sales 71,136,000 Drug Sales Far a 8,276,000 


32,243 circulation A.B.C., Septem- | 
ber, 1954. Net paid—pub. Est..— THE DAILY TRIBUNE 
ee Represented by The Julius Mathews Special Agency, Inc. 


tive estimates by SALES MANAGEMENT, MICHIGAN — (Continued) 


SALES AND 
PULATIO EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
V/1/ 


PO TION 
ESTIMATES INCOM ING 
JM 1/55 JM ESTIMATES— 1954 JM ESTIMATES—1954 CONTROLS 


Matron. 
COUNTIES FIVE STORE GROUPS 
CITIES Ar (in thousands of dollars—add 000) 
Per 


Fam- 


General = Auto- 
Mase. motive 


36,436, .0215) 3, 7 j . 7,102 
43,383) . . ‘ . ’ 5,847 
13,350). , 3,268 

R 161,219). ; i " - 26 , 805 

8,616] 81,907) .0482 y , 3 11,877 

.0122 : t : .771|6,526) 34,029] . : ‘ ‘ 7,955 

_ Willow Run... .0087 ’ é ,152|4,273 6,822} . y « 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


IN THIS ISSUE AS of commerce and YPSILANTI 


Foreword 11- 50 development boards are best WHERE COMMERCE AND 


Industrial Data Section 51- 77 


Farm Income Section 78- 90 i 
Geith Tiends: Populities, and reliable information on con- 


equipped to provide up-to-date EDUCATION MEET 


Let us tell you about this fast growing 
satellite city thirty miles west . a 
j iti r We have all the advantages of the big 

Sales, Construction ... 91-119 ditions, resources and facilities city/a wsathoat plea the pieces oe 
Metropolitan Areas 155-212 in their respective cities, states small city’s environment. We are two 
Leading Counties 121-152 miles from the famous Willow Run de- 
or areas. Your inquiries to any velopment and eight miles from the 

County-City Section 223-756 University center of Ann Arbor. Spe- 
Veuiliasidn 757-758 or all of them will be answered cific information gladly supplied by the 


Canadian Data 760-807 with prompt and courteous co- BOARD OF COMMERCE 
operation. 


MAY 10, 1955 


Speaking of Packaging: The 


Packaging today is a sales function. It’s 
a technological problem only in the sense 
that designers and engineers are instructed 
to build a format that will add more sell 
to the product. 


They get their perspective from the sales 
executive . . . the management man who 
receives the suggestions, criticism, gripes 
that pour in over the far-flung distribution 
“telegraph” . . . from customers, retailers, 


wholesalers, salesmen. 


In his thoroughly informed mind, cus- 
tomer reaction and company interests 
merge into plans for product improve- 
That's packaging 


changes start. 


ment. where most 


But packaging changes aren’t on a time- 
table. In your prospect companies they’re 
likely to be proposed at any time .. . 
suddenly . . . in the secrecy of manage- 
ment conferences. That’s why your com- 
pany should be always in the sales ex- 


ecutive’s mind . . . as a possible nominee 


The INSIDE TRACK to Management 
for companies selling such 
products and services as: 


TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 
INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 
AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


for the job. . 


. when a packaging change 


is first proposed. 


Sates MANAGEMENT—the sales executives’ 


magazine—offers you 


an exclusive ap- 


COMPETITIVE EDGE 


proach to the sales executives in compa- 
nies likely to be making packaging news. 
With 61% of them a packaging change 
is now in process.* 


No matter what vertical or trade magazine 
you may be using . . . in the food, drug, 
. a sched- 
ule in Sates MANAGEMENT gives you the 
competitive edge at the pay-off point— 
where packaging changes originate and 


beverage, cosmetics fields, etc. . . 


are okayed. 
*A recent SM Survey 


Sales Management 


386 Fourth Avenue 
New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, III. 


15 East de ta Guerra, P. O. Box 419 
Santa Barbara, Calif. 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


JM 


EFF —— BUYING 


JM 


ESTIMATES—i954 


RETAIL SALES 
ESTIMATES— 1954 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Coun- 


(in thousands of dollars—add 000) 


FIVE STORE GROUPS 


e8? 


ty 
Sales 
Per 


Buying 
Power 


General index 


Mdse. 


Auto- 
motive 


Furn.- 
House- 
Radio 


Drug 


-0118 
-0193 


-0100 
-0188 
-0192 


23 
= 
— 


J rs 


Ze SSS8888Se 


— = oF 
a 
— 


462 ,694 
390,979 
21,715 
20,530 
8,223 
9,981 2,721 
1,132 2,137 
475 1,071 


170, 163 
137 ,977 
7,965 
4,759 
7,826 


881 096/147, 2.0063 
684 ,785)120,333] 1.4999 
41,791) 4,594] .0907 
34,998) 4,463] .0471 
14,723) 2,302) .0347 
16,374) 2,252] 0300; 
9,153) 1,444) 0272 
10,443) 1,101] .0137 
1,019 1,198 8,838) 912] =. 0087 
1,027 6,787 497} 0071 
581 1,319] .0109 


-0169 
-0120 
-0162 


757 -0113 
-O147 
$ -0165 


*Not Available. 


4 and 4 See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


| OF MICHIGAN 


scketbook areas 


for only 
$172 per day 


MICHIGAN IS MOTORDOM ... THE MARKET ON WHEELS 


$5,174 will buy you 50% showings of poster advertising space for a full 30 days in 56 key Michigan markets ... 
comprised of 117 separate cities and towns. 


In one of the most highly motorized areas in America where Outdoor Advertising is a “natural” you'll get a continuous 
highly localized selling campaign in 17 of Michigan's 83 counties which account for nearly 75% of the retail sales made 
in the entire State. 


For only $172 per day you'll get big, colorful impact . . . and reach all your prospects in the real pocketbook areas 
in Michigan. 


88 CUSTER AVENUE DETROIT 2 
OUTDOOR ADVERTISING THROUGHOUT MICHIGAN’S LARGEST TRADING AREAS 


MAY 10, 1955 


; ~\ 
Battle Creek Ann Arbor 
° ° 


Jackson 
° 


100,000 watts LANSING 


MICHIGAN — (Continued) live estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES 7 INCOME ING 
/ JM ESTIMATES— 1954 ESTIMATES— 1954 CONTROLS 


COUNTIES | FIVE STORE GROUPS 
CITIES dollars—add 000) 


Urban-| 
ized 412i Se 
+ a \ ita | ily 00) 
(thou- 
sands) 


(in thousands of 


General | Furn- Auto- 
Food Mdse. | House- | motive | Drug 
Radio 
10.8 d 1,135|3,814 18,634) . 4,508 1,884 1,229 2,713 577 
-0059/1 ,379/4,512 14,406) . 3,588) 1,107 1,977 367 


8,070,241) 3.2135)1,919/6,672] 6,348,962) 3.7339 1,470,748 $28, 701/1 480,388 a. 3.2441 


6098 .3]11 918,984) 4.7461/1 686 5,806] 8,281,319 4.8704 4,034|2,041,179 381 ,096 1,842,455 304,754] 4.7040 


GAN — 6D Metropolitan County Areas 


“4 96.7| .0606] 27.7) 61.9] 144,388| .0575 5,213] 103,259| .0607| 3,728| 26,336, 11,043] 6,739; 16,301| 3,608 
41 | 3,399.6) 2.0913) 975.2|3159.0) 6,624,661| 2.6378|1,949|6,793) 4,307,783 4,417, 996,918) 513,645] 200, 115/1,071,935)172,449 
49 | 306.5) .1885) 90.3| 232.0] 567,403, .2259|1,851/6,284] 410,683 4,548} 103,477| 33,577| 20,276, 98,596| 15,1 


56 319.2) .1964) 97.5 . 544,406) .2168 5, 396,089) . 4,062) 96,102) 48,062) 21,359) 68,974) 17, 
118.6; .0730| 34.7 ° 184,073) .0733/1,652/6, 138,024) . 3,978} 34,215) 13,191 6,192) 27,696) 5,351 
142.3) .0875) 42.6 ’ 239,294; .0953/1 ,682/5,61 164,209) . 3,855, 39,340) 12,996 9,762) 32,117) 6,81 


196.7; .1210) 67.9 371,572; .1480)1,889/6,41 261,175) . 4,511; 64,234) 28,307; 10,525 8, 
167.0; .1028) 48.2 259,125) .1032|1,552/6, 184,339) . 3,824) 47,539) 17,365 8,190 6,231 
151.6) .0932) 40.4 le 262,749) .1007|1,667/6, 161,219) .0948) 3,991) 41,632 9,750) 7,283 ’ 7,226 


A Battle Creek... 135.3) .0832) 39.6 ° 217,749) .0867|1 ,609)5, 157,401; .0926) 3,975; 40,526) 13,150 7,325 6, 
AMuskegon..... 187.3) .0845) 40.8 . 202,340) -0806|1 ,474/4, 152,688) .0898) 3,742) 45,271) 16,483 7,419) ’ 5, 508) 
Port Huron... 101.1) .0622) 30.1) 55.3) 149,618) .0595/1,480/4,971] 109,562) .0644) 3,640 redats 8,624 4,432) 3,076 


| | | ; | 
Total of Areas 5,271.9) 3.2431 1,625.0.4491.31 9,757,378) 3.8854'1,851/6,398! 6,646,431' 3.8500 4,293 11,565,791! 726,193! 309,607\1,524,443 257, 3001 3.7462! 


M 1CHIGAN — @%) Income Breakdown of Consumer Spending Units 


In NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 
come come st CRU 
COUNTIES Con- p 4 COUNTIES 
CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 | $7.000 & Over CITIES don- $4,000-6,999 |$7,000 & Over 
sumer 6, 44 % % sumer % 

% in % in % iIn- % in )} Unit % in % In 
Units come | Units come | Units come | Units come 3 Units come | Units come 


48.5 23.8 7 4) 14.8 27.8) 3.0 9.0 -6 T 5,042 : . . 38.9 42.0 | 13.7 36.5 
40.1 15.9 . 0 | 24.3 36.9) 7.0 20.2 i -0 | 5,162 . ° : 38.9 41.1 | 14.6 37.4 
33.8 12.1 . -3 | 31.4 42.8) 8.6 22.8 -4 | 3,160 . ° ° 9 | 22.8 38.3; 3.3 9.4 
37.0 13.4 ° -9 | 31.1 43.1) 6.6 21.6 
32.8 11.1 ° -9| 34.8 46.0) 7.8 24.0 -6 | 4,548 : . : 34.1 40.7 | 12.1 31.8 
51.3 25.8 o -7 | 14.2 27.1) 2.9 8.4 4 -9 | 4,486 J ° , 33.5 40.7 11.8 30.9 
45.4 20.1 ° -2 | 19.7 33.3) 5.4 15.4 sddveceoes 6,134 . ° ° 39.1 41.4 | 16.5 37.9 
48.9 24.0 - 0 | 15.8 20.7) 2.7 8.3 -3 | 6,472 . ° 1. 36.2 36.0 | 19.1 44.5 
37.3 13.5 \. -9 | 27.9 38.6) 8.3 26.0 -2 | 3,844 . : 4 25.1 | 25.3 35.8) 9.2 25.3 
30.2 9.3 : -3 | 32.1 37.9 | 12.8 34.6 «1 | 4,236 ; 9 23.2 | 28.4 36.6 | 11.7 29.8 


Before using these figures, see explanation page 11 
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Smart people shake the trees. Smarter ones shake 
the ripest trees. The smartest of all hire a good 
man to shake the trees for them—then they just 
rake in the bills and cart them home in baskets. 

We’re tree-shakers, working some of the ripest 
trees in the orchard—some of America’s top retail 
sales areas. 

Step out of the orchard for a second and do a 
little checking. You'll find that WJR’s primary 
coverage area alone includes 16,000,000 people— 
10 per cent of U.S. buying power. 

You'll discover that a lot of the smartest ad- 
vertisers around use WJR to shake the trees. 


The Great Voice of the Great Lakes 


WIR ..:.0i 


50,000 Watts CBS Radio Network 


10, 1955 


<Q, 
~sy 
Standing in a great big mone ee a: 


They’re the people who, wherever they advertise, 
move goods fast by using spot radio on key stations 
—like WJR: people like the Ontario Department 
of Travel and Publicity, which found that WJR 
outpulled eleven other Great Lakes area stations 
combined. 

Like most good things, we cost more. We pro- 
duce more, too. Our advertisers testify to that. 

Let’s face it—if you’re selling something, you’ve 
got a right to rake under our trees. If you really 
want to shake them, have your Henry I. Christal 
representative get WJR to do it for you. 


bi 
i- 


WJR’s primary coverage area: 
16,000,000 customers 


Sey 


MICHIGAN — Income Breakdown of Consumer Spending Units — (Continued) 


Total NET INCOME GROUPS, 1954 ted NET INCOME GROUPS, 1954 

COUNTIES | Con- COUNTIES 

sumer vocment “a CITIES $4,000-6,999 | $7,000 & Over 
% 


% in ; %& in % It 
in 


30.8 39.8 25.9 
43.1 43.4 39.7 
40.6 4 45.5 
20.3 35.2 - 10.1 
39.1 41.4 38.0 
37.5 45.5 
23.0 35.0 -6 20.9 
40.7 -1 25.4 
26.6 3 14.7 


42.2 2 30.7 
41.4 | 12.1 32.5 


43.2 -1 30.1 
38.9 0 19.6 
37.7 4 4.8 
42.4 2 40.3 
36.0 3 64.6 
4.1 -3 50.2 
19.9 -7 72.9 
45.2 4 42.5 
39.5 -0 62.2 
32.1 -1 16.0 
30.9 9 15.0 
27.7 7 11.8 
34.2 -6 16.3 
24.2 8 6.0 
32.9 -5 10.3 
40.6 0 31,2 
39.4 .7 31.0 
39.6 7 37.8 


RERBSERS 


Bo 

-~ oe 
FS2PRSIKR AB: 
N@oe-oq@meaqaq nr 


42.4 2 17.8 
33.3 7 16.5 
43.1 35.6 
42.4 37.6 
41.1 33.9 
41.4 36.1 
38.1 28.8 
37.9 37.7 
34.5 -1 21.2 
36.0 6 14.3 
41.6 30.2 
39.7 34.5 
33.1 2 26.5 
38.5 -1 21.4 
34.3 29.9 


33.6 35.2 
28.1 36.4 
33.9 36.7 
45.2 5 19.1 
37.5 3 47.3 
37.3 46.7 
36.3 6 54.5 
38.1 0 44.3 
42.6 0 41.7 
41.6 3 47.8 
42.9 -7 46.8 
48.7 32.6 
42.9 43.2 
37.4 -1 48.3 
9.0 8 86.3 


13.1 80.9 
46.7 35.1 
46.1 39.2 8 80.0 


35.7 21.3 0 73.1 
43.3 43.2 39.0 
46.4 42.6 4.0 

16.3 > 22.3 33.8 -5 21.4 
34.0 12.1 - 27.1 36.7 7 25.6 


21.5 6.5 ¢ -8 | 39.1 38.1 8 44.5 


SSSSseesn 
ernoeonoona 


24.7 6.8 | 21.1 13.8 | 37.0 38.7 | 17.2 40.7 
Before using these figures, see explanation page 11 


SALES MANAGEMENT 


WJ-TV’s tallest tower- 
MAXIMUM power mean 


EXTRA coverage... 


ri 
ce eas td 
1 


By every measuring rule, WWJ-TV is your best TV buy 
WW4J-TV COVERAGE AREA in a market where family income is the highest in the na- 


tion. With the tallest tower . .. with maximum power... . 
JANUARY 1, 1955 with the greatest audience loyalty ... WWJ-TV can do 
the most effective, most far-reaching selling job for YOUR 
Populati 5,950,000 product. See your Hollingbery man for availabilities. 
Families 1,745,000 


1,510,000 


so WWI 


NBC Television Network 
DETROIT 
Associate AM-FM Station WWi 


FIRST IN MICHIGAN © Owned and Operated by THE DETROIT NEWS 
© National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 


MAY 10, 1955 


the greatest 
line-up of stars! 


“Personality Impact’’ on the Station of the Stars slams 
in a home run every time! The Upper Midwest’s greatest 
line-up of stars bags a major share of buying power in the 
important Twin Cities’ market. Clinch your share of sales 
with the powerful impact of the Northwest’s favorite 
personalities on WTCN-TV—the Station of the Stars. 


WTCN-TYV 


“the station of the stars’ 


MINNES OT A‘— Counties and Cities — 


Minneapolis « St. Paul 
Channel ll « ABC 
Represented by Blair-TV, Inc. 


(Other West North Central States: lowa, Kansas, 
Missouri, Nebraska, North Dakota, South Dakota.) 


Minnesota state’ map—page 462 


City 


Pop. 


NuMBER OF OUTLETS 


FHR| A | D 


Albert Lea...... 
Alexandria 
AMR. 6c hicvur 
Bemidji. . .. 
Brainerd 


Detroit Lakes. . 
pa Spe 
Fairmont 
Faribault 
Fergus Falls. . .. 


Hibbing. ....... 
Hopkins........ 
Little Falls. .... 
Mankato 


Marshall. ...... 


Minneapolis 
Montevideo. Jac 


.St. Louis. . 


Chippewa. . 


Martin 
Rice.... 


.Otter Tail 

Grand Rapids... . 

.St. Louis... 
.Hennepin........ 


Morrison 
Blue Earth 


.Lyon.... 


Hennepin........ 


a 
14 
20 
14 
24 
8 
11 
57 
13 
13 
19 
17 


id 
nw 


_ 


_ 
_ 
DAOMNS WH BWIA BDAUMOM~ WS 


i) 
w 
RAR AeSAOMwWH a awe wont enw 


POPULA 
JIM 


COUNTIES 
CITIES 


TION 
ESTIMATES 
1/1/55 


EFFECTIVE BUYING 


INCOME 
BY ESTIMATES—1954 


Urban- 
Fami- | ized 
lies | Popu- 


Net % | Per| 
Dollars | of | Cap-| Fam- 
(add U.S.A.| ita | ily 

000) | 


Per 


39.4) 


26.3 
20.9 
26.4 
9.5) . 
25.0; .0164 
0114 
0113 


18.6 
18.4 


3.0... 
11.7| 23.8 
6.6) 6.2 
1.7] .0034| 1,370)4,998 
.0092} 937|3,320 


7.0) 10.2 
3 0051/1, 268}4 , 172 


3.1 


4.0) 6.5 925|3,679 


2.5) 2.5 1,017 


11.3) 20.9 1,424 
7.2 
5.9 
7.5 
2.9 
6.7 


0168)! ,606 
0137) 1,641 
-0120)1,141 
-0045| 1 ,203)3., 
0116)1, 156 


- 0088) 1, 194 
-0056) 754/2, 


5.1 
5.1 


City County 


Moorhead 


Hennepin. ... 
..Hennepin.... 
Olmsted. . 
jee 
Stearns.... 


Stillwater........Washington 
Thief River Falls. Pennington 


Virginia........ St. Laws. ....;:.. | 
Kandiyohi.....\. .| 


Willmar 
Winona.........Winona.... 
Worthington... . Nobles 


thous.) 


Pop. 
(in NUMBER OF OUTLETS 


F | GM | FHR 


17 
9 
11 
§ 
11 
34 
15. 
32 
18 
29. 
39 
325. 
8 
= 
13 
10. 
25 
8. 


6 
10) 
1 
4 
10 
2 
3 
24 
8 
14 


33| 
25| 
24 
21 
27| 
17 
22 
63 
52 
54 
22 

886 
33 
21 
49 
28 
81 
26 


io 
ANASCMWENORIWNHURDAW 


wr oNnokQar OCwWK ANH OS 


OP PRORSHASOOWWOORNUY 
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RETAIL SALES 


ESTIMATES— 1954 


FIVE STORE GROUPS = 
(in thousands of dollars—add 000) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Buying \Qual- 


poe 


Power | ity 
index | In- 


1. St. Cloud is in Benton, Sherburne and Stearns Counties. 


452 


© SM, 1955. 


Before using these figures, see explanation page 11 


SALES MANAGEMENT 


SHOWMANSHIP... 
SERVICE... 
STARS... 


These are the ingrédients which: ' e 
have helped KSTP achieve and 
maintain its status as the North- 
west’s leading station. 


KSTP-TV is the Northwest’s first 
television station, first with maxi- 
mum power, first with color TV 
and consistently first in audience. 


KSTP Radio continues to lead 
the way through an aggressive 
and progressive programming 
policy designed for today’s lis- 
tening audience. 


Sn PERTTI 


CHANNEL 


Fae! ays ly 


RPT 


To reach and self this activé-buy- 
ing Four BILLION DOLLAR mar- 
ket, KSTP and KSTP-TV are 
your best buys. 


Radio KSTP Television 


MINNEAPOLIS -ST. PAUL Basic NBC AMfiliat 
“The Northwvedt:s. Leading Station.” 


EDWARD PETRY CO., INC., NATIONAL REPRESENTATIVES 


MAY 10, 1955 


Let’s Get the Facts Straight... 


on DAILY NEWSPAPER COVERAGE in "70% Country”* 


*The area outside of the Twin 
Cities where 70% of the retail 
soles are made. (Source: Sales 
Management's Survey of Buy- 


HOMETOWN DAILIES: Counties 
with 40% and better coverage. 
Sources: 1950 Census, ABC 
Audits and Sworn Statements. 


ing Power.) 


LARGEST TWIN CITY Pasty 
(M&E): Counties with 40% and 
better co. Sources: 1950 
Census, 3/31/54 ABC Audit. 


RECAP of 49 Key Upper Midwest Twin City Hometown 


Counties (N.D.P.A 


A. Member Markets) 


Daily Daily 


North Dakota 


8% 


South Dakota 


5% 


Minnesota 


22% 


Western Wisconsin 


2% 


Northern lowa 


1% 


AVERAGES OF 49 COUNTIES 11% 


NORTHWEST HOMETOWN DAILIES 


The Daily Newspapers in the 52 Key “70% COUNTRY” Markets...Members of the 


NORTHWEST DAILY PRESS ASSOCIATION 


The “SM” symbol k original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


MINNESOTA— (Continued) 


PULATION Ady too | BUYING 
we SM NCOM 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


HM JM 


% 
of 
U.S.A. 


Auto- 
motive 


21,999 
15,369 
10,098 
46, 
32,810 
8,21 


6,034 
4,863 
1,964 


2,768 
18,284 
37,162 
27,413 


2se&s 


~ 


54.5 
18.0 


40,495 
18,675 
12.6 10,109 
21.6 ° 25,091 

7.4) : ‘ 16,285 


SS238 


~ 


24.3 26,748 
24.3 sone 24,463 
35.6) . le . 39, 
14.3 28,891 


0136 
-0123 
-0208 
-0113 


Basse 


32.7 38,213 1,549 
11.0) . ‘ 17,419 1,016 
9.4) . ns tn , d 10,064 . 164 
719.7 969, 505 50,656 
629.7) . 871,031 48,356 
9.2) . . .0063}1, 14,339] . 364 
34.3 6,318} . , 213 
15.3) . 9,224) . , 156 231} .0082 
39.0} .0240} 11.2 15,067) . ; 420 650} 7 -0221 


o-. Mdse. sales include mail order catalog sales. See 20. Before using these figures, see explanation 
i 4 See end of state for SM Mectronetttas County ce. © SM, O55. 


SALES MANAGEMENT 


0189 
-0079 
-0049 
5252 
4183 
-0068 
-0166 


2s 
oo 


454 


cities in the United States have 
Sunday newspapers with larger circulations than 
! the Minneapolis Sunday Tribune 


f 620,000 in the Upper Midwest 


(Minnesota, North and South Dakota, western Wisconsin) 


Minneapolis Star and Tribune 


EVENING MORNING and SUNDAY 


More than 620,000 Sunday - 485,000 Daily 


John Cowles, President 
MAY 10, 1955 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES 


ESTIMATES—1954 


SALES AND 
ADVERTIS- 
NG 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Auto- 
motive 


£72 


Little Falls. . . 
Mower..... 


Austin. .... 


382.4 
325.1 
6.8 


22.3 
24.1 
38.2) . 
16.8). 


0076 
2352) 


i 
-0042 
.0137 
0149, 


0235) 
0103) 


4.9) .... 
3.9 5.6 
1.6) 
9.9) 12.5 
2.2| 


3.4) 2.6 
115.5)367.1 


3.8) 


a 825 888 


Bg £23 88: 


25 


1,361\4, 701 


ee 
.0300)1 ,613/5, 48 
0221 /1,,733)6, 16 


-0060/1, 151 


004i)1 308 
0oe2| 901, 
0069/1, 198/4, 
.0030) 1 ,335/4, 
.0172|1,211/4, 
0045) 1,491 


-0050 
- 2647 
-2313)1, 


aa Hl 


— 


88 8828 £823 


- 


= 


gis 


1,531 
971 


1,833 
1,202 


_~_— 


858 


SK 
B 35888 


=pep 
$88 = 388% 


- 

: 
28 
J 


83 
8888 


$38 


1,033 


2,979 
1,413 
1,741 


8,147 
5,424 


4,452 
5,983 
6,337 
4,391 


482) 


8 828 


— 


Se 42s ss88s x88 


_— = 
2s 


-0093 


t Genl. Mdse. sales include mail order catalog sales. See page 20. 
4 and 4 See end of state for SM Metropolitan County Areas. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power," regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 


Bef ing these figures, see explanation ll 
efore using gu re fees 


SALES MANAGEMENT 


The St.Paul "Half" of the Nation's 13th Market Adds Up to a 


“SALES BONANZA’ 


For You! 


* Population: 436,900 

* Annual Retail Sales: $564,149,000 

* Effective Buying Income: $738,330,000 
* Average Family Income: $5,391 


in the 
St. Paul “Metropolitan Area” 


(Ramsey & Dakota Counties) 


ik 


Add ’em up! The population, income 
and retail sales in the St. Paul “metropolitan 
area” of the nation’s 13th largest market 
total up to a mighty fancy figure! 


This Twin Reads 


the Dispatch- The 436,900 people in this market lug 
Pidhee Bros. < home nice fat pay checks totaling more than 
738 million dollars annually . . . and how 

they love to spend ’em! 


And when they buy .. . they buy through thé advertising columns of the St. Paul 
Dispatch-Pioneer Press . . . the ONLY newspapers to blanket every prosperous inch of 
the land‘o’-plenty St. Paul market! 


Want to learn how you can ring up sales in these parts? We'd like to show you. 
Just write Dept. L, St. Paul Dispatch-Pioneer Press 


HOUSEHOLD COVERAGE 95.0% x Source: May 10, 1955 


2 Sales Management 
(St Paul City Z 
4 allan 86.6% Survey of Buying Power 


ST PAUL DISPATCH. 
51.5% PIONEER PRESS 


OTHER TWIN 
CITY DAILIES 


Source: A.B.C Publishers’ 
Statements, 9-30-54 


16.4% 


2.9% 5.9% 
— a. 


ee 
MORNING EVENING SUNDAY 


a i $ ie] ATC i REPRESENTATIVES ) 
RIDDER-JOHNS, INC. 
ESS ER SK NEW YORK - CHICAGO - DETROIT 


Pp j Ol N e E af DR & § § SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


MAY 10, 1955 


LooKiING FORNEW PROFITS 2... 


TACONITE has finally become OIL figures substantially in the 
a billion dollar reality, with the economy of the Heartland 
start of large-scale commercial served by WEBC. The pipeline 
use of low grade iron ore. Fu- from Alberta and two refineries 
ture possibilities are above con- producing 15,000 barrels daily, 
jecture . . . these taconite represent an investment of 12 
developments will support up- million dollars. 


le. 

earls: of COA peapte ALL INDUSTRY in this grow- 
FOREST PRODUCTS through- ing economy is experiencing an 
out this great area are ap- unprecedented growth. 510 mil- 
praised at 138 million dollars, lion dollars for defense-support- 
with long-term conservation ing projects, and the St. Law- 
practices indicating ever in- rence seaway holds incalculable 
creasing values for the huge promise for the nation’s No. | 
stands of timber. inland harbor. 


DULUTH @ SUPERIOR 


GATEWAY TO AN EXPANDING MARKET 


Represented Regionally by Bulmer & Johnson 


M ] N N t S '@) T A ri (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
TM ESTIMATES v7] iNCOME ING 

‘ V1/55 / ESTIMATES— 1954 ESTIMATES—1954 


here 
COUNTIES _ }politan/ FIVE STORE GROUPS 
CITIES Area Ur Deters (in thousands of dollars—add 000) 


(add 
000) 


CONTROLS 


General 
Mdse. 


13,836 
12,160 
239,717 


oes ° 146,216 
Hibbing é d ‘ . d 25,786 
Virginia : d 4 : - 4, 21,576 


14,399 
6,337 


gee8 
itii mi. 


& 888 s238 


-0071/1,142/4,21 12,872 


.0332|1,128/4, 76,918 
.01691 ,432)5,652] 49,728 
.0110|1,255/4,315] 26,835 
0063/1 ,408|4,778| 19,867 
.0055\1,267/4,805] 12,302 
Se 
-0074|1,127/4,083] 22,427 
0085} 870/3,207} 19,996 
.0036/1,072/3,869} 9, 737| 
| | 


83 8 


o 
ss 
8 883 35 


_ 
oO 
= 


| 


-0070/1,034/3,661} 17,310) 
0048 950/3,547] 16,538) 
-0075/1,188/4,021] 17, 177| 


| | 
10.8| 16.3 | 0200 20889 30, 453} 
2.5| ,248| ,0045|1,406/4,499} 16, 135 


: 


2 4.0) 3.9 r .0070|1,253/4,384] 18,230) 
0064 2.7; 3.7 056) .0061|1.217/4,687] 10,703] | 
| | | | | 
0253) 11.8) 25.7 .0205|1,257\4,378] 43,991| | j 4,,357| 
0158} 7.6} . 01411 ,382}4,672 35,74 . ° 3,957) 
0173; 7.8) ... , -0108| 961/3,461] 30,285 | 1,589) 
Yellow Medicine 2) 0100, 4.8) 2.0 409} .0073/1,136)4,002] 17,736, 1,215; 


\ 
| | 


. 


ma 
S822 Sse 


renee — 


ees PRO | 
Total Above Cities) 1,454.8) 8049) 440.5) 2,520,420) 1.0034)1,732/5,722] 2,276,154) 1. 389, 104) 112,136} 467,040 64,378) 
| } ) | | | | 


- 
i 
r=4 


—— 


3,105.7| 1.9105] 995.8/1753.6] 4,402,966] 1.7632|1,418/4,916} 3,530,408 3,941) 736, 444| 489,627) 148,081 667,373| 89, 
MINNESOTA— Metropolitan County Areas 


Duluth-Superior..| 43 | 262.2] .1612| 80.6] 200.0] 393,552| .1567|1,501|4,883] 286,853| .1687| 3,559] 75,462| 30,875| 13,624| 68,563| 7,270] .1613| 100 
1 St. Cloud is in Benton, Sherburne and Stearns Counties. © SM, 1955. 
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Before using these figures, see explanation page 11 
SALES MANAGEMENT 


Does She Buy 
Froduct 2 


What does the housewife think of your product? . . . Does she prefer 
your product? These questions are answered for you in the 1955 
DULUTH-SUPERIOR CONSUMER ANALYSIS compiled by the 
Duluth Herald and News-Tribune Get the reaction of the buyers 
for 81,000 families in the Duluth-Superior Metropolitan Area! 


This merchandising service gives you the 1955 picture of what, when and 
where consumers buy; brand preference, ownership and buying 
plans. Write today for your copy... it covers more than 150 product 
classifications, including foods, soaps, toiletries, appliances, beverages 
and general shopping habits. 
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= GrA 
:B $ 0.39NtA 
8 $/0.15trA. 
PB *$1.73TLA 
BR. THANK You 
The Progressive DU- £8 papapcanges 0.7968 | $ 
LUTH-SUPERIOR 0.27%8! $ 
MARKET is in the : 0.27¢r8 | $ 
heart of the huge ex- = Ye te 0.2968: $ 
panding Taconite len 1.3048 | $ 
empire where min- @n 0.93utB | $ 
ing industries are af : 0.636rB | 
now spending a half gpl : 0.1708, $ 0.24? 
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DULUTH HERALD 
Duluth News-Tribune 


The Only Daily and Sunday Metropolitan Newspaper 
to Cover Northern Minnesota, Upper Wisconsin and Upper Michigan Effectively 


81,063" Daily 70,212" Sunday 


Ridder-Johns, Inc., General Advertising Representatives 


* New York * Chicago ® Detroit ® Minneapolis ® San Francisco * Los Angeles 


MAY 10, 1955 


Ohleen Milk 


TOPS... ANY. WAY 


YOU LOOK AT 


= 


ee 


PE RRR ET ENS NNEC 
nF oO 


Outdoor sells more! 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 4 3 5% 
tercity basis! Ask us about GOA’s new network plan! ° of all retail sales 


in Minnesota are made in the 
Ca TWIN CHIES area! 


General: Outdoor Advertising 
—another GOA market 


5 


General Offices 
Harrison & Loomis Streets Chicago 7, Illinois 


M INN E St [) T A— @D Metropolitan County Areas — _ (Continued) bn estimates hy SALES MANAGEMENT 
snaliidadaactaniaenodiinet : =e 
POPULATION EFFECTIVE BUYING RETAIL SALES Eo 
INCOME NG 


ESTIMATES ' 
aA 1/1/55 JM ESTIMATES— 1954 JM ESTIMATES—1954 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
Net % Per | Per i & ty a Fe. ‘cite Buying | Qual- 
Dollars of | Cap- | Fam- | Power | ity 
(add U.S.A. | ita ily 000 S.A. | General | Furn.- Auto- Index | In- 
000) | | Food | Mase. —_ motive | de 
| | | | 


|Urban- 
| Fami- | ized 


| | 
92 1,199.7) .7378| ot) ae 127, a 47111, 773|6,064 ¢ -9123) 4,276| 326,867 313,239 74,301 283,514 48,578 


1,461.9) 8901] 443.4|1287.6] 2,520,988 an 7246.68] 1,838,313 1.0810, 4,146) 402,329) 344,114) 87,925 343,077) 55,848) 


MI NNESOTA — @/D \ncome Breakdown ¢ Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES ee 1] COUNTIES ; | 
CITIES $0-2,499 | $2,500-3,990 | $4,000-6,999 /$7,000 Over | CITIES $0-2,499 | $2, $2500.39 $4, a00-0.900 |$7,000 & Over 


%, ia % Iin- %, 4 | & & (thous. i : % in % in- % In- 
‘Units come Units come Units come Units come | $ Units come | Units come | Units come 


Aitkin 
Anoka 
Becker... 
Detroit Lakes 
Beltrami 
Bemidji 
Benton 

Big Stone 
Bive Earth. . 
Mankato 
Brown 


New Ulm 


51 
21. 
47. 


25.3 | 31. 
6.5 | 
20.2 | 26 
13.8 | 
20.7 
16.1 
14.2 
13.0 
12.6 
13.1 
12.8 
14.3 
10.4 
10.6 


Chisago . * A le 26. 27.0 | 
Clay p 19.4 | 2 
Moorhead... . 18.1 | 2 
Clearwater. . . 33.2 | 
Cook. ... 32.2 
Cottonwood. . 24.1 
Crow Wing.. 26.7 
Brainerd 22.0 
Dakota. . 16.3 
South St. Paul 13.6 


Dodge 27.7 


Douglas 5 34.7 
Alexandria . “ 35.6 . 32.7 30.0 | 7 
> 
? 


4ue Oe & @ 
Saar 


Nonhonw woe 


ENweOeanawrnnntd & 
Ne&e co wv awa a: 


ee ee ee 


cr Go & to m bo 


enuneoun 
ono & & 
=o @ 


Faribault 24.0 
41. 29.7 
27.8 9 | 6 22.5 ° 
Albert Lea a . 26.0 8.3 | 28.4 21.5 | 35.1 42.51 10.5 


© SM, 1955. } rps aie Before using these figures, see explanation page u 
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bo 
- 
- 


27.7 | : 


n 
— 
a 


2 
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TELE-SELL 


At work NOW...in 131 stores 
accounting for 40% of all grc- 
cery sales in Minneapolis- 
St. Paul. Not only foods, but 
other products, too, can enlist 
the power of WCCO-TV’s 
flexible Tele-sell plan. 


ve oe - 
Ly fXACEPT 
SAT’ SUM 


An active... hard-hitting... 
practical merchandising 
program in the WCCO-TV 
tradition of leadership in 
all phases of Northwest tele- 
vision ... 


The biggest single adver- 


ipa, je Dell oes @ visercon ways tising force in Minneapolis- 
se a | < St. Paul...the station with 


Mitte Hille, Hilo Hit ee oe aoe the top shows (11 of the first 
rt ee ig. ? > ° ° 
aa at ey ite a bap Seca RE, 15)... the biggest audiences 


(32% larger than the nearest 
competitor)... the experience 
. the results. 


| cr ilo 


Hill Hillo Hifio Hitlo: Hifio Hilo ni nc The station with the MOST 
ito ti Ho Ho Hilo Hi lo Hilo Hilo for you, too. 


WG 
ag n wcco-TVv 
io The other member of the family 
Hi r Hi T Hi Th i. MINNEAPOLIS-ST. PAUL 
Hho Hino Hin 
Bi leaeaiteas Caen | cBS 


Source: February Telepulse 


MANITOBA } MINNESOTA 


[Roseau 


AKE OF THE 80 
PERBINGT ON LAKE OF THE BO0DS 
BELTRAM 
REO LAKE 


[wsnnowen] cleanwater - 


Chay BECKER HUBBARO 
BADERA (TASCA 


GRART OTTER TAM DOUGLAS 


oe 


STEVENS Fergus F alis T0900 


POPE 


WERNE PIN 


STEARNS 


BENTON 


NORTH DAKOTA 


2 CARLTON 
- 
OOUGLAS 


Counties ond cities on this mop 
are charted in proportion te net 
Effective Buying Income: Scole, 
0057 sq. in. equals $1 million 


Cities shown ore those having 
net Effective Buying Income of 
$15 million and over 


Metropolitan County Areas ore 
bounded by black dotted line 


WABASHA 


SOUTH DAKOTA 


e] OLMSTED 4% 


WINONA 


Rochester 


FiLL WORE 


Austin 


SALES MANAGEMENT 


MINNESOTA — Income Breakdown of Consumer Spending Units — (Continued) 


‘ees NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- COUNTIES | Con- 
sumer $7,000 & Over CITIES ces x 
ne 
a3 5 
26.2 
28.2 
21.1 
41.4 
39.8 
44.4 
43.2 
4.6 
52.8 
24.9 
14.5 
14.4 


19.7 
27.7 
32.4 
11.9 
23.1 
26.4 
35.1 
19.9 
25.0 
25.5 


14.4 
23.2 


30.1 
31.9 
34.2 
24.6 
16.4 
22.7 
33.4 
31.0 
23.3 
15.7 
14.8 
17.8 
38.1 i -5 | 4,425 
42.4 -6 | 3,837 
-1 | 4,137 
30.7 -3 | 3,606 
26.0 -6 | 3,706 
35.9 -3 | 3,264 
37.4 
24.2 bias -9 | 3,753 ; . 9 28.5 37.4 
34.3 
36.7 
24.8 iti -3 | 4,753 | 26.3 7.6 0 15.7 -2 38.7 
- 31.1 
Pennington... . . 1 | | 26. -2 24,2 State Total... .[1022.6 | 4,305 | 30.6 9.8 | 25.7 19.4 | 31.0 37.5 | 12.7 33.3 


th . * *,* 
Alabama Kentaky Tomes; — MISSISSIPPI — Counties and Cities 
te | Pop. ’ 
Mississippi state map—page 465 Gn NuMBER OF OUTLETS ' NUMBER OF OUTLETS 
County thous.)} F |GM|FHR| A | D i County F | GM|FHR 
} 


& 


Harrison 
Lincoln 
Coahoma 
Bolivar 


10| 15 0} 188} 28) 57 
9] 14 12 
13 
10 
20 
7 
6 
8 
14 11 
S411 7 


© SM, 1955. Béfore using these figures, see explanation page 11 
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New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999; over $7,000. 


MAY 10, 1955 


MISSISSIPPI'S 4 Biloxi-Gulfport 


by the Biloxi-Gulfport >< 


DAILY HERALD 


95°, Carrier Home Delivered: in Harrison County 
93°, Carrier Home Delivered on Total Circulation 


LARGEST MARKET Ae Gal, kines GA te eae oe 


Herald gives "home town" coverage in this important market! 


Represented 
Nationally 
by 


MISSISSIPPI — (Continued) The “SM” symbols mark original, 


exciu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES 


77) = 
ViV/S6 ‘ ESTIMATES—1954 CONTROLS 


Metro- 
politan| 
Area 


FIVE STORE GROUPS 
(in thousands of dotiars—add 000) 


Per Dollars 
ita Per Furn.- Auto- 
+ + motive 


F 


1,270) 
1,410 


7.117 
7,117 
6,110 
5,806 
1,962 


Sees| #25 


@2e #828 89228 28 


1,112 


3,267) 
2,537 
1,611 


16,404) . ° 2,358 
7,930 
4,444 
42,805 
10,165 


5,163 
4,765 


a 


_ 


eo =n 
28832 82853 


3 


11,454 
7,286 
11,643 


2 
F| 


3 888 


~_—_ 


5,549 
8,605 
10,645 


se 88 


nw 
= 
SP 
n= 
Ww 
aor 
oo 


“~n = 


10,769 
45,584 
23,590 
20, 265: 


§2 32% 


— 
i 
= 
> 
eauw-- 


8,439 
13,223 
53,359 
39,868 


¢ nw w 
33 Bese & 


— 

es s 
son ‘ 

-— 

£88e 8233 
ao = 

= 

a 


we 
3 
a 
) 
2 
o-~ 


38 


0113 ° ° 14,720 
0072 . . 10,076 
0712 . ° 153, 324 


3,290 
1,142) 
15,699 


22R SES BSR8ES FSER 


0564, 18.6 135,957 1,484)7,8 
26.6) .0164 7.6 $1,321 1,177\4,121 


10,852 
65.0 .0400| 10.9 104,636 .0417|1,610/9, 4,635 


& and “ See end of state for SM Metropolitan County Areas. © SM, § Before using these figures, see explanation page 11. 


16,487 


see 285 288 8823 § 
ES S> S ? 2 =. 
x 
@ 
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WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and fcotnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


DE soTo 
TUNICA TATE 


COAHOWA 


4 3 
ii 


LAFAYETTE 


ALABAMA 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


. . . lake a Look at the Changed Newspaper 
Uhaciham situation in Jackson, Mississippi! 


T WwW Oo One daily and Sunday rate (15¢ a line) buys STATE TIMES breathes the spirit of prog- 
——- 40,000-pius PAID circulation! Jackson, fast- ress—is tuned to the tempo of big new 


WH EN ON FE est growing southern city (156,000 Metro. projects. Lively, efficient cooperation in 
Pop.) has a powerful new paper with star- merchandising of ad schedules. Already 
WI Le D O 7 tling readership. Model plant covers half city bought by many of the nation’s largest ad- 


block; has 4-color, 64-page Goss press. vertisers—because it’s a stand-out buy in 
coverage for this important market. 


State4Times 


JACKSON, MISSISSIPPI 
+> 
National Representatives 
BURKE, KUIPERS & MAHONEY, INC. 


there's more buying power in Mississjppi 3% 


/gg® ts fatter, we DH woe n Maso 
j 2 


OMS AG en ern Hoes for 
[Ow Ao Vee, Aare wes Soma he tore 
9 “ner 2 Olin geade and SD. § 


- 


ahutihan 
tah then BY? £77 FH 
face arene YI4IS, FD 
Pe net A 9 tein Ae 
an hot am wary. spt VT 
an ay trem $44 ellen 
« GH 
Same «tye SSI 


PPM ISH 60D OGD, Sete Whe tea, 


979940. "9 ps rea’ hs New moras 
(yor cecred Cot7 Angerry “or awit potty 


Rr pr AAA a0) mor ee A986. 


Hj 


“sao 2288 #888 wae eois| gree 


~ 


S235 a¢ 8 


ws 
ae88 


8 BRE EREE Bear 
SRFe GRRE! 
bee Bag 


nn 


$3 88 8 Soe 
G RHR AREER RED) 


S 
R 
a 
&B 


S= ee : : 
§ 8858 B88 


3 
3 83 
at 


: § 

3 

& 
asae 


nn 
wa 
(arya 
ait 
"nw 28 


1 


ra 
ws” 
_ 
ie} 
3 


Lineetin VLA 017 

Neark hawen (wna 14,679 
1 raridee AAG 73,046 

(otenern bees ‘ mii7) a} 20,7071) 
Macdinen wim 19,401) 
| 
Marton 6) 0148) 9) 17,400) 
Marshal ” oe ‘ 12,746 
Marine 4.9) er ‘ 73,696 


| 
S 


g 
2238 


a= e 
a 
$8 = 

£ 


Montgnmery 19.8) , 0000 eo 4% 6,087 
Noatiatin a) (ota a 4 14,276 
Newton 1.0) .o188 , 19,747 
Nowuhee 10.8) 018 ‘ 6,076 
(Ve titstveten 6.9) 0188 ‘ , 21,000 
Panola 5) «(Ne A 16,191 0008) 2,140 2,337 


A and © Gee end of clate for OM Metropolitan County Areas. © $M, 1955. Before using these figures, see explanation page 11. 
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tive estimates by SALES MANAGEMENT. MISSISSIPPI — (Continued) 


POPULATION EFFECTIVE BUYING § RETAIL SALES 
77m ESTIMATES NCO 
JM Bry LD estiares—i9ss LD estimates—to5s 


~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


Per | Per 
Cap- | Fam- 
ita | ily 


Thad] 


General | Furn.- 
Mdse. | House- 


Fh hel 


836/3,1 

651/2,1 

853|3,173 
1,289)4,179 


2,432 
1,214 
3,336 
1,819 


. 
w= 
.¢ 
$2 
_— 
w 


25 


623/2, 
702|2,681 
543/2,1 


1,170 
995 
1,442 


. 
. 


. 
—~_— = 


nwo= 
232 882 83 
o=— Ne 


& 888 £25 85 
-] 
Ce ee” oe a | n= = 
228 £88 B€2 23; 
-_ -»_— +_ so 
Se 5 eee 
#83 282 8 
se 
E32 «8 Fe 
B38 288 $s 


649/3,1 
613|2,41 
610|2,543 


711 


9,376 
4,666) 
4,377 


2,159) 


HES §85 882 


25,710 
9,829 
7,972 


. 22 
& 


6,019 
3,845 
8,348 


10,068 
5,624 
1,176|3,743) 35,913 
1,291)4,002 34,102 


881/3,11 54,117 
j1,089)3, 641 38, 426 
5654/2, 6,708 
623|2,444 6,117) 


a 


n= 


574/2, 6,048 
633/|2,603 8,952 
637/2,478 7,325 


—_— 
a“ « 


22 288 9882 8 


673/2,661 19,822 
981)3 318) 15,969 


B83 S88 S388 FESS F8 


g 


Total Above Cities ‘ 733 ,026 20191, 3364, 709 647,359) . . 180,278 18,000] 


2\/S3|)/88 £88 SSeS S2KER BSE 


State Total , ° 1,796,919) 7155) 817 3, 1321 1,275,688} .7502| 2,224 313,745 36,4011 


M1ISSISS1PP1— @@qp Metropolitan County Areas 


0983, 43.8) 116.4) 223,078) -0889|1,396|5,093] 143,769 a 3,282 24,141 8,499; 38,509) 4,1 0895) 91 
ABiloxi-Guifport. -0712) 30.2 97.2] 153,324) ene enn: wrenkd 86 ,607 anes Gene 6,559 5,104) 15,699) 2,64 0600) 84 


| 
Total of Areas. . . ° .1695| 74.0) 213.6 376,402! 1499 1, 3665, 087 230,376; .1355| 3,113) 47,749; 30,700| 13,603) 54,208 6.807| -1495| 88 


MISSISS!1PP1— @¥D Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES 
CITIES 


$0-2,499 $4,000-6,999 | $7,000 & Over $2,500-3,999 | $4,000-8,999 
% % % % 


% in % itn In- % in % Iin- 
Units come Units come come $ come | Units come | Units come 


46.8 17.1 -3 | 21.1 29.3 -7 33.3 , . -6 40.0 | 19.8 27.6| 9.1 20.3 
45.3 16.1 .0 | 21.8 29.5 2 34.4 - ° -6 33.8 | 16.9 20.1 | 10.7 20.4 
61.7 31.3 -1 | 10.7 20.6 -5 19.0 ° 0 23.4 | 20.9 20.8 | 16.1 26.8 
50.6 . 9 | 15.5 24.6 8 26.3 le 0 42.6 | 18.7 26.8) 7.7 17.6 
70.0 39. ° 8.6 18.7 6 17.5 ° -9 43.2 | 21.0 31.0) 7.4 17.6 
70.2 41. 8.1 18.0 45 14.2 ° -7 49.0 | 12.8 19.5 | 7.6 18.5 
55.0 24. 8} 15.1 25.5 4A 24.4 petteans ° -3 21.0 | 26.0 26.4 | 19.4 31.5 
76.4 53. le 4.7 12.5 8 3.8 i Bion A 0 21.2 | 25.1 25.4) 19.3 31.2 
76.1 . 7.2 16.3 -5 20.2 ° -6 32.1 | 25.6 32.7 | 12.3 26.2 
14.0 23.6 0 28.3 ° -8 37.8 | 26.8 38.0/ 8.3 18.8 
7.3 16.4 9 9.6 
5.4 18.9 9 9.5 . -1 46.0 | 20.0 30.5/| 6.6 16.0 
6.9 15.8 0 14.7 -1 30.0 | 21.9 26.4 | 15.7 30.2 
5.5 14.0 6 9.7 ° -1 32.9 | 21.1 25.8 | 10.6 20.6 
° -6 22.0 | 25.4 26.7 | 16.8 27.2 
2,066 | 7.1 ° 6.0 15.0 6 14.2 e -1 15.6 | 29.5 26.7 | 22.2 32.2 
2,204 . 5 . 7.5 17.4 -5 12.7 i 7 -7 24.1 | 24.2 26.5 | 15.3 25.9 


Before using these figures, see explanation page 11 
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MISSISSIPP1— @%D Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- 

$0-2,499 | $2,500-3,999 | $4,000-6,999 $0-2,499 
gels eis ele & . 
Units come | Units come | Units come | Units Units come | Units 


43.7 14.9) 25.7 20.9 | 20.7 27.1 \ . . 43.3 
13.6 | 26.8 21.2 | 21.4 27.0) 10. . ae . 55.5 27.3 
54.1 2 10.6) 5.7 14.8 ’ . . 45.9 
79.7 54.9 3 21.8) 5.0 13.2 : le 56.0 26.2 
88.9 71.6) 7.3 14.1] 2.7 8.8] 1. i 
69.2 42.4 6 31.5 | 7.4 17.4 . 3 . 69.3 42.3 
18.8 3 29.6 | 21.7 35.2 ‘ . \ 63.7 36.3 
42.7 17.8 | 29.7 29.4 | 22.9 36.4] 4. ' 53.5 


50.3 4 24.2) 6.8 17.0 

58.3 -1 20.7) 5.3 14.6 

50.7 4 27.9) 6.2 16.1 
53.2 23.3 ° 14.6 24.4 
50.4 20.4 ; -1 | 16.3 26.0 
83.2 61.6 ; le 3.9 11.0 
70.4 40.1 . 8.2 17.8 
58.5 31.1 ° 11.7 23.6 
51.1 21.2 ¥ 17.7 28.0 
48.8 19.3 < -5 | 18.9 28.7 
70.8 44.1 . 7.6 18.1 
78.9 83.7 . 5.2 13.4 


33.2 
39.9 
43.9 
43.4 
57.0 
27.7 


- 2 8 oO 


49.7 
45.2 


See oHr arse @ 


See oawe.- @e ee 

rag eet wh nd af aR a@ of 28 a 

eeernnweowornoro om 
oo oo to Oe 


42.5 
49.3 
39.5 
47.8 
23.2 
22.0 
33.1 
26.2 
46.7 
45.6 


59.2 28.0 ° 13.5 24.4 
49.4 18.7 ° -0 | 18.2 26.3 
65.3 30.2 ° 11.2 18.9 
49.5 18.0 . 6) 17.3 24.1 
3,166 | 56.2 23.8 . 14.2 23.0 
3,680 | 50.6 18.5 J -8 | 16.6 23.0 
2,714 | 62.3 30.8 ° 12.1 22.8 
2,881 | 59.1 27.6 . -0 | 13.2 23.5 


eI ne wee 
&uso eo @ & & 


eentacans 
ee ee ee | 
a 
os 


onwry 
xo 
eoow 


2,190 | 74.0 45.4 ; . 7.8 18.2 
2,537 | 64.0 33.9 ° 10.6 21.4 
1,919 | 81.5 67.1 ° 5.0 13.4 
2,330 | 67.7 39.0 ° 10.0 22.0 
2,289 | 67.9 39.8 . 10.1 22.6 
2,151 | 72.6 46.3 ° . 8.7 20.8 


iJ 
nu 


2,082 | 73.8 47.3 ° ° 6.7 16.6 . . iti 49.6 
2,015 | 78.1 62.1 . ° 6.4 16.2 


-| 676.3 | 2,657 | 63.7 


(Other West North Central States: lowa, Kansas, 
Minnesota, Nebraska, North Dakota, South Dakota.) 


Missouri state map—page 480 , Noumper or Ouriers 
City County GM | FHR j GM D 


_ 


20 
14 
14 
13 
13 
18 
2 
6 
18 
18 
14 
* 
25 
260 
8 
13 
9 Trenton......... 
11 University City. .St. Louis 
10 Webster Groves. . St. Louis 


Cape Girardeau. .Cape Girardeau. . 
Carthage 


- 


~ 
coewoeranvorn 


yore w& 


i 
#enoo@nnsQOuaunrn 


_ 
~ 
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RATION EFFECTIVE BUYING RETAIL SALES 
1/1/85 BY) EsTIMATES—1954 ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


at | can- 
Generali | Furn.- Auto- 
ae . Mdse. | House- | motive 


20,812} .0083|1,035 ; 1,628 840 909 0101) 82 
12,974] .0052|1, 190 ; . 1,354 a 4,784 .0072| 107 
12,659, 0051/1, 101 d 125 242} 1,012) 1 0049} 69 


“Not Available. = ua ’ Before using these figures, see explanation page 11. 
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“GOING INTO OUR 103rd YEAR 
And Still Breaking Records 


1954... We published the LARGEST 
VOLUME of Bisley Advertising 


in our 102 years of publication. 


954... We reached a GREATER 
NUMBER OF PEOPLE in Metro- 
politan St. Louis than at ANY 
TIME in our 102 years of pub- 


lication. 


FOR GOOD RESULTS 
FROM YOUR 
ST. LOUIS ADVERTISING 
.. IN 1955 
SCHEDULE IT IN — 


St. Lonis Globe-Democrat. 


“Wide Awake St’ Louis Reads the Morning Globe!" 


MAY 10, 1955 


You Want BIG SALES VOLUME 
in ST. JOE, MO.? 


Tell YOUR Story to of St. Josephs Homes 


thru the 
ST. JOSEPH NEWS-PRESS 
St. Joseph Gasette 


Kelly-Smith Co. Nat’l. Ady. Repr. 


NO OTHER (osily o sunday) NEWSPAPER Reaches (3) of This Market! 


. The “SM” symbols mark original, lu- 
MISSOURI — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALZS 5 ADVERTIS- 

> IN 
BYP 1/1/55 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
COUNTIES _|politan FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


General . Auto- 
Mdse. motive | Drug 


' 


2,191 


| 
5,843) 
5,216) 
4,056) 
1,629 


2,949) 
680! 
422 


9,647! 


7,895) 


Poplar Bluff. .. 


#265 3882 88: 


4.4 


EE 


2,663 
1,287 
mag 15,989 2,672 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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2.6 
2.7 


2 
8 


38S sxe sees 


. 
= 


MISO" | Missouri 


PUBLISHED BY CAPPER PUBLICATIONS LARGEST AGRICULTURAL PRESS IN THE WORLD uj ra ; Sf 


Sales Offices: New York, Cleveland, Chicago, TopeRa, Los Angeles and San Franc 


The “SM” symbols mark original, exclu- H 
sive estimates by SALES MANAGEMENT, MISSOURI — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM Bye BY LD EsTIMATES—1954 OY ESTIMATES—1954 
COUNTIES as FIVE STORE GROUPS 
Area 


CITIES » ™ Coun- (in thousands of dollars—add 000) 
et 


f f 
(add 8. . General Auto- 
000) Mdse. motive 


10,217) . 817 d 1,209 
8,536) .0034) 948/2,943 1,711 


101, 159 -0403/1,765 5,410 16,087 


| 


10,904; .0043/2,019)5, 192) | ae 9,500 


14,121| .0086|1,228/3,621 F 4,126 

50,775| .0202|1,387|5,078 : 11,646 

42,608| .0170|1,533|5,606 : ,353| 11,646 

20,963) .0084|1,270/4, 031 ‘ 515! 2,908 
| 


10,393) .0041| \2, ter | 1,914 
7,704) . a 981). 873 
7,623} 0030) 740| ‘ 1,891 
| 
| | | 
11,269} .0045/1,015/3,046 1,737 
7,913] .0031|1,002/2,729 ' : 970 
8,581) .0035) 802|2,600 ‘ 463 1,766)’ 
| 
8,611] .0034| 678/2,392 - 131 1,614 
37,261} .0148| 793/2,866 ‘ | 2,178 10,247) 
Kennett....... 9.1] . 7 9,639} .0038|1,059/3,570 .0095 i 587 7,363 
Franklin........ 2 .7| 13. 44,947] .0179)1,177/3,842 es : | 2,420 7,660} 852 


| | | 

4.0) ’ 13.,234| pee a tert e | 1,101 1,956 167; 
© ere 11,840 -0047/1, 128/3 482 8, 609) 894) 379) 1,694 252) 
.| 142 ‘ 0686 36.9) 81.6 155,516; .0619/1,396/4,215) 121,790) . 301) 286; 13,501 7,422; 28,906) 4,104) . 
ASpringfield. . f .0469 25.9) 117,993} .0470 1,546/4,556 104,,963| ee 5 12,452) 6.773) 27,180! 3,863 .0514| 110 
1 Kansas City is in Clay and Jackson Counties. 

4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


IN THIS ISSUE "gemma of commerce and WE'RE IN THE 


ietielaasiedsi Mi ap ca eS RE MIDDLE OF THINGS 
Industrial Data Section 51- 77 


Farm Income Section 78- 90 so x . 
Scout: Thesis. Beodtetion and reliable information on con- 


e 
Sales, Construction 91-119 ditions, resources and facilities Columbia will finance or help finance 


* 
equipped to provide up-to-date Midway between the Geographical and 
population centers of the U. S. 


land or buildings on long-term lease 


in their respective cities, states || ©" °Ption contract. Ample labor sup- 
ply, ideal community, all facilities. 


. f or areas. Your inquiries to any For complete industrial brochure 
County-City Section 223-756 P address confidential inquiry to 
or all of them will be answered 


nic hong tse : Committee of 55, Chamber of Commerce 
Canadian Data .... _. 760-807 with prompt and courteous co- | p. 9. Box 396 COLUMBIA, MO. 


bad operation. 
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Metropolitan Areas . 155=212 
Leading Counties 121-152 


PR RS ihe ss 


perenne ne iene: 


Outdoor sells more! 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- . 8 8% 
tercity basis! Ask us about GOA’s new network plan! ” of all retail sales 


in Missouri are made in the 
KANSAS CITY area! 
—another GOA market 


General Outdoor Advertising Co. 


General Offices 
Harrison & Loomis Streets Chicago 7, Illinois 


MISSOUR 


~ St SER aia ea The “SM”? symbols mark original, cute 

1— (Continued) _ IIE ES set sive estimates by SALES MANAGEMENT. 

| ; ’ , SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES NCO 


| ME ING 
1/1/55 JM ESTIMATES— 1954 JSM ESTIMATES— 1954 CONTROLS 
COUNTIES |politan | es, Ro | Cees >  £ . eT poset mame 
CITIES Area | | (in thousands of dollars—add 000) | 
ee eee ee 
| Power | ity 


| 
Wet | % | Per 
Dollars | of | Cap-| Fam- of | 
(add | U.S.A.) ita ily . General | Furn.- | Auto- index | In- 
000) | Fam- | Mdse. | House- | motive | Drug dex 
} | Radio | 


Grundy......... Sed 5} 6. 15,618} .0063|1, 183/3,471 ; , , : -023| | 4,346) 421 
Trenton...... 0} 0037} 2.3 8,428} .0034|1,405|3,831 
Harrison....... -7| 0084) 4.4) 2. 14,348) .0057/1,047|3,261 
Henry . 8} 8} 6. 21,518| .0085|1,087/3, 164 
Clinton....... -l] . | : 7,974, .0032) 1307/3, 467 


3,720 .0015| 702/2,067 

11,583! .0046|1,170/3,736 

14,358! eT 

19,563) .0077) 825/2,71 , .0098| 2,312 358) A 1,021) 665) 

’ 6,858} .0028| 737/2,743 , -0028) 1,901) | 132} 1,248) 7) 

3648} 194.7/546.3 | 1,121,586) -4466)1 94/8, 761 .006,691| .6821| 5,170) 171,200) 48,195) 170,177| 62,493] | .4718| 133 

1t& Kansas City’ ’ 2060 ; 970,664) .3865/2,011|5,999 ,847| 5492) | 153,949) 231,445] 45,794) 151,414) 48,885) 4174) 141 
Independence .0275| 8] 74,875) .0298]1,675/5, 059 .908| 0217] | $,560! 3,470! 1,742 13,301| 1,887] .0269| 98 

1 Kansas City is in Clay and Jackson Counties. © SM, 1955. 4 and 4 See end of state for SM Metropolitan County Areas. 

t Gent. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation page 11. 
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tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
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Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


KMBC-KFRM 
radio TEAM 


in the Heart of America 


You go first class when you go into the great Heart of 
America with KMBC-KFRM, the Midwest’s leading radio 
combination. One of the nation’s foremost broadcasting 
institutions, the Team is famous for programming that 
draws listeners and holds them throughout each day’s 
181%4-hour schedule. Local-flavor news of regional impor- 
tance, entertainment and information (part of the Team’s 
vigorous “live” programming) balance CBS network pro- 
grams to appeal directly to every interest level. 


a POON ba a di 0 


_—s° MANHATIAN 


GREAT BEND® 
GaRoen City HUTCHINSON * 


Boose city wicniTas 


o LIBERAL ARKANSAS CITY, 


BARTLESVILLE 


KMBC of Kansas City serves 83 counties in western 
Missouri and eastern Kansas. Four counties (Jackson and 
Clay in Missouri and Johnson and Wyandotte in Kansas) 
comprise the greater Kansas City metropolitan trading 
‘area, ranked 15th nationally in retail sales.* 


KFRM for the State of Kansas, a bonus to KMBC, puts 
your selling message into the high-income homes of Kan- 
sas, 6th richest agricultural state. 


~_— 


sd |Free « Peters, Ine. 


Exclussre Natsonal Representatives 


mak 
KANSAS CiTy 


K AN saw sv l=] 


KMBC-TV 
Channel 9 


Kansas City’s Most 
Powerful TV Station 


Coverage conscious advertisers get more 
than their money’s worth when they swing 
their schedules to KMBC-TV. With a 
giant 1,079-fuot tower (above average ter- 
rain) and a 316,000-watt color-equipped 
RCA transmitter, KMBC-TV dwarfs 
every other television facility in the Heart 
of America. Channel 9 booms its signal 
into areas never before covered by Kan- 
sas City television. Out-state reception 
reports from all points of the compass 
show KMBC-TV delivers markets lying 
far beyond 100 miles from Kansas City. 
If you’re aiming your advertising message 
at Kansas City and its rich surrounding 
secondary markets, KMBC-TY is the best 
place to invest your television dollars. 
Your Free & Peters Colonel can give you 
complete program and availability infor- 
mation on the Midwest’s most-up-and- 
coming T'V station. 


For the broadest broadcasting coverage of the Heart of America market, use the area's 
most effective one-two advertising punch—KMBC-KFRM Radio plus KMBC-TV Television! 


the KMBC-KFRM radio TEAM KMBC-TV Pimary Bask 


JOPLIN, MO. AB.C. CITY ZONE OVER 50,000 


March 31, 1955, Population: 51,134 


MISSOURI'S 4th METROPOLITAN AREA 


$30,000,000 FOR INDUSTRIAL DIVERSIFICATION 


Reiail 
Met. Area Trading Zone Since 1951, over $30,000,000 has been spent on new industries and plant 
Population-1955 110,700 276,900 expansions in the Joplin area. The result is a revitalized economic equilibrium, 
Rotail Sales with diversified industry complementing Joplin’s position as one of America’s 
1954 $110,817,000 $242,834,000 most important centers for the mining of lead and zinc. 


Source: Sales Management Estimates. Represented by THE KATZ AGENCY, INC. 


Served by 


The Joplin GLOBE & NEWS HERALD 


: The “SM” k inal, lu- 
MISSOURI — (Continued) qe estimater by SALES MANAGEMENT, 
POPULATION Lang BUYING RETAIL SALES 


77— ESTIMATES r : 
JIM Bry BYP ESTIMATES—1954 BYP ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of doliars—add 000) 
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~ 
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o 
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8SR288 


0129/1 ,324/4,251 
.0049}1,778|5, 336) 


-_— 


w 
3a8 
a 


SS sxbexerasSs x 


31,373 
19, 289| 
18.1) . , am 


| 
17.0) . 9} 4. ie 15,490) 0001) 717| 410 
16.71 . v ge 423. 11,834! .0070) i 203 


2 Joplin is in Jasper and Newton Counties. © SM, 1955. 4 Sikeston is in New Madrid and Scott Counties. 
3 Hannibal is in Marion and Ralls Counties. 4 and 4 See end of state for SM Metropolitan County Areas. 
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In more and more client-agency huddles, decision-makers. are 


SOLD ON SPOT 


... and all the advantages of SPOT ADVERTISING 
which influence their decisions are prominently 
present both on KSD and KSD-TV... the NBC Radio 
and Television Network affiliates in the NATION’S 
NINTH LARGEST MARKET. That’s why more 


and more client and agency decision-makers are 


SOLD ON KS 


5000 Watts on 550 KC Day and Night 


ann KSD-TV 


100,000 Watts on VHF Channel 5 
THE ST. LOUIS POST-DISPATCH STATIONS 
SPOT SALES *Tubemnak ceones ane 


any radio station in St. Louis. 
National Advertising Representative *% KSD-TV is equipped for net- 


work, slide and film telecasting 
in FULL COLOR, 


sive estimates by SALES MANAGEMENT. : M1SS OU RI — (Continued) 
eat a, Millis SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES =~ 


PO 
SM ESTIMATES SM INCOME ! 
1/1/85 ‘ ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES . (in thousands of dollare—add 000) 
Per | Per % Qual- 
Cap- | Fam- 0 Power | ity 
ita | ily 000 8. Per General | Furn.- Auto- In- 
Mdse. —_ motive dex 


993|2,764] 12,278) : 473, 925) (78 
859)2, ; A 2 ‘ 1,856 366 
962\2, J F j 506 228 
1,116)3, j J . 171 145 


8 8882 


1,40414,1 . é , : 1,876, 1,180) 
1,602)4,567 , 0107} : 1,795} 1,180 
.0075/1 ,181|3, 43 ; é , } 523| 667} 2,533 
-0017 635 2.642 ) -0016) 1, | 473) 34 349 

-0034| 748/2, i .0034) 1, j 861 231; 1,200 

.0178|1 ,347/4, ' ‘ ; p 2,049 1,522) 5,700 
.0004|1,514/5, 1 ‘ J ; 1,081} 1,163) 4,471] 582 
0034) 855/2,641 .0036| 1, 578 270] 1,213) 1 
10.6) 13.9 -0172|1,194/4,06 .0188| 3, r 1,471| 1,713) 7,386 

124 421.6|1321.1] 2,561,820) 1.0201/1,877\6,076| 1,546,502) .9095| 3, j 225,068 93,551] 263,209) 52, 

8 Hannibal is in Marion and Ralls Counties. Before using these figures, see explanation page 11. 
5 St. Louis County combined with Independent City. © SM, 1955. 
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22882 


GREEG52952 2295 


Outdoor sells more! 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 4 6 3% 
tercity basis! Ask us about GOA’s new network plan! 


of all retail sales 
in Missouri are made in the 
ST. LOUIS area! 


General Outdoor Advertising Co. 
: —another GOA market 


General Offices 
Harrison & Loomis Streets Chicago 7, Illinois 


M | S S O U R | — (Continued ) The “SM” symbols mark original, exclu- 


__Sive estimates by SALES MANAGEMENT. 


Sreres BUYING RETAIL SALES 
7 y ESTimares iW” NCOME 
‘ ESTIMATES —1954 ESTIMATES—1954 


Ww saieentaniiniaihabs = 
COUNTIES jpolit | | } FIVE STORE GROUPS 
CITIES won | , | oe (in thousands of doliars—add 


U.S.A. | ita ily 


Get. 2 ; as! Rede Bo a 
ASt. Louis... 6} 534?) ‘ . -6306)1,824\5,870] 1,180,523) 
Clayton...... a ; 0294\4,141/13650] —56,727| 
Maplewood. . . 6. . .0102/1,889/5,840} 34,609) 
University City ° P ° -0448/2 ,572/8 581 29,704) 
Webster Groves! 5). Y : .0264|2,501/8,719] 21,821) 
Kirkwood. .. + Age , .0192/2,176|7 , 850 
Overland 4). i . 0114/1 ,646/5,844 
‘ 0096) 1 ,756/6,549 
Jennings ...... A d . 31,777; .0127|1,746)6, 
Richmond 
37,453, .0149/2,326/8, 142 
11;631} .0047}1,020/3,752 


| | | 

32,649 .0130!1,205/3,887] 
13,197} .0053/1,500/4,713 
5,340} .0021| 954|2,967 
6,757| .0027| 965|2, 703) 
35, 564| anaihau, 

15,187} .0060}1, 159|3,797 
5,149} .0021 644\2. 340 
9,906) .0039)1,032)2, 

25,859 cones] 745 
6,897} .0028| 711 
10,041) .0040| 947 


eee 8,470) .0033| 822 
.0117) t err 14,154) .0057| 741 
0141 | 7.9 24,399) .0097|1,065 
.0049 7) 11,838] .0047|1,498/4, 


‘ ey is in New Madrid and Scott Count © . Before using these figures, see explanation page 11. 
4 See end of state for SM ee County Areas. *Not Available. 
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El Re S4 


among all evening newspapers 


in General Groceries Advertising 


Tae: St. Louis Post-Dispatch published more 
General Groceries advertising during 1954 than 


any other evening newspaper in the world. 


Tuts 


Among all newspapers, morning or evening, the St. 
Louis Post-Dispatch ‘ranked third in General Gro- 
ceries advertising during 1954, and was exceeded 
only by the Chicago Tribune and the Los Angeles 


Times. 


ST.LOUIS POST-DISPATCH 1008 


_< 


In New York In Chicago West Coast In Florida In Europe 
* ° 


The selling force behind St. Louis business. 


* e 
St. Louis Post-Dispetch YW Louis Post-Dispatch West-Holliday Co , Inc The Leonard Company St. Lowis Post-Dispatch 


Mr. J. Vo Ambrose Me EM Roscher Los Angeles 4 Bil Lincoin Road Mr A. &. Lerner 
Manager Manager Californie 


52! Fifth Avenue 1829 Tribune Tower San Francisco. 5 
New York 17. NY Chicago, lilinois California 
Portiand, Oregon 
Seattle |, Washington 
Denver 4. Colorado 


Miami Beach, Floride Paris, France 
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ey OF THE 
P Ve ee Fe KANSAS CITY 
ONE RADIO STATION—WHB—HAS A Sa pwn AUDIENCE 
! : eg ACCORDING 
TO HOOPER 
That's one way to look at it. 


The sam i i 
SO SPEIER WHE —te FURST vr cities Yes, things sure have changed in Kansas 


other way, too. Here’s the line up: City since last year’s issue of this book. 
PER WHB is the only station which improved 
rial vans PLACE, 48.9% its rating substantially in all 3 surveys 
(Average share of audience, 7a.m.-6p.m., Mon.-Fri, Jan.-Feb. 1955) —Hooper, Pulse, Trendex. No matter 
TRENDEX, FIRST PLACE, 42.8% which way you look at it, this new in- 
(Average share of audience, 8a.m.-6p.m., Mon.-Fri. Jan.-Feb. 1955) dependent WHB, under Mid-Continent 
management, is the one station you need 
PULSE IN HOME, FIRST PLACE to dominate Kansas City. Talk to the 
(Average share of audience, 6a.m.-6p.m., Mon.-Fri., Jan.-Feb. 1955) man from John Blair, or WHB General 
PULSE, OUT OF HOME, FIRST PLACE Manager George W. Armstrong. 
(Total average audience, 6a.m.-midnight, Mon.-Sun., Winter, 1955) 


-CONTINENT BROADCASTING COMPANY 


President: Todd Storz 


KOWH, Omaha WTIX, New Orleans WHB, Kansas City 10,000 watts 710 kes. 
Represented by Represented by Represented by o 


H—R Reps, Inc. Adam J. Young, Jr. John Blair & Ce. KANSAS CITY, MISSOURI 


MISS OU R | — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
OY) ESTIMATES—1954 


[potter 
COUNTIES |politan| “FIVE STORE GROUPS 
CITIES Area (in thousands of dollare—add 000) 


=e 


7,794) . 
7,884) . 
4,943) . 


10,074) . 
3,687). 
12,078) . 


S228 388 


5,789) 5,078,008) 1.8075 . x 174,479 . 121,080 1. 


4,164.9| 2.5568/1 ,303.9|2641.0] 6,132,190 2.4419) 1 ,478/4,703} 4,386, 661| 2.5799) 3, ° . 225,144 J 150, 146] 2. 
|— Metropolitan County Areas 


913.4) .5617| 301.0) 613.6] 1,712,905 . 1, 875/5,691) 1,293,829) .7610| 4,298 , . 61,631 
100.1; .0616) 31.7) 865. 186,485) .0623)1 ,563/4, 100,756; .0682) 3,178 . 5,587) 
1,823.4) 1.1216) 661.7/1657.7] 3,274,240) 1.3038/1,796)5, 1,979,667) 1.1642) 3,524 ’ 116, 105 


111.4; 0686) 36.9) 81. 155,516) .0619)1,396/4,21 121,790} .0717| 3,301 7,422 
110.7; .0681; 37.0) 65. 135,819; .0540/1,227/3,671) 110,817) .0652) 2,995 23,861| 11,535 4,694) 29,458) 3,11 


3,059.0) 1.8816) 968.3/2703. 5,434,968) 2.16401,777'5,6131 3,606 , 859 2.1213) 3,726) 810,097! 544,302 195 ,339| 670,205|141, 4431 2.0947 111 
Before using these figures, see explanation page 11 


To. be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 
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Only KCMO Broadcasting Offers 3 Complete 
Facilities for Mid-America Coverage 


KCMO-Radio... KCMO is Kansas City’s only 50,000 Watt sta- 
tion for Mid-America. At 810 KC it blankets this top-quality 
metropolitan market, and covers 213 wealthy counties inside 
the 14 mv contour. 
KCMO-Television . .. New tower—1131 feet above average 
terrain—full power ... 100,000 watts .. . to push Channel 5 
MoS lle §6to top coverage soon. Even now, KCMO-TV is the choice of 
the best advertisers. 
KCMO-FM Transit Radio ... You can reach Kansas City’s 
353,162 week-day bus and streetcar riders at approximately 
FM-TRANSIT - 50c per thousand via KCMO-FM. And there’s a big plus audi- 
ence of fine music enthusiasts and hi-fi fans devoted to FM 
evening programming. 


METROPOLITAN FACTS ABOUT KANSAS CITY—the 
market that’s 15th in retail sales, 17th in grocery sales, 11th 
in wholesale, 8th in bank clearings, and 7th in drug sales. 

*Retail Sales *Food Sales *Drug Sales Population 


Greater Kansas City $1,293,829 $251,104 $65,989 913,400 
St. Joseph 91,431 19,385 5,103 79,900 
Topeka 135,691 27,050 4,159 92,400 


Totals $1,538,755 $297,539 $75,251 1,085,700 ratte 
GREATER KANSAS CITY includes all of Jackson and Clay Radio—50,000 Watts at 610 Ke publisné 
Counties in Missouri, Johnson and Wyandotte Counties in Better llomes 
Kansas—including Kansas City, North Kansas City, and In- and 
dependence, Mo., and Kansas City, Kan. FM-Transit—94.9 Meg. Successful Farming 

*Sales figures add 000 


affiliated with 


Television —Channel 5 


National representatives— The Katz Agency 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power," regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 


W “FACTS ABOUT THE EAST ST. LOUIS MARKET” 


Show you can’t cover East St. Louis, Illinois from St. Louis, Missouri 


IT TAKES THE EAST ST. LOUIS JOURNAL! 


NATIONALLY KNOWN FIRMS ADD 150,000 | SAMPLE FACTS AND THE DOODY SURVEY 
LINES OF NEW BUSINESS TO PROVE IT! ° 116,000 city sone pepalstien «40h lergedt, mashet 
Pe . Here are just a few: Institute of Life Insur- * a ae 1 reaches 82.7% of East St. Louis resi- 
56 PAGE BOOK _ ance, Phillips Petroleum, Nabisco, Kresge, dents who regularly read a daily newspaper. 
OF FACTS : Old Gold, Schenley Reserve, Old Crow, @ 42% of these residents read the Journal only. 
’ Old Sunnybrook, Milnot, Blue Bonnet, Ath @ The Joeeaal pag, A dM ge 
| This new booklet gives com- | Hiram Walker Family Brands, “East St. Louis City Zone; over twice as 
> plete details on East St. Private Cellar, Ten High, Walgreen. LARGEST much circulation as the Globe Democrat. 


d Lovis and East St. Louis MARKET 


5 tees veers of Senty 1,111,480 lines of retail food advertising in 1954! a 
history; line. § 
competeons East § St. Louis ILLINOIUS/ A LINDSAY-SCHAUB NEWSPAPER 
Member Illinois Color Comic Group 
r & u R ™ A i a Kelley, Inc., Nat‘! Reps. 


Survey; circulation 
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2. REYNOLDS 
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MISSOURI— @® Income Breakdown of Consumer Spending Units _ 


NET INCOME GROUPS, 1954 


COUNTIES 
$4,000-6,999 | $7,000 & Over CITIES 
% % 
% in % in 
Units come | Units come 


NET INCOME GROUPS, 1954 


| $2,500-3.999 $4,000-4.990 


% iIn- % 
Units come | Units 


$7,000 & Over 
% 


In- % 
come | Units 


In- 
come 


Adair ” 
Kirksville... .. 


27.8 
31.0 
30.8 
28.6 
37.2 
39.6 
27.2 
27.3 
27.6 
18.6 
17.0 
27.6 
26.9 


| 14.2 
16.6 
18.7 
19.9 
27.7 
31.2 
13.5 
14.7 
15.1 
8.5 
7.2 
15.3 
14.7 


2.5 9.1 
3.1 11.2 
6.2 20.2 
9.1 
8.3 
9.3 
3.3 
4.5 
5.7 
2.6 
2.0 
5.2 
5.3 


Poplar Bluff... 
Caldwell 


36,4 | 
38.0 | 
26.0 | 
31.3 
24.1 
32.2 
31.9 
22.0 
34.6 
34.2 
30.4 


22.0 | 2 
22.0 
29.7 
27.7 
37.2 
27.2 
25.1 
28.6 
24.9 
23.6 
28.0 
31.0 1.1) 2.1 7.7 
26.5 32.1 | 6.6 21.3 


9.4 
9.6 
3.8 
5.5 
2.9 
5.7 
7.0 
4.2 
6.6 
7.5 
5.6 


30.1 
30.5 
14.6 
18.7 
10.2 
18.5 
22.4 
15.2 
24.1 
27.1 
19.0 


47.3 


these figures, see explanation page 11 


SALES MANAGEMENT 


Before using 


In the Missouri and Kansas Farm Market... 


31/-=. 


Why Seltle for LESS? 


You can be .sure your advertising reaches more farm 
households— reaches more of the Best farm households— 
in the Weekly Star Farmer. 


THE PROOF: The Kansas and Missouri Departments of Agri- 
culture each year detail farm.income by county. 


In the 59 Missouri counties and 47 Kansas counties, 
each of which produced ten million dollars or more 
in farm income in 1952, the Weekly Star Farmer 


has 31% more farm subscribers than any other 
farm paper. 


In Kansas and Missouri, the Weekly Star Farmer has 98,262 
more farm subscribers (43% more) than any other farm 
paper (A. B .C.). 


Your advertising in the Weekly Star Farmer will sell the Most 
because it concentrates on the Best. 


Why seftle for less? 


We ekly S Star Farmer 


Largest Weekly Farm Publication in America 


Kansas City '72? Sod Av. = Chicago 2 5. Stote St New York 2). & 40th St. 


HArrison 1200 WeEbster 9-0532 Murray Hill 3-6161 
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M 1SSOURI— GJ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES 
CITIES $0-2,499 $7,000 & Over $0-2,499 $7,000 & Over 
Units % % 


sumer 

In- % in % in 

come $ Units come Uni Units come 

54.7 26.9 
21.6 

60.6 33.5 

40.9 


- 
owes ao 
ee oe 
oo“. 


31.6 
56.4 29.8 
58.4 28.6 
55.2 28.3 
21.9 
24.8 


— 
eoonwranowoaqaw os 
eoeoonwnwr womornw 


35.9 
65.1 36.7 
54.3 25.5 
le 50.4 20.9 
Daviess : . i p . \e i . 45.8 
De Kalb 6 ’ ‘ é a Ns A 67.0 40.4 
Dent “ais a F é , . ’ . 55.2 28.5 
Douglas...:.. . A ‘ ‘ e . . . 76.3 60.8 
Dunkiin.. ° . 6 ° ° 62.5 32.5 
Kennett....... A . ° . é \e 42.5 
Franklin....... : ’ A ‘ ‘ . . Z 43.0 
Gasconade... . 5 A ‘ . a i A 39.5 
Gentry 


Greene ss R ’ F ° ° . 55.7 27.5 | 24.5 . . 0 14.0 
Springfield... . ‘ \ . ° ° . 5 54.4 26.0 | 24.4 A le -7 16.0 
Grundy.... R ‘ ; e ¢ a 47.1 26.5 ‘ i 9 25.2 
Trenton le \ . « ly - 43.3 23.3 \ ‘ J 5 2.7 
le 65.2 37.0 | 22.3 5 , ¥ 4 13.3 
Harrison. .... d y i ° . b ta oan 58.1 30.7 | 25.6 x A a 9.9 
Henry........ 4 . . A ‘ ° 60.8 33.7 | 25.9 ‘ 9 10.2 
Clinton A y dl . o . ° 49.1 21.9 | 20.4 . 2 4 21.0 
Hickory ‘ ‘ < . a . « ° . a 41.2 26.3 . . 5 27.5 
Holt. . s : t . é A e 35.6 26.0 ° m * 9 29.3 
Howard ‘ - ‘ . ° ‘ ° . ° 48.3 21.4 | 28.5 le . 2 17.7 
Howell : . 
iron..... s . 4 ‘ ; é 74.2 48.8 17.8 , . P 7.0 
69.6 43.0 | 19.7 . j " d 6.9 
34.1 11.7 | 25.5 . J 5 26.6 
30.9 10.0 | 24.1 J . A -8 27.7 
65.5 37.2 | 23.6 " . " -l 12,3 
34.9 12.5 | 23.6 y * 0 20.3 
27.3 7.5 | 24.0 a . 8 42,1 
29.0 8.7/| 26.0 18. . 3 36.8 
27.1 3.8} 12.8 ‘ s 2 81.5 
21.2 5.7 /| 20.4 J J .0 38.9 
20.0 3.7 | 15.9 A ’ J .7 65.9 
22.9 4.4) 14.8 . é J 4 65.1 
19.6 4.2] 17.9 J d 7 -6 58.4 
20.1 6.2) 19.2 ° 7 1 38.5 
14.7 3.4) 16.4 x le 3 47.5 
15.2 3.7) 18.9 . ° 5 42.0 


eownonven = 


26.4 
7.1 
9.1 

20.1 


23.1 
24.4 


SOD  — we ore 
Seeave oO e2nend 


23.4 5.1] 16.5 -5 | 33.8 ° 3 58.5 
- : : 41.6 16.6 | 28.4 -8 | 21.9 ° 1 23.3 
Chillicothe. .... . . ‘ ° . . . 44.8 18.1 | 27.9 -7 | 20.8 x -5 23.2 
McDonald... . |} 8. ; . ° 40.9 15.7 | 29.7 -1 | 22.8 ° -6 23.7 


© SM, 1955. Before using these figures, see explanation page 11 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


MISSOURI— Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- COUNTIES 
CITIES . $2,500-3,999 or $7,000 & Over CITIES $0-2,499 nome naeege waene a 
% & % in- %, n- % é % in- % in- % - 

Units come | Units come | Units come Units Units come | Units come | Units come 


9.7 3.5 12.1 ; 48.8 22.3 | 28.5 31.1| 17.9 31.2) 4.8 15.4 
14.3 28.8 
6.6 
4.7 


9.5 21.0 
21.4 33.3 9.4 21.6 
23.3 34.8 
4.5 12.2 
14.4 27.9 
33.3 | 10.3 21.6 


1 
5 
3 14.4 
1 
A om. 
29.7) 8.9 20.9/ 1.7 6. Meir on Fe 8 
. 
8 
. 
2 
1 


10.3 


12.7 23.8 


7 
3 
8.1 17.8 5 9.6 
8 
5 


8.9 20.6 


32.9 | 11.0 22.9 
30.6 | 10.1 22.0 4,734] 81.3 9.4 | 25.3 18.2 | 30.1 34.6 | 13.3 37.8 
32.0| 9.2 21.1 
26.2 | 16.3 29.5 | 

24.7 | 20.4 33.0 State Total... {1476.8 | 4,152 | 38.9 13.4 | 25.2 20.6 | 25.4 33.3 | 10.5 32.7 


{tahe, Nevada. New Mexico, Utan Wyoming —- M O N T AN A — Counties and Cities 


Montana state map—page 484 Noumser or OuTLETS __ i NuMBER OF OUTLETS 
City County | F i County * GM 


Anaconda. ......Deer Lodge......| : 47 Lewis & Clark... 
Billings. . . . Yellowstone... ..| " 84 i 
Bozeman. .. . .Gallatin . 27 
DOs. coccees hl y ; en 
Great Falls 08| 


rr 


Ag ote © ae 
GD is ESTIMATES—1954 S/ ESTIMATES—1954 


COUNTIES FIVE STORE GROUPS 
CITIES U a m (in thousands of dollars—add 000) 
or 
Fam- 


General 
Mdse. motive 


g 822 225 


= = = 


& 838 


—_— 


: 
z28 & 


558 


- 

: 

— 
ee58 282 283 
&SS See 


~ & 
3 
a 
o 
£ 


8388 


Deer Lodge...... 
A Anaconda. . 


2 2ee8ee 


Se TS 
aS 

i} 
BESS 


£8 


2 
a 


—_— 
3 . 
_ 

es 


0163 
0114 
-0012 anes 
-0060 ll. 12,620 


4 and 4 See end of state for SM Metropolitan County Areas. ‘ Before using these figures, see explanation page 11. 
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TET NET 
' Ts 31 Ie HT eee area e TE ee ee SSS 


: MONTANA 


eee Oey 


ral Fe 


r— Fercus 


RICHLAND 


“ WUSSELSHELL iB DAWSON 
* 


YELLOWSTONE 


Powe oa CAR 


Buying . 
O18) 4q. in. equals $1 million. WYOMING 


Cities shown are those heving 
net Effective Buying Income of 
$15 million and over. 


vioxrva HLNOS 


M 0 N T A N A — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM — | ME 


A) " 
1/1/55 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES p FIVE STORE GROUPS 
CITIES * (in thousands of dollare—add 000) 


Fen 


Furn.- 
Radio 


ge 258 


co 
= 
— 
a 
a 
3 
— 
= 


1,645) 4 , 67: 


gee B828 2 


1,658)/4,974 
1,748)5, 
1,702/5,1 
1,334/3,7 


2,174)7, 
1,666)4, 831 
1,403/4,91 


1,332 
124 250 21; .0015) 83 
295 1,154 -0035} 90 


Before using these figures, see explanation page 11 


TV SALES AREA—10 WESTERN MONTANA COUNTIES 


Flathead Sanders Ravalli Powell Lincoln 
Lake Mineral Granite Missoula Deer Lodge 


Over 140,000 People—Over $150,000,000 Retail Sales 
60,000 Watts of Power from Montana’‘s Highest Tower 


MISSOULA css-KGVO-TV MONTANA 


SALES MANAGEMENT 


g26 8825 6: 


Foreword 
Industrial Data Section 
Farm Income Section . 
Growth Trends: 
Sales, Construction 
Metropolitan Areas 
Leading Counties 
County-City Section 
Territories 


Canadian Data 


IN THIS ISSUE 


Population, 


91-119 
155-212 
121-152 
223-756 
757-758 
760-807 


weyers of commerce and 
development boards are best 
equipped to provide up-to-date 
and reliable information on con- 
ditions, resources and facilities 
in their respective cities, states 
or areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 
operation. 


DON’T OVERLOOK 
BILLINGS, MONTANA 


Firms interested in industrial expan- 
sion or relocation will find excellent 
industrial sites . . . Complete rail, air, 
and highway transportation facilities 
. ample water, power, gas, supplies 
‘ adequate labor market, good 
schools and churches. All inquiries 
treated confidentially. Your further in- 
vestigation solicited 


BILLINGS 


CHAMBER OF COMMERCE 
P. O. Box 2099 Billings, Mont. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


MON TAN A— (Continued) 


JM 


POPULATION 
we 


Lg Ns 7 BUYING 
SM NCOME 
EST! MATES—1954 


RETAIL SALES 
BYLD estimates—1954 


SALES AND 
ADVERTIS- 


COUNTIES 
CITIES 


sands) 


U.S.A. 


% 
of 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Pen 


Richiand..... 
Roosevelt 
Sanders....... 


Sheridan. . 
Silver Bow 


Stillwater...... 


Sweet Grass 


= 
a 


e892 £28 882 82 822-85 


Auto- 
motive 


Furn.- 


House- 
Radlo 


z 
z 


+ ~*~ ae 
$$ 835 £332 

N ry 
a 


2 
B88 888 G28 82 888 885 


8 

an 

o 
= = os ne 
282 B22 Be 
288 822 888 Py 


8 
— 
oO 


Higiimigi 


2 
Es 


152 
2,762 
4,416 


= = 

38 38s 
: 
8 


3&8 
83 88 882 #3 


32 8 


$38 83 
3 


cs 


a 


39) 
2, 
2,272 


Total Above Cities 


438 467 


- 
+ 
~ 


1,892 


3 


\5,878 


0,009] 


State Total 


1,003,162 1,604/4, 


287| 3,616 


184,863) 17,240] 


MONTANA— @D 


Metropolitan County 3 


AGreat Falis.... 


44.6) 
4. 
45.5) 


117,905 
120, 060: 
115,096 


- 0469) 1 ,781)/5,384 
-0477/1 ,696)5 , 023) 
0458/1 ,921)5,84: 


90,223 
74,849 
77 ,903 


-0530) 4,120 
-0440| 3,132 
0458) 3,954 


6,422 5,303) 20,802 
6,700 3,804) 16,092 
9,598 4,615) 15,921 


Total of Areas 


65.5 


144.1] 353,061 


.1404|1 ,783]5,390] 242,975) .1428| 3,710 


22,720) 13,622| 62,816 


MONTANA — 6) Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 


Total 


COUNTIES 
CITIES 


$0-2,499 


% in 
Units come 


% 


$2,500-3,999 


In- 


Units come 


COUNTIES | Con- 
$4,000-6,999 CITIES 
% In 
Units come, 


$7,000 & Over 


In- 
Units come 


NET INCOME GROUPS, 1954 


$2,500-3,999 


% 
Units 


$0-2,499 
% 


% in 
Units come 


$7,000 & Over 
% 


% ie 
Units come 


In- 
come | Un 


Beaverhead.... 
2.8 
3.0 
1.0 
3.2 

8 

22.9 

17.1 


44.9 
38.8 
40.5 
34.4 
42.2 16.9 
37.7 12.9 
25.9 7.1 
24.7 6.6 


17.9 
13.5 
14.9 
11.3 


29.5 
28.2 
24.4 
29.1 
28.5 
34.6 
21.6 
21.1 


27.9 
23.3 
21.4 
22.8 
27.1 
28.2 
14.8 
13.5 


17.1 
20.6 
24.9 
23.4 
22.1 
13.6 
36.5 
37.7 


26.1 
27.3 
34.9 
29.4 
33.7 
17.7 
37.8 
38.5 


8.5 
12.4 
10.2 
13.1 

7.2 
14.1 
16.0 
16.5 


S2SRSBR8 
aor wae ou 


26.2 6.6 
31.0 9.2 
30.8 9.0 
47.9 18.1 
27.2 8.0 
20.6 5.8 
19.3 6.3 | 20.7 13.6 12.0 30.6 
31.4 9.9 | 27.2 20.5 14.1 36.7 


23.8 
23.8 
22.8 
21.0 
24.6 
21.4 


12.1 
16.7 
16.9 
18.9 
17.2 
14.3 


4 63.8 
1 37.9 
3 38.1 
4 33.1 
37.1 
23.8 


27. 
13. 
13. 
10. 


M44 
11.5 
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Before using these figures, see explanation page 11 
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? 


NET INCOME GROUPS, 1954 on NET INCOME GROUPS, 1954 
Con- 
wmsvee ws sumer $7,000 & Over 


Units % 
% in- In- 
Units come 


gifs] 


16.4 46.7 
13.6 39.9 
10.2 28.8 
11.2 33.1 
12.1 35.2 
1.8 36.8 


15.5 48.0 
Glacier..... 12.6 34.3 


Golden Valley 16.3 45.3 
Granke.... : 3 1.6| 27.3 22. 2| 9.8 26.6 


ap PP PRSeDe 
_ ow 
233223 


17.7 47.3 
18.2 47.2 
9.6 
22.8 
5.7 
16.6 
17.1 
23.3 
9.1 
20.5 
9.1 
7.7 


- 
noe-=—-a 


enunownwoswe + s+nv@ 


“nw 


7.5 
29.7 10.7 
28.4 36.6 | 11.0 
32.2 36.3 | 13.6 
35.4 40.4] 11.7 33. 
38.3 43.4 | 12.2 32. wee sf 221.5 
35.7 43.3 ' 10.7 


1 Citi (Other West North Central States: lowa, Kansas, 
S and Cities — inesota, Missourl, North Dakota, South’ Dakota). 


Pop. : 
(in NUMBER OF OUTLETS j NUMBER OF OUTLETS 


City County thous.) A D City County GM D 


Nebraska state map—page 490 


Alliance Box Butte. . 
Beatrice... ... ; 
Columbus. . 
Fairbury. . . 

Fal’ City.. 

i, 4 eee 
Grand Island. . . 
Hastings. . . 
Kearney.... 
Lexington 

© SM, 1955. 


10 
18 
15 
13 
14 


a 
w 


wCwWwavwounuse © 


Lancaster 
Redwillow 


@ 


—_ 
ue 


Lincoln 
Douglas. 

. Scotts Bluff 
Cheyenne. 


a . 
UwWaAarKrowd3)wH 


wn 
Om ODA HA OO 
— 


a 
an w 


Wh RWW RACw 


hm he 
ABRSRaneR& 
onuUnnahd & OW 


NEBRASKA 


a 


\ 


=r AS FILED WITH FCC 
Unduplicated TV coverage of SUMMARY OF KHOL-TV's 


a 5 . 38 COUNTY MARKET* 
this rich captive market Sites "493,300 
* 30% of Nebraska's Entire Farm Market No. of anes, ssi pad 
+ 128,000 Families with 14 Billion Dollars to Spend Effec. Buying Income 3389, 12°. 

; rey Se : . , Retail Sales $483,682,000 
High per capita income based on irrigated farming, ranching, light Food 
industry, waterpower. Gen. Mdse. 
Auto 


KHOL-TV 220,000 WATTS + fed 425,257,000 
4 


/3? CBS-TV * ABC-TV * DUMONT * NBC-TV * $.M, Estimate 
J - 


X ao 


SALES MANAGEMENT 


ee 


HOLDREGE ond KEARNEY, NEBR. Represented by MEEKER TV, INC. 


Surveys Prove KMTV is Omaha’s Top TV Station! 


2-Billion-Dollar Market — 300,000 TV Sets 
v BK Fo He 

Again-again-and-again, Hooper, Pulse and ARB surveys in 1954 
gave KMTV a big audience leadership in the Omaha area. KMTV has 
8 of the top 10 weekly shows ... Omaha’s most popular multi-weekly 
program and locally-produced show ... and a larger share of audience 
in most time classifications. 

No wonder KMT'V has 22% more national spot advertisers (see last 
quarter 1954 Rorabaugh Repert) and more local clients than Omaha’s 
second station. To reach this BIG MARKET of over 65% of all the 
people in Nebraska and almost % of a million Iowa citizens . . . place 
your message on KMTV. 

You will profit from KMTV’s regional popularity leadership in the 
Omaha market. Contact KMTYV or your Petry representative today. 


*Ratings are 1954 yearly average of surveys. 


MAXIMUM POWER ceaiieeaieies of Ih Mi \V CHANNEL 3 
CBS-TV ABC-TV DUMONT CENTER TT Omaha, Nebr. 


Represented by 
Edward Petry & Company, Inc. MAY BROADCASTING CO. 


NEBRASKA — (Continued) 


pers ae SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES INCOME 


ING 
1/1/55 JM ESTIMATES—1954 @D ESTIMATES—1954 CONTROLS 


COUNTIES i FIVE STORE GROUPS 
CITIES L f (in thousands of dollars—add 060) 
Total % i- | ‘ Per | Per % Buying | Qual- 
(thou- of Cap-| Fam- 0! Power | ity 
sands) | U.S.A. ( S. ita | ily .S. Generai | Index | In- 
| sands Mdse. | de 


The “SM” symbols mark original, exclu- 


| .0168/1,317/4,496 . 5,081 

7. 0129|1,441/4,502 . 5,061 

.0049|1,087|3,500 346] 812 

0008/1 ,472/6,625 
| 


.0009|1,771|5,755 
0007/1 ,524/6,097 
ma} 993|3,290 


.0088) 1,559 /5,398 
.0055!1 ,578/5, 282 16,412 
-0019|1 ,026/3, 298 
-0026)1,349/4,721 


.0138|1 ,322/4,172 
.0075|1,,474|4,799 
.0059|1,306/4,379 
.0044) 9732944 


| 


.0083 1256/3, 957 


2,313 
2,486) 
4,451) 
8, 709 

883 


" d | -0067) 4,591 

Cheyenne....... d d x : 5 ’ . J .0107| 4,315 
Sidney....... Mh 0} J . ; : .0082 

OY £05. ccks Y° Y é ,093'3, .327| 0037 21a 


= 


S$ 8282 


| 
0094) 4,824) 
.0095| 4,244 
oor 3,157 


= 
_ 
a 
ne 


| 0066) 3,595 
0058) 1 ,458/5 ,026 : ‘076 4,449 
-9117|1,443/4,530 i| 0202) 5,288 2,323 
Lexington. ... 0) : 351) .0087|1,559)5,501 3,353] 0079) 1,075 


— 


28 


Deuel.......... . ‘ eee ,00z2|1 e8e|8,573 ’ 0035, 5,976 420 


a ere ° ‘ 8} .... - 0037/1 ,036 3,331 | .0048) 2,938 280 
Dodge... 4) -0181) 4) 16. -0183)1 ,558)4,871 0248) 4,489 3,901 
Fremont..... . -0103 . | .0123/1,849)5,720) 20,875; .0176 3,067 


— — 
& —— 
BRRS 


Douglas........ .7|_.1862| 92.9/287.0 | 530,829 andiiel _ 396,527! .2333| 4,268! 79, 46,677| 26,402! 92,807 13,286 


© SM, 1955. Before using these figures, see explanation page 11 
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Q Wj e VOMAHA | 12 MONTH AVERAGE 
6 A.M. - Midnite (Monday thru Friday} 


Ratings are 2 TIMES station B... Storr. 101s Stine. 


(Station C does not broadcast entire period 


e ..+ average on-the-air rating taken to adjust} 
3 T : MEC ctation C *Regional Pulse Reports March and November 1954 
—— TEE 


Contact your Blair Rep. or Bill Wise- egcoual R ; wew 
man for the best buy in the Omaha KR adio 


Area that will SELL your product. 590 ke * 5,000 WATTS * NBC & CBS Affiliated with 


Better Homes & Gardens” and “Successful Farming’ Magazines 


NEB RA S K A— (Continued) wee calinetal te GALES MARAaaOEE. 
POPULATION EFFECTIVE BUYING = 
GD * ss CPD Estimares—t954 j J 


Metro. 
COUNTIES [polit FIVE STORE GROUPS 

CITIES Urban- . - (in thousands of dollars—add 000) 

/ er | Per 


of Cap- | Fam-' 
sands) | U.S.A. . ita | ily ; Per General 
Mase. 


1,794|5,922] 383,110) . 7 45,119 
6,343) . 333 
6,088) . 351 


7,723) . 280 
3,193) . 375 
10,822) . 74 


332 


. 


28 803 
21,861 
3,438 
3,507; 


—_=—_— = 


£3f 88538 888 8825 


1,990 
1,074 
5,115 


Se) 


3 £32 


44,987 
41,194 
7,441 
6,903 


Grand Island. . 
Hamilton. . 
Harlan 


~—@ © 
ia 
we 


=_==— 


Hayes. ... 
Hitchcock. ..... é " ae 
Holt , ee 4. . 13,913 


ss 


Hooker re! * he 1,398) . 2,067) 
Howard........ 8} .0041) 2.2! .... 7,802} . 5,754 
Jofferson....... 0) . 4.2; 6.4 15,920) .0064/1,225)3, 14,656; 
2.3 9,726; .0039|1,520/4,229 11,469 


Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page il. 


ia MARKET — Over 400,000 families with 2 billion dollars te spend. 


ell PROGRAM RESPONSE — 7,851 LETTERS in TWO WEEKS were received 
by Connie Cook of ‘‘Connie's Cupboard" when she asked viewers to send 


in the name of their favorite grocer. 


3,300 get-well cards were sent to “Uncle Tom’ Chase of ‘Trail 


Time" (a children's show) when he was in the hospital recently. 


Ask your BLAIR-TV man or write Fred Ebener, Sales Manager, WOW- 
TV for spot program availabilities. 


LWW) OW OY 


COVERAGE — 100,000 Watts (Max. - OMAHA—CHANNEL 6 

Power) covering 51 counties in Nebraska, MAXIMUM POWER - A MEREDITH pooy 7 shew slant 
aan i po a Gentes” 

lowa, Missouri and Kansas. - ‘ Sounshd Count , epee 


SALES MANAGEMENT 


Omaha World-Herald 


251,139 


O’MARA & ORMSBEE, Nationa! Representatives DAILY 


New York, Chicago, Detroit, Los Angeles, San Francisco 


Read by 3 out of 5 families 
in Nebraska and Western lowa 


261,246 


SUNDAY 
for Sept. 30, 1954 


Publisher’s Statement 


GET THE ACTIVE SALES & ADVERTISING SUPPORT OF 
KEY RETAILERS IN NEBRASKA AND WESTERN IOWA 


103 Plan gets local level support for 
your product by every key retailer in 
the 103-county World-Herald market! 


In Omaha, World-Herald representatives personally. contact 
every advertising retailer in your distribution classification. 
Each outlet is sold on the dollars and cents benefits of your 
campaign in The World-Herald and the retailer is urged to 
run tie-in material in his own advertising. 

In outstate Nebraska and Western Iowa, a personalized 
mailing piece, pointing out the impact of your program in 
each local area, reaches every key outlet. Your tie-in mate- 
rial, sales helps and other material can also be included. 
Throughout the 2-state area, 103 Plan delivers the extra 
push needed to get your product active sales and advertising 
support and feature preference display during your cam- 
paign. ‘ 

103 Plan assures your salesmen of getting an attentive au- 
dience from the retailers whose buying decisions place your 
product before 1% million consumers. Advance selling and 
alerting of these outlets through 103 Plan turns “cold” calls 
into mutual action meetings and produces better sales re- 
sults for advertiser and retainer. World-Herald 103 Plan 
generates enthusiasm all down the line. From businessman 
to consumer, World-Herald coverage creates impact for your 
campaign. Get the details from your nearest O’Mara and 
Ormsbee office or write the national advertising department 
of The World-Herald to find how 103 Plan can specifically 
help you sell this 2 Billion Dollar market. 


The World-Herald Gets 

Your Sales Message into 

3 out of 5 Homes in the 
103-County Area 


Readership is only one reason 
for the success of World- 
Herald advertisers. World- 
Herald coverage in metro- 
politan Omaha is 100%. In 
Nebraska and Western Iowa, 
3 out of every 5 homes are 
World-Herald readers. 
Throughout the 2 Billion Dol- 
lar World-Herald market 
your advertising creates dou- 
ble response. 

Consumers (1% million of 
them), rural or urban, re- 
spond to World-Herald stim- 
ulus. 

Retailers, too, respond to 
the impact of World-Herald 
advertising. They’ve seen it 
in action for products. The’ve 
seen it spark state-wide 
movements, such as the 
World-Herald “Soil Conser- 
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vation program.” Your sales- 
men can be sure of getting 
an attentive and responsive 
audience from key retailers 
when you use The World- 
Herald. 
Split Run Feature in 103 
Plan Lets You Test, or 
Key Your Copy for Spe- 
cific Appeals . . . Urban 
and Rural Areas 
On a regional or geographi- 
eal basis, The World-Herald 
can double the effectiveness of 
your advertising. If your 
product is automotive, appli- 
ance or belongs in any other 
classification that profits by 
using local dealer listings, the 
split run feature permits sep- 
arate listings for the metro- 
potitan and outstate editions. 
Split run advertising is also 
available for checking cou- 
pons, copy and other testing 
of your product sales ap- 
peals. 


The World-Herald 
103-County Market:* 


POPULATION—1,591,000 


93 Counties in Nebraska—10 counties in West- 
ern Iowa. These are the 103 counties that make 
up the . World-Herald market where 3 out 

families are responsive readers of 


of every 
our paper. 


BUYING POWER—$2,276,174,000 


In 1954 Omaha was ranked among the top 10 

best business cities of the U.S. for 9 out of the 

12 months of 1954. Omaha was in that group 

ee often than any other city except New 
ork. 


FOOD SALES—$356,000,000 


World-Herald 103-county coverage and 103 
Plan gets extra support for your promotion 
from grocers throughout the 2-state area. 
Headquarters for Safeway Midwest, and 
Hinky-Dinky stores, 449 key grocery outlets 
do better than 87% of food store sales. 


GENERAL MERCHANDISE—$170,706,000 


Omaha is the home of Brandeis, largest de- 
partment store in the Midwest. These and 
other great stores and aggressive smaller re- 
tailers get behind World-Herald advertising. 
Local retail lineage was up 3.6% in 1954. 


FURNITURE, HOUSEHOLD GOODS 
AND RADIO—$91,965,000 


10,000 new homes since 1954. 179 new busi- 
nesses since 1952. Wholesale sales up 39%. Em- 
ployment up 29% over last year. Income and 
savings are at an all-time high. Omaha offers 
a great opportunity for sellers of furniture 
and household goods. 


AUTOMOTIVE—$383,428,000 


The World-Herald market spends more for its 
automotive needs than the national average. 
Expanding population. Industrial and farm 
growth all point toward a fertile market for 
automotive products. 


DRUG—$50,637 ,000 

Omaha is a unique drug market. No major 
chain dominates the area. Aggressive inde- 
pendents do an alert selling and merchandising 
job, and are in control of the market. To sell 
Omaha and outstate drug outlets, use the 
World-Herald and 103 Plan. 


* Figures based on Sales Management 1955 Survey of Buying Power. 
** Based on Rand McNally’s Monthly Survey. 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 
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LINCOLN, NEBRASKA 


128,300 Metropolitan Area Population 


LINCOLN 


*Linecoln has been listed consistently 
by Sales Management as one of the 
HIGH SPOT CITIES in the Nation. 

Capital City of Nebraska and Home 
of the Cornhuskers—University of 
Nebraska 


EVENING JOURNAL 


Lancaster County is 1 of the 2 Stan- 
dard US. Metropolitan Areas in 
Nebraska 

The 20-County Lincoln A.B.C. Market 
is a growing, strong, self-contained re- 
tail area served by the Journal and the 
Star 


LINCOLN MORNING STAR 
SUNDAY JOURNAL AND STAR 
JANN & KELLEY, Inc.—National Representatives 


A POPULAR TEST MARKET 


SALES MANAGEMENT 


Is This 
COVERAGE”? 


THIS HALF 
1S 
NEBRASKA'S 
OTHER 


BIG MARKET. 


You're HALF NAKED IN NEBRASKA COVERAGE 
IF YOU DON’T REACH LINCOLN-LAND — 


@ KOLN-TV, Lincoln, has 1000’ tower, 316,000 watts — 
is 75 miles from nearest TV station! 


@ KOLN-TV gives you 157,700 families with no 


77 rn ° Class A or B Omaha signal! 
She Pelzer Hations 


mains _spdaiiees @ KOLN-TV gives you 125,000 homes unduplicated 


WKZO-TV — GRAND RAPIDS-KALAMAZOO sae 
WJEF — GRAND RAPIDS by any TV station! 


WAJEF-FM — GRAND RAPIDS-KALAMAZOO 


a es RE @ KOLN-TV is the only medium completely serving 


A Lincoln-Land peoples’ Buying Income of 
$871 ,483,000! 


KOLN =-1V covers LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET 


CHANNEL 10 © 316,000 WATTS © LINCOLN, NEBRASKA 


wx (@)) sono 


Avery-Knodel, Inc., Exclusive National Representatives 
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NEBRASKA — Income Breakdown of Consumer Spending Units — (Continued) 
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Before using these figures, see explanation page 11 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 
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INDUSTRIAL SALES DATA FOR ALL COUNTIES 
Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 
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net Effective Buying Income of 
$15 million and over. 


Metropolitan County Areas are 
bounded by block dotted line 
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Portsmouth Is BOOMING! 


Market figures are fast being out-dated in Portsmouth—new industries, 
meaning big new payrolls, have moved in. Biggest is the $46,000,000 
Portsmouth Air Force Base, now under construction, with a $1,000,000 
monthly payroll. Call your nearest JMSA office for all the details. 


Only One Medium Offers TOP SELLING COVERAGE 


In This Fast-Growing Area—lt’s 


The Portsmouth Herald 


Covering Rockingham County, N. H. and York County, Me. 
Represented Nationally By The Julius Mathews Special Agency 
Boston * New York * Detroit * Chicago * Syracuse * Philadelphia * Pittsburgh 


SALES MANAGEMENT 


Over 30 New, Diversified Industries 
Now Make Their Home in Nashua 


This Is Why Nashua Has Been the Object of Nation-wide Publicity 


It is why the Wall Street Journal called Nashua “the envy of many New England 
communities.” It explains Nashua’s $54,558,000 Effective Buying Income and 
$44,382,000 Retail Sales. 


Only The Nashua Telegraph Can Cover This Outstanding Market Effectively 


NASHUA TELEGRAPH 


NASHUA, NEW HAMPSHIRE 
THE FAMILY NEWSPAPER OF SOUTHEASTERN NEW HAMPSHIRE 


Represented By THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


Sive estimates by SALES MANAGEMENT. NEW HAMPSHIRE W— (Continued) 


POPULATION EFFECTIVE BUYING RETAIL’ SALES 
! 
BYLD 1/1/55 BY) ESTIMATES—1954 ESTIMATES—1954 


COUNTIES 
CITIES 


~~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Per Dollars 
Cap- (add of 

ita 000) 8. General Auto- 
Mdse. motive | Drug 


| 


33,489) . . 1,684 ’ 5,243 913 
17,165 1,166 ; 2,843 381 
50,764) . , 2,497 ° 9,204) 1,898) 
10,630) . 398 1,718 316 
177,788) . ’ 11,004 ° 24,368) 3,823) 
104,955) . 6,657 ; 14,831} 2,208 
44,382) . 2,944 A 5,470) 1,156 


61,457) . F 5.456 , 9,722) 2,1 ’ 
36,361) . 4,074 ; 6,135) 1,452] .0180 


J -0105 
8} .0293 
0} 0055) 
Hillsborough... . -5| .0993) 
A Manchester 6 6a7| d 136 ,070 
0221! 10. 54,558 

itl -8) 39.4 83,643 
-0176) ° 40,630 


S253 


ee ee 
a 
ay 
oa 


0442) -8) 30.2 97 ,342 71,150) . ’ 2,060) ’ 10,405) 1,785)  .0408 
Portsmouth... . .0129| : 30, 655 27,764) . : 1,054 5,594 741 .0136 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


SHEe 83: 


-—— 


Before using these figures, see explanation page 11. 


Even Our Secretary Can Answer This One! 


What happens when you include Manchester 
on your schedules ? 


You reach a state market, New Hampshire, 
that is, besides! 


MANCHESTER RETAIL SALES $104,955,000 
NEW HAMPSHIRE RETAIL SALES $562,124,000 


* Source: SALES MANAGEMENT 


MANCHESTER “==( P= UNION LEADER © NEW HAMPSHIRE SUNDAY NEWS 


The State Newspapers Covering the New Hampshire Market 
STORY, BROOKS & FINLEY—-NATIONAL REPRESENTATIVES 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 
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CLAREMONT iste CENTER ortue TWIN STATE VALLEY 
3RD LARGEST MARKET IN NEW a 


EASTERN VERMONT DA Al I LY3Ge / AGILE, WESTERN NEW HAMPSHIRE F  copits 
3rd LARGEST MARKET ¢ No. 3 ON ANY LIST DELIVERED 


Springfield, Vt. makes 10% of the nation’s machine tools. 

Windsor, Vt. makes all the nation’s neolite footwear. 

Lebanon & Newport, N.H. are busy factory towns. 

Hanover, N. H. has Dartmouth College and its medical center. 

White River Jct., Vt. is a R.R. and wholesale center. 9056 
Claremont draws retail trade from all of these. AB.C 


TIN STATE VaLiey HOME 


NEW HAMPSHIRE — (Continued) qe estimates by SALES: MANAGEMENT, 


= 


COUNTIES 
CITIES 


SALES AND 

POPULATION ag he AL hia RETAIL SALES ADVERTIS- 
mp riveres | @gry ise na 

C 1/1/55 EST TMMATES—1964 ESTIMATES— 1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Generai 
Food Mase. 


62,167) . 15,975 2,791 
24,365) . 6,520 1,389 
17,310) . 5,204 1,080 


30, . A 8,434 2,437 
21,000) . 4,960 1,765 


Total Above Cities} 


260,63) : 101,576; 22,532 


State Total...... 


158.5)317.8 4,683] 862, 124] . 3,647, 173,179 31,208) ; 713 15. 168] 


NEW HAM PS H IRE— @D Metropolitan County — 


Manchester...... 


161.5 =a 4.3 127.7] 244,698 -0874|1,618|6, 088) 177, = 3,681 55, 108) 1, 004) 13, -387| 24,368 3,823] 


Total of Area.... 


161.5) 0993) 48.3) 127.7 244 ,698 .0974'1,515'5, 066] 177,788) -1046| 3,681) 55,16) per 13,357) 24,368 3.8231 


N EW HAMPSHIRE— ~ G&D | Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 In- NET;INCOME GROUPS, 1954 


COUNTIES | Con- 
were a * $4,000-6,999 eaent 3s CITIES : mee eeiss & ae 


sumer 
% in % in % in % in- % In % in % in In- 
Units come | Units come | Units come | Units come $ Units come | Units come | Units come come 


36.6 13.6 | 31.9 28.1 | 24.2 34.0) 7.3 24.3 i . . 27.0 8.8 | 33.4 26.2 | 30.3 38.0 3 27.0 
34.4 12.3 | 31.2 26.5 | 26.8 36.6) 7.6 24.7 . 45.9 17.9 | 26.0 24.1 | 20.1 29.9 0 2.1 
47.1 21.2 | 32.3 34.6 | 15.4 26.3 5.2 17.9 Lebanon ° ° 38.5 13.9 | 28.5 24.5 | 24.3 33.4 -7 28.2 
83.0 11.4 | 31.7 26.1 | 26.3 34.7; 9.0 27.8 Hillsborough... ° 7 29.0 9.3 | 28.6 21.8) 31.0 38.0 4 30.8 
$2.2 10.5 | 29.4 22.9 | 28.1 34.9/| 10.3 31.7 Manchester... . 5 ’ 28.3 8.9 | 28.0 21.0 | 31.5 37.8 2 32.3 
$4.4 12.3! 31.1 26.6 | 26.6 36.4' 7.9 24.7 } A R 26.2 8.21 20.4 22.11 33.5 40.3 9 29.4 


© SM, 1955. 


Before using these figures, see explanation page 11 


MAINE and NEW HAMPSHIRE VACATIONLANDS 


Oldest Winter and Summer Resort Areas in the United States 


A LUSH MARKET 


DOMINATED BY 


oc WWNH = 


NON-DIRECTIONAL 


; . Portsmouth, N. H., Tel. 250 
Studios + Offices + Rochester, N. H., Tel. 1400 


Rep. Grant Webb & Co., + New York + Murrayhill 8-4254 
“Most Powerful Independent North of Boston” 


SALES MANAGEMENT 


“Best darn salesman I’ve ever seen!”’ 


That’s what you'll say after you’ve bought time on 
“the Mountain”. With Mt. Washington TV you can 
get area coverage of most of Maine, New Hamp- 
shire and Vermont at about half the cost of any 
other 3 TV stations in the area combined. 


CBS-ABC Wet: Washington TV Channel 8 
WMTW 


John H. Norton, Jr., Vice President and General Manager 


In New York, Chicago & San Francisco: Harrington, Righter & Parsons, Inc. © In Boston: Mt. Washington TV, Inc., 462 Boylston St. 


NEW HAMPSHIRE— 6% Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES COUNTIES 
CITIES - $2,500-3,999 —— CITIES . maees = 


% % % 
& In- %& In- % In- 
Units come | Units come Units Units come 


27.9 23.2 | 27.3 36.4 J ° . A 31.6 11.3 . “ : . 8.9 25.1 
27.5 20.8 | 31.2 38.0 J ° boned ° ° 26.9 9.1 : . d -7 |} 10.4 27.3 
20.7 24.2) 28.4 36.9 
29.1 22.9 | 32.8 41.2 
28.3 24.7 | 26.2 36.7 . . i ° ’ 29.2 9.5 . -0 | 10.6 28.7 
30.8 24.0) 28.7 35.8 A 
31.4 26.1 41.6 A z State Total. ... 4, 34.5 12.0 | 20.2 24.2 9.2 27.8 


Before using these figures, see explanation page 11 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 
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Industry Is Moving Toward 


ASBURY PARK 
NEW JERSEY 
Center of The Fastest 
Growing Market In The State 


Write or Wire For The 
Complete Market Picture 
ASBURY PARK 


Chamber of Commerce 
ASBURY PARK, N. J. 


HOME OF rye INDUSTRIES 


RELOCATI ge ANDING? 
FACTS AVAILABLE ay te estes, 
BUILDINGS, SKILLED LABOR POO 


CAMDEN COUNTY CHAMBER OF COMMERCE 


Camden, New Jersey 


IN THIS ISSUE 


Industrial Data Section .... 
Farm Income Section 
Growth Trends: Population, 

Sales, Construction 
Metropolitan Areas .. 
Leading Counties .... 
County-City Section . 
Territories 


Canadian Data 


NEAR THE CROWD — BUT-NOT IN IT 


MIDDLESEX COUNTY, N. J. 


Confidential service to industries and 
brokers seeking manufacturing or 
distribution facilities in the New 
York-Philadelphia market area. 
Write for Booklet 
MIDDLESEX COUNTY 
INDUSTRIAL DEPT. 
COUNTY RECORD BUILDING 
New Brunswick, N.J. 
Kilmer 5-0553 


T ese organizations are best 
equipped to provide up-to-date 
and reliable information on 
conditions, resources and facili- 
ties in these cities, or the state 
or area. Your inquiries to any 
or all of them will be answered 


with prompt and courteous 


cooperation. 


COPYRIGHT 


The exclusive estimates of popula- 
tion, Effective Buying Income, retail 
sales, buying power index, farm in- 
come and value added by manufac- 
ture are fully protected by copyright. 
Permission to reproduce this Survey 
of Buying Power data in printed 
form, in whole or in part, may be 
granted only through written request 
to the copyright owner, SALES 
MANAGEMENT, INC. 


NEW JERSEY — Counties and Cities — (ot ist “tant Suis 


New Jersey state map—page 505 
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SALES MANAGEMENT 


ATLANTIC CITY IS BIGGER THAN YOU THINK! 
A market of over 100,000 population— Atlantic City Press 


% per capita food sales are first in the United States overs New J » 

%* per capita retail sales are third in the United States ice pig-cryr et sb 

%& per capita drug sales are second in eastern United States 

%& per capita home furnishing sales are fourth in eastern United States mt eee "aes pei, 
%* Quality Market Index is second in eastern United States : rs : 


The “SM” bol k original, tu- 5 

sive estimates by SALES MANAGEMENT. NEW JERSEY — (Continued) 
Pop. Pop. 
Gn NUMBER OF OUTLETS Ge Noumser or OUTLETS 
City County thous.)} F | GM | FHR D i thous.) FHR 


Plainfield........Union...........| 45 
Pleasantville... . . 
Point Pleasant 


196 
68 


49 
10 


nd 
w 


18.9 


> D> 
nN 
mn w& 


19 
29 
78 
69 
14 
43 
44 
67 
43 
34 
52 
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- 2 
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2 1 
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il 13 
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_ 
i) 
— 
.] 


WON wow Oma 


Union...... 
Monmouth 


— a 


Cumberland. ... 


West Orange. ... 
Westfield....... 


Middlesex... . 
. Somerset 
South Orange. .. . Essex. . 
South River..... Middlesex 


Middlesex 
Gloucester 


OOO hh wh wo wwWDOASW 
COwrwO! AwWUNwart! & OAan 
raAUeK RAK WNW K ONO Ww 
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IV VIN 
7p ESTIMATES 7p INCOME ° ah in 

SM 1/1/55 BY ESTIMATES—1954 ESTIMATES—1954 
COUNTIES FIVE STORE GROUPS 

CITIES Ar Urban- (in thousands of dollars—add 000) 

Total Fami- | ized % Per | Per | Dollars % 
(thou- 0! lies | Popu- of |Cap-|Fam-| (add of | 
sands) S. (theu- | lation ( U.S.A. | ita | ily 000) 
| sands) | (thou- | 

jsands) 


Generat | Furn.- Auto- 


motive | Drug 


, Food Mdse. | House- 
Radio 


BQ hee 


| } | 

140.2) .0863) 44.0/122.5 . -0830|1,486/4,736] 214,415) . J 53,844, 10,507) 10,484) 22,834) 6,616) 
AAtilantic City 61.7} .0380) 19.4) 3,53 -0372 1,516)4,821 149,110) .0877) 32,052) 9,074 8,009; 14,263) 4,675 J 
Pleasantville. . 12.4 0076} 3.7| : -0070 1,412}4,734 15,120} . 4,803) 496) 3,561 446 .0077| 101 
Hammonton. . 8.8} .0054 2.4| . -0048 | 1 ,384/5,073 13,371] . | 3,225) ‘ 704} 3,214 260) 0059} 109 

4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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HERE'S A POT 
TO COOK IN 


BERGEN COUNTY, N. J. 
653,500 Population 


EFFECTIVE BUYING INCOME NEARLY $1'/2 BILLION 


| Largest Market in Vew persey 
oth Richest Market in United States 


HACKENSACK One Daily Newspaper 


BERGEN COUNTY Ber en é re 7 
NEW JERSEY gen Cvening Record 


1,425,541,000 


National Representatives: WARD-GRIFFITH CO., INC 


NEW JERSE SE E Y— — (Continued) dive estimates’ by SALES: MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
v7) ESTIMATES u 


1) “ 
1/1/55 ESTIMATES— 1954 ESTIMATES— 1954 CONTROLS 


CounTias FIVE STORE GROUPS 
CITIE: (in thousands of dollars—add 000) 
Per | Per Buying 
Cap- | Fam- Power 
ita | ily y Auto- Index 
House- | motive 


2,181/7,121 . 111,787) 
2080/7 , 200) ‘ 7 ’ 20, 268 
2,919)9, 831 ' ‘ . 15,653 
3,604) 11711 842) . , 13,411 


107,482) . 2,756/9 , 683 ‘ < 7, 1,425) 
60,089) . 2737/8, 944 J ’ 1,904 7,860) 
74,746) . 2, 225}7 ,401 , d ‘ 833 
51,004) . 1,762)5,941 < é 4,063 
17,707). 2,330)7 ,378) d d ° 2,098 5,287 
48,490) . 2,204/7, 131 ‘ ‘ 2,783 

8,349) . 1637/4638) ‘ R 13,288 
40,246) . 2,248)7 ,317 1,003 


47,857) . 2,393)7, 


45,129) . 2,223)7, 
34,601) . 2060/7, 
54,129) . 1,906 
46,150) . 2,273)7 
40,554 
41,921) . 2,107|7 ,228 
25,366) . 2,062|7 ,046 A ° 4,027 
247,233) . ’ . ’ 23,483 
17,693) . ‘ ’ 6,920 


564,119). ‘ ; ‘ : . 67,064 
207,426} .0826)1, , : 7 ‘ R 34,102 
39,202) .0156/2,271/6, 893 22,876) . : | 6,388 


47,942) .0191/1,851/5,387 17,915) . J 6,274 
Before using these figures, see explanation page 11 
SALES MANAGEMENT 


Builds 
Big Buying 


BRIDGETON! 


BRIDGETON 


The BRIDGETON EVENING NEWS is the busy daily per- 
former in this rich New Jersey buying center. In Cumberland 
County this newspaper stands out over the other two county 
dailies by 7-to-| preference! 


Bridgeton’s 400 retail outlets are set to serve this thriving 
city-and-farm market of 67,000 high income prospects. And 
their annual retail purchases ring up a $38,000,000 total! 


We'd like to send you the detailed “inside story" on this un- 
usually interesting 1955 market. Write or call and we'll rush 
the details te you. 


9 r : "Represented Nationally by 
4 NEWS & THE JULIUS MATHEWS SPECIAL AGENCY 
CL ening : 


w York. Boston, Chicag Phila., Detroit, Syr 


The “SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


NEW JERSEY — (Continued) 


COUNTIES 
CITIES 


Gloucester City 
Haddonfield 


Bridgeton. . .. 
Vineland... .. 
Millville 


CED, 5s 2) 
Newark...... 
East Orange... 
Irvington..... 


Bloomfield... . 
Belleville. .... 
South Orange. 
Maplewood 
Township. . . 
Nutley..... . 
West Orange... 
Millburn 
Township... 
Verona........ 
Gloucester... .. 


POPULATION 


Woodbury 


ESTIMATES 
BUD 1/1/55 


SALES AND 
EFFECTIVE BUYING RETAIL SALES 


ADVERTIS- 
@D INCOME ING 
ESTIMATES—1954 CONTROLS 


Total | 


| 
Coun- | (in thousands of dollars—add 000) 
% Per 


Fam- 0! 
ily 000) 8. General 
Food Mase. 


© SM, 1955. 


5,410} 5,480 79 
9,381 d 5,833 160 
4,096} 19,293 3,654 
3,816) 6,665 1,049 
3,781 ‘ 4,733 1,844 
28,960 4,121 
10,559 1,475 
10,369 1,887 
5,736 734 


326,539; 157,077) 
6,452] 748,196 159,717) 129,698 
7,644] 110,052) . 28 ,609 8,779 
6,704 79,676) . 24,043 2,306 
101 66,418) . 20,380 2,031 
d 6,729) 50,633). 20,017 2,099 
112,436 6,940 47,543). 17,214 1,810 
63,958) . 6,662 24,601 9,649 485 
59,934 14984 19,176 4,493 219 


71,723) . 9,962 20,478 7,808 185) 
74,098 2 ,487/8,717 19,617 9,004 272 
77,679). 2572/9, 139 17,597 5,818 156 


55,859 3, 513) 11637 20,114 5,634 
26 , 802 2, 252/8,376 11,238) . 3,417 103 
168 , 256 1,615/5, 393) 76 ,300 23,273 1,392 
27 ,320 2, 239'7 , 189 19 , 430 5,640) 


Before using these figures, see explanation page 11 


COPYRIGHT 


Copyright Notice and Rights to Further Repreduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


MAY 10, 


1955 


THE DAILY HOME NEWS 


AND 


THE SUNDAY TIMES 


ly <a ARE NEEDED TO SELL YOUR 
Ear Dur Howe News=| — pRODUCT IN THE FAST GROWING 


NEW BRUNSWICK 
RARITAN VALLEY 
MARKET 


HERE IS THE EVIDENCE! DAILY HOME NEWS — SUNDAY TIMES .. 95.3% READERSHIP 


ADVERTEST, NATIONALLY AC- Nearest metropolitan newspaper readership 
CREDITED RESEARCH ORGANIZA- . 

TION, in a survey made for a nation- Second metropolitan newspaper readership 
wide welfare organization (local - a ; 
branch) found that The Daily Home Third metropolitan newspaper readership 
ye va Soe ee in hor cesoratd Local radio station — regular listeners .. . . 
as follows: 


ASK FOR THE DAILY HOME NEWS ADVERTISING READERSHIP STUDY 


The Daily Home News @ The Sunday Times 


NEW BRUNSWICK, NEW JERSEY BRANCH OFFICE: 45 WEST 45 ST., NEW YORK, N. Y. 


NEW JERSE Y— (Continued) sive estimates by SALES MANAGEMENT, 
SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES INCOME 7”) 
wy 1/1/55 . ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Coun- 
Fam- 
ily 
3,157 


8.3 A ‘ F . . é . F y 6,337 
A a A é 2,378 
. 218.7 . . . . ’ . , ‘ , 1 65, 866 
129.9) . . . d , A y e ’ 8 . 32,780) 
13.0) . . 4 d 5 . J y 7 4,935 
| 988 296.7; .1819 .0)261.7 ’ ° a . A . ’ ° ° ’ 42, 
30.9; .0245 749). J , A d J a . 12,615 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, . Before using these figures, see explanation page 11. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 
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THE PERTH AMBOY MARKET 


INCLUDING 


PERTH AMBOY e WOODBRIDGE e SOUTH RIVER e CARTERET 


107,367 CITY ZONE POPULATION 


Fastest Growing Market in New Jersey's 
Fastest Growing County 


Effective Buying Income $193,542,000. .$54,000,000 UP in 1954 
Retail Sales $131,176,000. .$25,000,000 UP in 1954 
Food Sales _...$ 37,364,000. .$ 9,400,000 UP in 1954 


Get 100% Family Coverage in Middlesex County's 


BIGGEST MARKET 
GROWING. ..GROWING. .. GROWING. ..GROWING. .. GROWING 


Perth Amboy Evening News 


PERTH AMBOY, N. J. 


Sales Management's 
1955 Survey 
of Buying Power 


NOW OVER 30,000 CIRCULATION 


REPRESENTED NATIONALLY BY WARD-GRIFFITH CO., INC. 


NEW JERSEY — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


= CSTIMATES 
BYP 1/1/55 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES | 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Drug 


Perth Amboy. . 


.0115|2,086/6, 


1,700]. 


613 
414 


837 é 

255 ao 
18,156 ° 48,923) 8, 1779 
10,125 . 11,650} 1,812] .0209 


2,810 d 11,258} 1,342] .0168 


Before using these figures, see explanation page 11 


IT’S THE RED BANK REGISTER, 14,300 A.B.C. 
total net paid excl. of bulk, ABC Publisher's Statement 9/30/54 
wont to reach 


sales message in this responsive 


New Jersey's outstanding weekly —Thomas Irving Brown, publisher 


MONMOUTH COUNTY'S RICHEST* MARKET? 
No other newspaper ... none... covers the rich* Red Bank-Middletown 
area. Only the Register. with its long pull** advertising can present your 


RED BANK REGISTER, BROAD ST., RED BANK, N. J. 


*$6695 effective buying income per family— 
SM Survey of Buying Power 
**Average life of Register, 5 days 


50 pages per issue, average 


SALES MANAGEMENT 


New Jersey's Fastest Growine AREA 


(Monmouth and Ocean Counties) 


.. . $427,569,000 


‘ » « 120,603,000 
GENERAL MERCHANDISE ........+5 58 « 21,294,000 


FURNITURE-HOUSEHOLD-RADIO . . . ...... 20,698,000 
MOEA are cs els 6 es 60,094,000 


11,026,000 


Source: Sales Management 
Because the Asbury Park Press is the only newspaper completely covering this 


prosperous Central Jersey market, it is essential to full New Jersey coverage. 


ASBURY PARK PRESS 


PRESS PLAZA ASBURY PARK, N. J. 


‘ Industry is Moving Toward 
MEMO: ASBURY PARK, New Jersey: 


“Center of the Fastest Growing Market in the State” 


e Retail Sales, (1954) ..$427,569,000 © Food Sales, (1954) $120,603,000 
e Year-Round Population . . . 327,000 © Bank Deposits, (12/31/54) $292,018,329 
Plenty of room for Industrial Growth . . . 55 miles from New York... 

65 miles from Philadelphia, Fine Highways . . . Excellent Labor Market 


Write or Wire for the Complete Market Picture 


ASBURY PARK CHAMBER OF COMMERCE 
Asbury Park,NJ « Telephone: Asbury Park 2-6666 
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NEW JERSEY — (Continued) ae sive estimates ty SALES: MANAGEMENT. 


= gemma SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


' ME 7 ING 
BY M ESTIMATES— 1954 JM ESTIMATES— 1954 CONTROLS 
COUNTIES |politan FIVE STORE GROUPS — 
CITIES Area % (in thousands of dotiars—add 000) 


o 
U.S.A. 


Food 


Long Branch v Oe 4 ’ i ,715|5,798 795). 14,030 
Freehold. . . . , 2,93 ‘ ; 2 147). 5,163 
Neptune | 
Township a | he a x d a 027) . 4,624 
Morris... oO. .7\08. . ‘ 8865/5. 127; ; 57,861 
Morristown . . . ‘ , 139)7 ,308 ; ‘ 10,873 
Dover . |- . 3.¢ . ‘ ,887/6 803 Viz) 9,957 
Boonton 9. 2.3 . } y + 474) 4,560 
Madison g . 778) 971) 4,568) 
Point Pleasant 
Beach... . 3. ‘ . : , ’ ,463)  .009 6,051 


Passaic......... 8) 2219) 112.3|350. J 810, . ‘ 123,385 
Paterson. ..... 0867; 43.4 e 4 g ; 5 52,008} 28,628 


© SM, 1955. Before using these figures, see explanation page 11 


THE J. Cc. WILLIAMS co. 


J.C. WILLIAMS ADV. 
Asbury Park, Nf 


AA POSTERS e Jr. POSTERS OUTDOOR ADVERTISING 


PAINTED BULLETINS e Jr. BULLETINS cmenaia aaiiieni 


NEW JERSEY 


Member Outdoor Advertising Association of America 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


AMONG ALL NEW JERSEY CITIES WITH 
POPULATIONS OF MORE THAN 100.000 
am: 
PASSAIC-CLIFTON 
RANKS 
FIRST IN PER CAPITA INCOME 
senate | 
THIRD IN AVERAGE FAMILY INCOME 
TOTAL NET BUYING INCOME EXCEEDS 


$263,000,000 


ed 


THE HERALD-NEWS 


of Passaic-Clifton, N. J. 


New York General Advertising Office—18 E. 41st St., New York 17 
James J. Todd, Manager—Murray Hill 5-0131 


Se te tet cle, see . ne: NEW JERSEY — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES INCOME SM ING 
. 1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES LIVE STONE GnOUrs 
CITIES % (in of dollars—add 000) 
Soo- | taten va. | tee 


Auto- 
motive 


1049\1 99616, 170,248 . 24,089 
-0454)1,961/6, 124,636) . J 15,761 
-0595/2 ,024 54,612) . 8,328 
-0130}2 ,072/6, 11,204, . 4,007 
0347/1 ,605/5, 49,871) . A 8,806 
-0062) 1 , 665 13,405). . 1,432 
-0795) 1,756 104,114). : 2,801 19,786 
Somerville... . . : : 5 -0105/2 ,043/6, 30,005) . 1,818 “ 5,634 
Bound Brook. . e : ° ° -0062/1,776)6, 15,654) . 240 3,598 
North Plainfield} . : - 26,924) .0107)1,951/6,731 10,409) . 42 4,601 


48,583 -0193) 1 ,306)4 338) 39,594) . 1,052 s 6,043 611} = 0212 
9,233} .0037/1,53915 431 12,3241 . 52 2,975 1 0048 


Before using these figures, see explanation page 11 
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The Elizabeth Market 


Is One of New Jersey's Greatest 
Potential Sales Areas! 


Elizabeth, the big COUNTY shopping center and the 15 


community market area account for 75% of Union County's 
$475,516,000 retail soles. 


UNION COUNTY CONTINUES TO ENJOY SPLENDID GAINS - 

IN E. B. INCOME AND RETAIL SALES — NOTE THE NEW HIGHS 
e E. B. Income *952,904,000 e Retail Sales __*475,516,000 
e Retail Food_*140,673,000 e Retail Drugs—* 11,530,000 
e Retail Furn. — Home Furns. — Radio _——___* 29,814,000 


Source-Sales Management Survey of Buying Power 1955 


Do a selling job for the dealer... win consumer acceptance for your 


product... advertise in the newspaper that is the favorite of both 
... the Elizabeth Daily Journal. 


i. ‘\ 
LA 


\\\ 


ie 


Journal’s Circulation Climbs to an ALL TIME HIGH! 


i 49,214 


in Journal’s 
*Publisher’s statement for February, 1955 


\ 
\\ 


\ 


\ 


\ 
\ 
\ 


*Daily 
Net 


History Paid 


Etizabeth Daily Journa 


Special Representative: WARD-GRIFFITH CO., INC. 


——— 
—E 
——— 
bp 


NEW 


JERS E Y — (Continued) 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


COUNTIES | 


CITIES 


SALES AND 
PO RETAIL SALES 


BYP ESTIMATES—1954 


FIVE STORE GROUPS 
thousands of dollars—add 000) 


PULATION 
ESTIMATES 


ereeerive BUYING 
1/1/86 


ESTIMATES—1954 


(in 


Auto- 
motive 


82,022 
28,488 
16,280 

7,698 


-0870 
0414 
0244 


2,630 
4,550 
6,815 
7,803 


-0319 
-0179 
-0218 
-0191 


3,855 -0162 


Before using these figures, see explanation page 12 


Table of Contents appears on pages 1, 3 and 5 


SALES MANAGEMENT 


The ‘‘Sellingest’’ City in North Jersey! 


Don’t be Misled about it. 


Of all the large markets in northern New Jersey, Plainfield 
does more retail business per capita than does any other 
(11% above Trenton the next best). Its grocery sales per 
capita are 45% better than Newark’s . . . automotive sales 
are 81% better. It exceeds Elizabeth, its sister city in Union 
County, by 45% in total retail sales per capita, by 45% in 
food and in automotive sales, by 24% in drug store sales. 
Sales Management gives Plainfield its highest “Quality of 


Market Index” for all major cities of the State. More than 89,376 people live within 4 
’ 7 ‘ q , miles of Plainfield City Hall (A. B. C. City 

Don’t let the 44,700 population figure listed below mislead Zone). 
you in judging the market. The true A.B.C. City Zone shown No outside New Jersey or New York news- 


: : d tel ches Plainfield h 
on the map to the right embraces 89,376 people. The Courier- a Lees thal B% of i caeiie ania tie 


News affords higher circulation penetration of its market difficult daily commuting trip to New 
York. The Plainfield Courier-News affords 
96% coverage. 


PLAINFIELD COURIER-NEWS ““s.ticox"o"" 


Represented nationally by J. P. McKinney & Son, Inc. New York * Chicago ¢* San Francisco 


than does any other daily in New Jersey or in New York City. 


Jive estimates by SALES. MANAGEMENT. NEW JERSE Y— (Continued) 


a SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

SM ESTIMATES W7) INCOME y7) ING 

cal 1/1/85 Li ESTIMATES—1954 J/ ESTIMATES—1954 CONTROLS 


COUNTIES jpolitan FIVE STORE GROUPS 
CITIES Area Urban-' (in thousands of dollars—add 000) 
Per ty Qual- 
( ity 
ita ) f General ¥ Auto- In- 
dex 


Cranford 
Township. . 5] . 6.3 ‘ q 2,474/8, 

, 2,203)7, 

2,216)8, 
1,531/5, 


osso| 18. bet} .0488\1,71816, ; . ; 1,940 
0119 . ; 0128/1, 6625, : ; ; ny 
0031) 1. 0030] 1,529/4, 1286) ; 123 

Total Above Cities 2802.9 2,1543| 1027. 1,000)6,787] 4,734,141 326,469 118,307 


State Tota! 5,332.81 3, 2803 . a 984, 3.9756|1,872'6,300 5,923,908) 3. > 407,641 364,657 143 858] 3.6891] 112 
© SM, 1955. "Before using these figures, see explanation page 11 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number. of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


MAY 10, 1955 


. STATION IN NEW JERSEY 


covering 82°/, of the state 
plus a big bonus in New York. 


. WITH AUDIENCES 


according to Pulse. 


. WITH ADVERTISERS 


and 8 out of 10 are retail 


. WITH BUSINESS 


which has been firm for the last five 
years and is now better than ever. 


WAAT 970 ON THE DIAL 


1020 BROAD STREET * NEWARK, N. J. 


NEW JERSEY— Metropolitan County Areas sive estimater hy SALES MANAGEMENT, 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

SM ESTIMATES @D INCOME ING 
1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 

FIVE STORE GROUPS 

Ur ; (in thousands of do’lars—add 000) 

Total 0 Buying 
(thou- of of | Cap- Power 
sands) t ‘ Per General Auto- Index 
Food Mdse motive | Drug 


140.2) . ° ° , . 214,415 53,844; 10,507 22,834) 6,616)  .0966 


,854'6,862] 327,668) .1927| 4,783) 80,595) 30,498 55,866) 6 - 1826 


, 
| 
4,076.6) 2.5077,1,213.9 3847.1 . 1,958)6,577| 4,591,206| 2.7003) 3,782|1,319,848| 345,707) 706 , 142 114,226] 2.9011 


NEW JERSEY — Income Breakdown of Consumer Spending Units 


In- NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 

Total | come Total | come 

COUNTIES | Con- COUNTIES | Con- 

CITIES sumer $0-2,499 | $2,500-3,999 | $4,000-6,999 | $7,000 & Over CITIES sumer $0-2,499 | $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
Units | sumer % % % % Units | sumer No % % % 
(thous.) % in % iIn- % in % in (thous.) % in % iIn- % itn in- 

$ Units come | Units come | Units come | Units come Units come | Units come | Units come come 


3,682.9) 2.2655/1,101.4/3505.9 1,984)6, 4,049,123) 2.3815) 3,676/1,185,409) 304.702 627 ,442 “na 2.6219 
1 


253.5; .1559| 68.5) 218.7 


63.4 | 3, 39.1 14.3 | 26.2 22.8 | 24.4 34.0/ 10.3 28.9 coon OS 11.4 2.3] 13.5 6.6 | 43.6 34.0] 31.5 67.2 
26.4 44.5 17.9 | 27.1 26.0 | 20.6 31.8/ 7.8 24.3 i oe eer | 18.8 4.9 | 20.5 12.9) 41.2 41.6 / 19.5 40.7 
4.2 $1.0 10.7 | 27.0 22.2 | 32.2 42.6| 9.8 24.6 iffsi «4 . 15.9 3.5 | 18.8 9.8 | 38.1 31.8 | 27.2 54.9 
2.71 4, 20.9 9.6) 24.3 31.2 38.2) 14.6 33.6 
209.2 144.56 3.0) 16.7 8.3 | 39.3 31.5 | 29.5 67.2 . 14.6 3.1] 15.9 7.9 | 39.9 32.0) 29.6 67.0 
10.9 20.3 4.9 34.5 32.0 | 22.6 60.1 ° 11.4 2.4/ 13.0 6.5 | 45.8 36.9 29.8 54.2 
9.6 19.8 3.6 7.9 | 31.7 22.3 | 30.5 66.2 ve . 11.4 2.4/ 17.2 68.8 | 44.0 36.2) 27.4 62.6 
6.7 14.7 2.1] 12.9 4.3 | 28.2 15.2| 44.2 78.4 A 17.8 3.9 | 18.8 9.7 | 34.6 28.8 | 28.8 57.6 
6.4 | 7,882] 14.6 2.6)| 14.2 6.1 | 37.0 25.6) 34.2 65.7 i . 14.2 3.6 | 22.6 13.7 | 44.9 43.5 18.3 39.2 
10.47 7,218] 10.7 2.1) 13.7 6.4) 42.1 31.8 | 33.5 59.7 
9.0 | 5,669 13.4 3.4) 22.5 13.5 | 44.2 42.4) 19.9 40.7 i poop ° 10.9 2.4| 13.4 6.9 | 48.0 39.7 | 27.7 51.0 
2.56} 7,077 [13.8 2.8/ 15.9 7.6 | 36.9. 28.4) 33.4 61.2 i . 15.6 3.4| 16.4 8.6 | 41.9 35.4 | 26.1 62.6 


1 Included in Philadelphia Metropolitan Area. Before using these figures, see explanation page 11. 
2 New Jersey portion only. © SM, 1955. 
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NEW JERSEY — Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES 
CITIES 


COUNTIES 
wee | $7,000 & Over CITIES $7,000 & : 


% % % % 
% I\n- % In % tn 
Units come | Units U Units come Units Units Units come 


come 

=, 

Unit 

$ 

3,979 | 39.9 14.3 | 23.7 20. / . 4 31.2 South River... A . ° . ° é -2| 24.4 47.8 
4,407 | 29.3 9.5 | 26.0 20. . 5 -1 31.4 . ° ’ : ° ¥ 4) 14.8 35.8 
5,331 | 20.9 6.6 | 22.9 14. ° . 9 40.7 i . ° ’ . ° . -6 | 27.2 51.8 
4,779 | 24.4 7.3 | 26.6 18. . 5 8 33.7 «ose . : 5 , ° -8| 15.1 40.6 
6,380} 16.8 3.7) 17.3 9. . -1 | 26.0 63.0 cee ‘ : “ a . é -6| 11.9 35.6 
4,934] 21.2 6.2) 25.2 17. ’ . 0 32.8 ° . . . . . 0 | 20.5 48.6 
8,242] 17.9 3.1) 13.6 5. : -7 | 36.8 70.7 oe . . ° . . A 3 | 15.7 40.6 
3,666 | 44.7 17.4 | 25.8 A ° le 9.3 28.7 . ° ° A . . -7| 17.0 41.8 
3,641 | 43.1 16.9 | 28.0 26. < . 9.0 27.2 F /¢ . A . . -4| 22.3 49.9 
4,042 | 49.0 17.3 19.0 15. . 6} 14.5 43.2 i er ° . . . . A 4/| 21.9 61.3 
4,143 | 31.8 11.0) 27.8 22. ° -8| 10.8 27.4 : ‘ ° . ° ‘ -7 | 18.6 42.0 
4,058 | 33.4 11.7 | 27.3 22. . -1| 10.2 26.4 ‘ . . / ° : -9 | 20.2 44.1 
4,181 | 31.9 10.9 27.8 22. ‘ 7] 11.3 28.8 i ° . ° ’ \° ° .3 | 32.2 66.4 
4,245 | 28.1 9.5) 28.0 22. A -1 | 11.0 26.0 . d . ° ; . “ 8.7 24.1 
5,920] 20.4 4.9) 22.9 13. ° -8 | 22.2 650.2 i : ° - ° ° . . 2) 11.5 30.3 
5,176 | 22.9 63 | 26.7 17. J -6 | 16.6 40.6 . . ° . . . 6 | 19.1 42.2 
6,188 | 20.9 4.8) 20.2 11. . 0 | 24.8 54.1 . d ’ . . " -1| 15.6 36.8 
6,203 5 3.3 | 18.5 10. ° -0 | 24.9 49.6 i : < ° A . . -7 | 18.6 42.9 
8,166 6 3.8) 20.0 8. 5 -6 | 31.9 70.3 i . ° ; A : ‘ 6 | 25.9 49.6 
5,556 2 6.0) 24.7 16. ° -7 | 19.7 47.2 bees ° ‘ ° ° ° A 8 | 25.0 60.2 
6,288 2 3.4] 18.9 10. ° -0 | 25.6 51.4 beves ees ° J : . . . . -1 36.4 
6,133 4 3.6) 19.6 10. . +2 | 24.3 49.4 ° : ° . ° . ° 9 34.4 
11,099 0 3.1) 15.2 4. R -9 | 40.6 82.4 ’ ° . 5 . . . ’ 9 43.9 
7,768 3 2.4) 14.2 6.2) 39.1 -5 | 33.4 83.9 i . - ° . . m ls -5 42.7 
8,089 3 2.5) 16.0 6.7 | 36.0 24.3 | 33.7 66.5 ° ° . ° : . . ¢ 8 41.7 
7,675 3 2.3) 17.8 7.9 | 34.3 24.3 | 35.6 65.8 i . e ° ‘ ° ‘ ° 6 47.9 
5,038 +5 7.8) 21.5 14.6 | 36.5 39.4 | 14.5 38.3 . ‘ . . ° . . 9.7 26.4 
6,359 | 20.3 4.8) 17.7 9.5 | 38.5 32.9 | 23.5 53.0 ° : ° ° . . -1| 10.6 27.5 
5,268 5.5 | 23.9 15.4 | 38.7 40.1) 17.0 39.0 . A 3 | 17.3 . ‘ 3 | 28.8 56.5 
Jersey City... 3 | 5,209 ; 5.6 | 24.9 16.2) 38.1 -8| 16.5 38.4 i oceans . ’ -6 | 21.3 ° ° 4 | 22.8 48.9 
Union City.... ° ° -6 6.8 | 24.7 17.0 | 36.8 6 | 14.9 35.6 i 5 A -3 | 18.2 . . -6 | 28.0 67.7 
4.4| 19.8 11.8 | 42.7 40.9/ 19.9 42.9 i e ’ 6/ 15.0 7. < -6 | 26.6 60.0 
8.6 | 28.0 21.2 | 33.2 40.1 11.5 30.1 ° ° -6| 15.7 8.4] 42.4 36.4 | 26.5 81.7 
4.4} 24.0 14.8 | 40.3 40.0) 18.6 40.8 . , -2| 13.8 6.0) 29.3 17.0) 42.1 75.8 
3.9 | 20.4 12.0 | 43.6 41.3 | 20.4 42.8 it ° J -6/| 16.0 5.9) 28.6 16.9) 38.4 74.6 
5.5 | 24.6 16.3 | 40.2 42.6/| 15.5 35.6 . < -7 | 15.7 8.1 | 42.3 34.8 | 29.6 54.4 
9.8 | 28.7 21.8) 27.7 9 | 12.9 34.5 ove : -6 | 15.7 7.7 | 40.2 31.6 | 32.0 58.3 
7.2 | 25.0 15.7 | 28.9 -1| 19.0 48.0 ’ . 4 | 26.1 -3 | 33.9 40.2 | 12.9 32.1 
6.6 | 21.2 13.1 | 33.9 33.8) 19.9 46.6 illi - . = 0 | 23.9 16.3 | 40.6 44.3 | 14.6 33.4 
6.0 | 23.4 14.6 | 34.5 34.3 | 19.3 45.1 i Bice . ° 8 | 30.7 -1 | 32.6 41.1) 10.0 26.0 
14.6 10.9 18.0 21.6 17.0 51.6 


5.5 | 20.1 -5 | 39.6 39.3 | 19.1 42.7 iti . ° -4 | 22.4 13.4 35.9 34.6 | 20.3 46.7 
20.9 15.2 | 20.2 36.3 | 14.9 39.1 
22.6 14.3 | 40.2 -9 | 17.5 39.5 - ++ -41797.7 F- . -8 | 22.0 13.5 | 35.5 34.7 | 20.1 46.0 


{taho, Montana, Newds, Uta, Wyoming. — NEW MEXICO — Counties and Cities 


F Po 
New Mexico state map—page 514 Gn NuMBER or OUTLETS ; NuMBER oF OUTLETS 


City County thous.) GM | FHR D 


156.9 3 71 3 
10.9) 8 
25.6 14 
21.8 13 Sante Fe 
10.2 5 Silver City 
20.0 9 Tucumeari....... 
13.8 9 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


SM ING 
CY) ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES | FIVE STORE GROUPS 
CITIES Area ‘bar (in thousands of dollars—add 000) 
% Buying | Qual- 
of Power | ity 
U.S.A. Furn.- Auto- Index | In- 
House- | motive dex 
Radio 


.1210 15,116] 36,119 : 102 
-1063 ‘ 3 14,908] 35,240 . 108 
.0011 : 62 ; 60 
.0323 . 1,986} 10,912 100 
0215 5 ' 1,726] 10,580 ‘ 113 


0081 621 3,044 85 
-0167|1,649/5,1 -0192 1, 10,710 e 105 
-0139}1 ,596)5, .0178 % 1,408} 10,710 784 A 112 
P -0018/1,194/4,41 3,122} .0018| 3,122 40 648 131 -0019} 83 
4 and 4 See end of state for SM Metropolitan ——e Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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ere 


ARIZONA 


WSIS ea iT 


OKLAHOMA 


GUADALUPE | san miGUEL 


yy 


TTT 


\. Et Paso 
~ 


NEW MEXICO“... 


net Effective Buying Income of 
$15 million and over. 


NEW MEXICO — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


EFFECTIVE BUYING 


JM 


INCOME 
ESTIMATES—1954 


SALES AND 
RETAIL SALES eae aa 
ESTIMATES—1954 CONTROLS 


“FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- 
Radio 


28,815 


11,364 
26 439 
12,932 

4,681 


1,126 
915 
2,565 


765 


Before using these figures, see explanation page 11 
SALES MANAGEMENT 


METROPOLITAN ALBUQUERQUE 
heart O’ the BOOM COUNTRY 


ATOMIC ACTIVITY has blossomed a great, * % 
growing market in this section of the South- POPULATION up 26 ° 
west! Right in the heart of it is. Albuquerque 


. -. With a history as long as its name... RETAIL SALES* up over 9%. 
and a future as great as its fame! Uranium, ° 
atomic research, mushrooming populations— 

and sales to match—have combined to make *As Reported by SALES MANAGEMENT 
Albuquerque one of America’s fastest growing 

centers! Let us tell you the whole exciting Represented Nationally by the BRANHAM COMPANY 


story ... and how YOU can profit by it! 
o 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


PO aaron EFFECTIVE & BUYING RETAIL SALES 
GD 1/1/85 JM ESTIMATES—1984 SYD estimates—1954 


MoM. 
COUNTIES | | FIVE STORE GROUPS 
CITIES Area Ur (in thousands of dollars—add 000) 
Total 
(thou- | 
sands) | U. S.A. .S. — Auto- 
thou- 000) motive 


14,326 
15,462 
13,393 

7,106 


- 


ae2e seke2e 8888 


14,396) 
12,916 

2,381 
35,617 


14,078 
36,357 
33,521 

5,892 


5,021 
6,053 
4,543) . 103 531 


_ 
2188 888 & 
iJ 

ges 


1,211/4, 6,204) . 216 832 
750|3, 12,916 3,500) 425 1,610 


Total Above Cities ° ° : ’ -2387| 1 ,652/5, 460,583)  .2 38,557} 27,178) 113,359) 15,775 


§ 


State Total. ... 5) ‘ ° : ; 4144/1, 005} 697,404 .4101| 3,355] 147,036] 69,096] 33,846] 145,533) 23, 88 


NEW MEX1!ICO— 6% Metropolitan County Area 


148) ° 08.2) 303,777| .1210|1,635/5,831) 189,230) 1113) 3, 632) 39,931} 16,811) 15,116) 36,119 5,828) -1167| 102 
} ; 


gut 
1143) 52.1] 166.2) 303,777, .1210|1,635|5,831 189,230; .1113) 3,632) 39,931 16,811 15,116; 36,119 5.826] -1167| 102 


NEW MEXICO— @% Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 eae NET INCOME GROUPS, 1954 
ota 
COUNTIES COUNTIES | Con- f 

CITIES — aa a % yrure CITIES $0-2,499 mere 


i} i} i} t 
Udite come Usis come els tee Un coms uate Units m. SAS 


28.8 8.3 | 25.5 ° ‘ 4} 15.3 . e 23.1 56.8 19.8 11. : 16.9 43.6 
28.4 8.1 | 25.3 . : -3 | 15.7 ° i . 25.3 6.1 | 23.1 . : -7 | 18.2 80.0 
59.5 29.0 | 20.5 23. , . 6.2 21. 28.3 8.8 | 24.1 . ° 7) 11.4 30.8 
35.2 10.5 | 26.4 ° : 6 | 14.3 ° i ity.... . 33.2 10.4 | 23.6 17. .! -6 | 12.4 35.5 
$2.0 9.1 d : : 8) 15.5 44, . 54.1 24.8 | 22.2 A 6.7 21.8 
37.4 11.8 | 25.7 . : 12.7 le é 53.3 20.9 | 17.2 , 9 | 13.5 39.2 
29.7 8.3 . . : 0} 15.6 43. le 35.8 12.8 | 29.7 . 5, 10.0 28.7 
29.5 8.3 | 25.6 17. . -5 | 15.5 43. s 19.4 4.9] 18.6 11.0) 44.1 18.6 42.1 
42.2 15.6 | 22.7 20. ° - 9.6 28. A 20.3 6.1 | 18.4 43.2 41.2 | 18.1 42.7 
47.6 17.3 ’ . 10.1 e ‘ 41.5 16.5 | 25.4 22.6 | 23.7 . 9.4 28.2 
40.1 14,1 | 24.9 . 10.1 . wor 8.0 1.9) 16.2 9.3 | 46.9 28.9 45.4 
24.4 6.2 ‘ E 16.7 ° Bae 8.0 1.9] 16.2 9.3 | 46.9 43.4 | 28.9 45.4 


Before using these figures, see explanation page 11 
MAY 10, 1955 515 


NEW MEX!ICO— @ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 Teta NET INCOME GROUPS, 1964 
COUNTIES | Con- 
py $4,000-6,989 | $7,000 & Over = me 
nm 

36.3 13.4 ° ° A le 8.5 23.3 . 36.3 11.4 
51.3 20.9 ° . ° ° 7.2 28.5 . 35.4 10.9 
36.4 11.9 . ° . | 11.4 36.3 . 58.2 28.1 
75.7 47.2 z “ ° . 3.5 16.5 . 54.3 26.1 
38.8 14.4 . . . 9.5 27.7 . 64.6 36.2 
36.5 12.4 - , . 10.1 32.8 44.7 18.7 
35.9 12.3 : ’ . 9.9 30.9 40.4 14.1 
56.6 29.2 : ° ° 3.6 12.3 eoeceee 50.6 22.3 
37.6 13.0 . ° ‘ 10.3 32.6 
3,749 | 39.8 14.3 ° 21.9 29. 9.1 30.9 
2,108} 71.5 43.8 ° . 9.9 23. 2.3 9.1 i . 28.8 8.2 
-1 | 2,910 | 52.9 24.5 ° 4} 15.4 6.8 21.1 
sof 7.5 | 2,663 | 61.1 30.8 | 20.2 24.2 | 12.3 23.8) 6.4 21.2 awn . . 36.9 


NEW YORK — Counties and Cities — (o™ just 
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MORE ADVERTISERS* USE WOR THAN ANY OTHER RADIO OR TV STATION IN NEW YORK! 


The Station With The Largest Audience in America 
National spot and local Source: Breadcast Advertisers Report 
516 SALES MANAGEMENT 


Albany 
Schenectady 


Saratoga 


Greene (Catskill) 
Schoharie 


> 


sum 
KEEP ‘ 
EYE ," 

ALBANY 


Rensselaer (Troy) 


Celumbia (Hudson) 


Retail Trading Zone Counties 


Retail Sales 
$369,993,000 
187,489,000 
149,036,000 
76,436,000 
42,583,000 
36,778,000 


Other Eastern Empire Counties 


| Montgomery 


(Amsterdam) 


Warren (Glens Falls) 


Fulton (Gloversville) 

Clinton (Plattsburgh) 
Washington 

Essex (Lake Placid) 


25,414,000 | Hamilton 


*$887,729,000 


YOUR 
ON 


- 


. « « YOUR ADVERTISING IN THE TIMES-UNION 


Retail Sales 
$71,689,000 
67,240,000 
57,662,000 
49,191,000 
38,841,000 
29,002,000 


*$317,709,000 


*Source—1955 Sales Management Survey of Buying Power. 


In This 14-County Area 
THE LARGEST DAILY 


60,449 
THE ONLY SUNDAY 
116,052 


Albany Times-Union 


Represented Nationally by HEARST ADVERTISING SERVICE 


ILL 
LL 
AR 


New York’s Eastern Empire 


e Johnstown 


Amsterdam e 
MON TGUMERY, 


Schenectady e 
SCUBRNECTADY 


SCHOHARLE 


Plattsburgh 


CLINTON 


pSsEN 


@ Lake Placid 


Ticonderoga e 


Mechanicville 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NEW YORK — (Continued) 


POPULATION 
GD ESTIMATES 
1/1/86 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1954 


RETAIL SALES 
BUD ESTIMATES—1954 


COUNTIES 
CITIES 


% 
of 
U.S.A. 


Doliars 


Net Per 
Cap- 


of 
S.A. | | 


Dollars 
(add 
000) 


FIVE $ 


STORE GROUPS 
(In thousands of dellars—add 000) 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


General 
Madee. 


Qual- 
Auto- wv 
motive 


- 1538 
-0846 
-0130 
0092 
-0017 
0278 
0041 
-9102 


8 
. ye 
1479. 


2,682,007 


439,720 
255,146 
33,118 
24,262 
5,217 
56,344 
10,985 


1751 
-1016 
-0132 
-0097 
-0021 
0224 
0044 
1.0680 


Ce el el 
S2e3 
a8 


238: 


4,993 


s 
cy 


5, 1,229,464 


369 , 993 
248,722 
18,116 
12,731 
65,644 
38, 605 
14,789 


69,453 
16,733 
705 
119 
51,477 
2,542 
954 
38,412 


1,91 
731 
7?, 


69,554 
49,067 
1,686 
3,449 


7,871 
4,501 
119,763 


137 
102 


1 The general merchandise estimates for Albany and Menands reflect the location of a 
large chain mail-order house and department store outlet just outside the Albany city 
limits in the town of Menands. 

2 The City of N. Y. includes Bronx, Kings, Queens, New York and Richmond Counties. 
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4 and A See end of state for SM Metropolitan County Areas. 
Before using these figures, see explanation ig 
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URBANIZED BINGHAMTON 


As established by U.S. Department of Commerce 


True 


Population 


----- 144.011 


You cannot judge Binghamton by figures for the 
corporate city alone shown in tables below . . . The 
closely integrated area shown in the above map totals 
144,011 population (U. S. Census Urbanized Area) 
..+ Nearly 75% of Broome County’s homes con- 
centrated in a densely populated 8-mile stretch of 
Susquehanna Valley. 

Only 8 major cities in the U. S. show as large a 
proportionate expansion in their “Urbanized Area” 
population beyond their corporate city . . . a most 
unusual fact. 


No wonder Binghamton’s department and general 
store sales per capita run highest among all cities of 
over 100,000 population in New York State . . . more 
than twice New York City’s. In furniture and elec- 
trical household utility sales it’s highest, too . . . beats 
New York by 50%; Buffalo by 45%; Syracuse by 51%. 


The Press, daily or Sunday, will carry your adver- 
tisement into more than 9 out of 10 homes in this area 
with the best women’s fashion and home furnishing 
pages in New York State. 


THE BINGHAMTON PRESS 


Daily 


Represented by J. P. McKinney & Son, Inc. 


Member: The Gannett Group 


Sunday 


New York e Chicago e¢ San Francisco 


NEW YORK — (Continued) 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING 


JM INCOME 


ESTIMATES—1954 


ve 


SALES AND 
as TISs- 
CONTROLS 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES 
CITIES 


Total 
(thou- 


Oo. 
ot 
sands) | U.S.A. 


FIVE STORE GROUPS 

(in thousands of dollars—add 000) 

Dollars 
(add 
000) 


Generali 
Mdse. 


Broome 
ABinghamton 
Endicott 
Johnson City. 


CESS EEE Fa FF | 


26.2 


=: 
é§ 
nw 


93.4 


15.6 
40.6 12.2 
9.6) . 3.3 


51.6 13.1 
18.4 4.8 
“4.6 . 13.8 
11.9 3.6 
38.7) . 11.6 
19.2 6.3 


-0113)1,478)4, 


| 
Delaware 45.7) 13.7; 9.2 .0222'1,220/4, 


222,151 
140,161 
34,828 
16,721 
87,922 
41,610 
11,888} . . 435 
76 ,498 4,230 
52,524 3,634 
167,204 13,116) 
75,539 8 511 


35 ,905 
27,089 
119,075; 
96,425 
40,015 
15,407 


2,632) 
2,559 
10,216 
9,902) 
2,822 
2,124 


5,298 
4,281 
2,428 
1,480 
3,542 
3,221 


49,191 
30,321 
42,583 
20,222 
47,553 
30,687 


7,346 
4,287 
9,615 
6,170 364) 


51,953 2,455 9,475) 1,011 


4 and 4 See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


EK LM | at A —true population 
nearly 70-OOO y 


Literally, across the street from the old Elmira, And highest in automotive sales; second in 
N. Y., corporate city line, in Elmira Heights and grocery store sales; third in furniture and elec- 
other adjoining suburbs, are 46% as many addi- trical household equipment sales. 
tional people as live in Elmira . . . but all Elmirans. : ae 

That’s rich . . . and it’s what you are missing 

And RICH! if you are still judging Elmira by the 1950 U. S. 

Census figures . . . which omit Elmira as a “Met- 

Sales Management's figures, if analyzed, show ropolitan Area” market, because it missed the 
Elmira with the highest per capita total retail requisite 50,000 population in the antiquated 
sales among all big cities in “The Empire State.” “corporate city” limits, by less than 300. 


Wesuggestyou study thetabulation‘*MetropolitanCounty Areas’’on pagel55. 


THE ELMIRA STAR-GAZETTE & ADVERTISER ¢ THE SUNDAY TELEGRAM 


Members: The Gannett Group 


Represented nationally by J. P. McKinney & Son, Inc. New York ... Chicago ... San Francisco 


W = & is] RADIO in 
ELMIRA, N. Y.! 


. Ist for 16 years No local TV 
_NBC AFFILIATE ; “THE STAR-GAZETTE STATION” 


Central New York's New Metropolitan Area 


With a per family sales average of $5,002 compared to the state 
with $3,941 and the national average of $3,571, Auburn clearly 
proves its right to big time recognition. 


In addition to the top wages paid in the city, this area is also 
supported by 2900 farms which add another high income ele- 
ment, plus a big bonus of summer tourist trade which comes 
into the famous Finger Lakes region where Auburn is the center 
of buying activity. 


Today more than ever before, sales markets must 
be selected on both a volume and quality basis 
if maximum sales are to be secured at the 
‘ smallest cost. Source: Survey of Buying Power 


Auburn like other large and important markets, 
enjoys the big time rating of metropolitan county 
area status. The right to this recognition was 


earned on the basis of its sales record. The CITIZEN-ADVERTISER 


Represented by The Julius Mathews Special Agency, !nc. AUBURN, N. Y. 


. covered thoroughly by its home newspaper 


MAY 10, 1955 


BUFFALO'S | pect sot trough the 


-COUNTY COURIER-EXPRESS 


FOR ECONOMY it’s the Morning Courier-Express reaching 


MARKET nearly 44 of the 463,400 families in the 8 Western New York 


Counties and providing 34.4% more coverage than any other 
Broce Pra one daily newspaper among the 85,000 families in the important 
9 cities outside of ABC Buffalo. 


FOR SATURATION it’s the Sunday Courier-Express, the 


State’s largest newspaper outside of Manhattan, reaching nearly 
all of Western New York’s families. 


For the complete story —all the facts 
. and figures —of Western New York's 8 
(1,536,000) than 16 entire states. fe f 


LES in 1953 counties, write for the Market Data 
a ee in 26 wh oly Book published by the Courier-Express. 
( U7, 


LARGER IN POPU LATION 


states. 
se rh in etaing ROP COLOR available both daily and Sunday 
loyment 27427 —in ! - 
pa va Buffalo, 1949-53. 


EFFECTIVE BUYING INCOME BUFFALO COURIER- EXPR ESS 


i litan Buffalo, $5,597 I 
wo 8.2% above national hoteadiaheadiataad: 


eee SCOLARO, MEEKER & SCOTT 
average in 1953. Throughou Pacific Coast: DOYLE & HAWLEY 
the 8 counties—$5,286. 


NEW FORK .. (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
PO! EFFECTIVE BUYING RETAIL SALES ADVERTIis- 
v7 ESTIMATES @> INCOM ING 

py, 1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 

FIVE STORE GROUPS 

Net % Dollars - ug a hans Buyi 

Dollars | of Power 
(add U.S.A. ‘ General | Furn.- Index 
000) ‘'am-| Food Mdse. —_ Drug 


COUNTIES 


215,346) . ’ ’ ’ : ’ 57,790) 15,010 7,151 3,874 .0911 
77,812) . ,870/6, ’ ‘ | 30,604; 12,532 5,212 1,903, .0371 
22,868) . , . ,003) . j 10,869) 919 463 47: -0100 


| 
| 


4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


THE MID-HUDSON VALLEY—POUGHKEEPSIE, NEWBURGH AND BEACON-—1IS 


A BIG MARKET*« 


$450,673,000 $371,500,000 $110,072,000 


INCOME... RETAIL SALES... FOOD SALES... 
$4433 retail sales per family ($492 above state average—$862 above the U. S.) 
You can cover it entirely with a single buy 


1000 WATTS DAYTIME 
“Metropolitan Area 


POUGHKEEPSIE, NEW YORK National Representatives: EVERETT-MCKINNEY 


520 SALES MANAGEMENT 


BUFFALO 


1 
eee ey You can dominate this Market when you use 
@ Complete cov ae 1 
ion’s 14th largest 
(plus 410,000 familiesinCome WGR-TV 
: ‘ sc 
—” assured when you i 
WwGR-TV...WGR 1 
Buffalo is ao excepcionny 1 CHANNEL 
a 
‘el|-balanced market .- - ‘ 4 
wellness of Be OO. RADIO 
sumer spending 0m) ccecs and WBuffalo’s FIRST Station | Buffalo's FAVORITE Station 
ree 
e ats : REPRESENTED BY 
mre 


account for 93.1% of all income. REPRESENTED BY 
FREE & PETERS HEADLEY-REED 


NBC BASIC AFFILIATES 
The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


-— os 


NEW YORK — (Continued) 
ECTIVE BUYING 


SALES AND 
EFFECTIVE BL RETAIL SALES ADVERTIS- 
BYP ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
COUNTIES | | 
CITIES 


Fi TORE 
(in thousands of dollars—add 000) 
% Per % ty 
Cap- , 
U.S.A. 


General | Furn.- 


Auto- 
Food Mase. 


motive 
Radio 


291,481) 159,829) 66,663) 217,908 
210,991) 143,618) 49,774 


156,046 
10,789 663 


7,599 
6,767 4,362 1,214 7,289 


696 4,842 
288 6,553 


1,065) 65,617 


F 3,947 2,104) 10,038 
2.9 e . J : 2,086 996 6,627 
2.4 A d 737 726 2,568 
3 Saranac Lake is in Essex and Franklin Counties. 

4 and 4 See end of state for SM Metrepolitan County Areas. 
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-0073) 122 
0052} 124 
Before using these figures, see explanation e 11 
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x DO YOU KNOW ? x 


That the Herkimer “City Zone” consists of Herkimer, Ilion, 
Mohawk and Frankfort with a population of 26,400. 


* 
%& That the population of this area is 42% of the county. 

% That the retail sales of $38,962,000 are 62% of the county. 

¥% That Herkimer has a quality index rating of 130—30% above 
* 

* 

* 


average. 
That your advertising dollars sell 30% more. 


That the income per family of Herkimer is $5770—34% above 
the county average. 


That the Herkimer Telegram— is the only local daily newspaper 
serving this progressive market. 


™ Herkimer Telegram 


REPRESENTED BY JULIUS MATHEWS SPECIAL AGENCY HERKIMER, N. Y. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 

Permission to reproduce this Survey of Buying Power data in printed form, in whole or ia part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


THOROUGH COVERAGE AND LOW SELLING COST MAKE 


LITTLE FALLS A TERRIFIC SALES PACKAGE 


30,000 people—9,000 families—depend Not the biggest market . . . but certainly 
on Little Falls stores for their shopping a big buy—when you consider the full 
needs. Last year they earned $40,095,000 and exclusive coverage offered by the 
income . . . spent $28,651,000 for retail Times .. . how little it costs . . . as a result 
purchases. Food sales alone averaged of saturation and responsive readership 
$1012 per family. ... to sell these families. 


THE LITTLE FALLS TIMES Little Fatis,n. y. 


Represented by The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


PUT THE WESTERN N. Y. MARKET 


if 


Selling 

Western New York 
Not just 

Rochester 


be: 


in your 
pocket 


the countr' 
State with 
rnings for lab 
Per family eff 
than state or { 
and 


people wh L1Vé wo in lav in 


more than 450,900 4,500,0( 
tne 
WHAM 


vat comprises 22 rich count 


bonus 


Radio 


coverage 


The STROMBERG-CARLSON Station, Rochester,N.Y. Basic NBC » 50,000 watts - clear channel - 
GEORGE P. HOLLINGBERY COMPANY, Notional Representative 


180 ke 


The “SM” symbols mark original, exclu- 
sive estimates by SALES _MANAGEMENT. 


NEW YORK — (Continued) 


1/1/55 


POPULATION 
ESTIMATES 


a gt ha A tee RETAIL SALES 
JM ESTIMATES—1954 ESTIMATES—1954 


Metro. 
COUNTIES ip ’ | 
CITIES 


Total % 


sands) | U.S.A. 


Fami- 
(thou- | of lies 
(thou- 


| FIVE STORE GROUPS 
| (in thousands of dollars —add 000) 
Net | % Per | Per %o | ae 
Dollars | of | Gap-|Fam- i pe 
(add =| U.S.A.| ita | ily 8. P ' General 
000) . 


Fulton....... 
Glover sville- 
Johnstown 
Gloversville 
Johnstown 


Catskill 
Hamilton 


Herkimer 
Herkimer-Ilion 
Herkimer 
Little Falls 

Jefterson 
AWatertown 

2Kings Bis 1.6748 

0137 

.0248 

0306 

.0073 


Lewis 

Livingston 

Madison 
Oneida. . 


22.4) 
40.2) 
49.8 
11.9) 


516.7) .3178 


Monroe 119 


26.4) 39.9 


ll. 0} 


834.1|2722.6 


6.4) 3.8 
10.9} 11.8 
14.3) 21.1 


3.7) 


160.1/451.6 


2 The City of WN. Y. 


includes Bronx, Kings, Queens, New York and Richmond Counties. 


[t——|— 


| | 

75,919) ones dee see 3,314 
1,681\4,602 
1,517/4,514 


1,529/4,799 


58,841 
36,565 
17,276 


0816 
0146 
-0069 


72,010 
30,475 
31,930 
7,333 
4,675 


.0287|1,461|5,001 
0121/1 , 665)5, 750) 
.0127/1,101|3,588 
.0029]1,358/4,334 
.0018|1, ia 596 


82,450 
28,703) 
15,002] 
12,815 

118,306) 
58,535) 


4,671,292| 


0329/1 ,326/4 294 
0114 
.0060 
.0051 
0471 
0233 
1.8601 


18,424 
8,182 
4,787] 
3,981 

23,529 

13,971 : 

165,341; 177,187 

24,173 

46,675 

70,003 

18,347 


- 0096 
0186 
-0279 
ger , 


627 
1,725 
2,231 
1,161 


§35 
1,398 
1,179 
1,179 


3,470 
saa at 


20,379 617 


| 
956,846 634,669) .3733 3,964) dial 79,550; 37,039 18,601 


1,402 


“SALES AND 


ADVERTIS- 
ING 
CONTROLS 


-3661| 115 


Before using these figures, see explanation page ll 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 
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AMSTERDAM, NEW YORK—A $100,537,000 MARKET 


Amsterdam is self-contained—doesn’tneed 
any help from other markets to maintain its 
high economy. 


Amsterdam is not only the biggest buying 
center in rich Montgomery County, it also 
completely dominates its sales activity 
through the influence of its newspaper — 
The Amsterdam Evening Recorder. 


With 100 industries plus rich farming areas 
providing a family income of $5,319 


With a retail sales total of $71,689,000 there 
is still a backlog of cash waiting for the ad- 
vertiser who convinces the families that his 
is the right product. 


The Amsterdam Evening Recorder provides the 
way for you to reach these families with 92% 
coverage of Amsterdam and 68% coverage of 
Montgomery County. It is Montgomery Coun- 


ty’s only daily newspaper. It is the most active 
salesman that you can employ to sel! this 
$100,000,000 market. 


AMSTERDAM EVENING RECORDER 


AMSTERDAM, N. Y. 
Montgomery County’s ONLY Daily Newspaper 


throughout the entire area, your advertising 
reaches people that live well because they 
can afford it. 


Source: Survey of Buying Power 


NEW YORK — (Continued) 


The “SM’ symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING 


RETAIL SALES 
@D INCOME 
ESTIMATES—1954 


BYP EsTIMATES—1954 


201,172) 62,218} 40,676) 121,754 


440,777) . 7,679] 268,328) . 50,125} 42,373) 11,392) 39,106 


146.9) .0004) 35.8 
17.9} 0110 5.7 39,501 
19.2} .0118 5.4 35,392) . 


4 and 4 See end of state for SM Metropolitan County Areas. 


317,636) . 2,162/8,873 
2,207/6, 29,670) . 
1, 843/6 , 554) 28,422) . 
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84,274) . 31,255 1,523 
12,068 615 1,306 2,981 
7,889 1,193 2,766 5,416 


Before using these figures, see explanation page 11. 


2,169 9,147 


“THE VOICE 
OF LONG ISLAND” 


DELIVERS 
BIG, BOOMING, RICH NASSAU COUNTY 


POPULATION .. . 973,500 
RANKS 12th AMONG U. S. COUNTIES 


WHLI has a larger daytime audience in the 
Major LONG ISLAND MARKET than any net- 
work or independent station “THE PULSE” 


HEMPSTEAD 
LONG ISLAND, N. Y. 
PAUL GODOFSKY, Pres. 


SALES MANAGEMENT 


WANT THE 
WOMAN’ 
EAR IN 

ROCHESTER ? 


“PULSE”? GIVES YOU THE ANSWER:- 


IN ROCHESTER the Pulse report covering the 235 
quarter hours between 6:45 A.M. and 6:00 P.M., WHEC Carries All 


Monday thru Friday, breaks down as follows:— 


STATION STATION STATION STATION STATION STATION Ten of The “Top-Ten” 
WHEC B Cc : 
Daytime Shows! 


HOW ABOUT LOCAL SHOWS AGAINST 


LOCAL SHOWS IN ROCHESTER?..... There are, from time to time, availabili- 
ties in these high rated local WHEC pro- 
During the same period as above there are 105 quarter hours when grams. Why not find out if we haven't 


local shows are pitted against local shows. Here's the score;-. 


got, right now, just the spot to get you 
WHEC B Cc D E off the spot? 


Firols................85 20... cashes ome tepes 


BUY WHERE THEY'RE LISTENING: — 


WHEC has consist- MEMBER GANNETT 
ently led in Roches- % RADIO GROUP 

ter audience ratings 4 

since they were first 4 

inaugurated in 1943, = * f 

Material in og ad- — 

‘vertisement is from 

the latest Pulse re- NEW YORK 
port before closing. 5.0 WATTS 


es: EVERETT- McKINNEY Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles 
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Counties ond cities on this map Metropolitan County Areos are SULLIVAN 
ere charted in proportion to net bounded by black dotted line 

Effective Buying Income Scole 
0020 sq. in. equals $1 million 


bo Poughkeepsie 


ORANGE 
Major Metropolitan Counties 
Cities shown ere those having enlorged seporately in order 
net Effective Buying Income of te ovoid extreme distortion 
$15 million ond over within remeinder of state 


- % '1s| RADIO in 
ae mY. 
Ist for 16 years No local TV 
NBC AFFILIATE “THE STAR-GAZETTE STATION” 


' CONNECTICUT 


2ND HIGHEST PER CAPITA SALES AMONG N. Y. MARKETS 

LOWEST COST-PER-LISTENER (22°/, under Station “’B’’) 

DOMINATES COVERAGE AND AUDIENCE 

QUALITY OPERATION AND PERFORMANCE 

NEW HIGH-FIDELITY TRANSMITTER. Stand by 
Emergency Transmitter and Power Supply 


Representatives: Member GANNETT 
EVERETT McKINNEY, INC., New York Chicago Radio Group 


LEE F. O'CONNELL CO., West Coast 


SALES MANAGEMENT 


with CONFIDENCE 


People in Rochester, N. Y., have money. 


Total factory payrolls in 1954 amounted to $510,- 
000,000 and yet only 47% of the employed people 
are in manufacturing. 35,000 Eastman Kodak em- 
ployees will soon receive a $20,000,000 extra wage 
dividend under the profit-sharing plan. 


And Rochester's consistently prosperous business gives 
them the confidence to spend it. 


Rochester’s department store sales volume for the 
year 1954, showed a gain over 1953 that was unsur- 
passed by any other Metropolitan City in the entire 
northeastern U. S. . . . unequalled by any on the 
“growing” Pacific Coast . . . And of the 7 Metropoli- 
tan Cities (among the nation’s 124) which achieved 
as high a gain for 1954 as did Rochester, only 3 did 
as well in 1953 vs. 1952 as did Rochester. 


You can reach more Rochester homes every day, or any day, 
through Rochester's newspapers than through any other means. 


ROCHESTER TIMES-UNION Democrat and Chronicle 


Members: Gannett Group 
Represented nationally by J. P. McKinney & Son, Inc. 
MAY 10, 1955 


New York e@ Chicago e@ San Francisco 


527 


According to 
EVERY important 
audience measuring 
service 
YOUR BEST 
RADIO BUY 
in the 
Metropolitan New York 


area 


MORE ADVERTISERS” USE WOR THAN ANY OTHER 


RADIO OR TV STATION IN NEW YORK! 
WOR ratio 


The Station With The Largest Audience in America 


“National spot and local Source: Broadcast Advertisers Report 
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NEW YORK 


Metropolitan County Area 


Compared to Remainder of State 


1955 


MAY .10, 


— its real beer ! 


ome a Sennareandellin. Beneanneneinereaanetnean 


Outdoor sells more! 


@ Now cut-outs give you new selling impact in out- 
door advertising. Rotate them in one city or on an in- 5 9 Ay. 
tercity basis! Ask us about GOA’s new network plan! ot 7° of allretail sales 


in New York are made in 
NEW YORK CITY! 


General Outdoor Advertising Co. 
rs —another GOA market 


General Offices 
Harrison & Loomis Streets Chicago 7, Illinois 
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PO 


SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES INCOME ING 

1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 

FIVE STORE GROUPS =—S 


Ur (in thousands of dollars—add 000) 
Total % Per % ty |. Buying |Qual- 
(thou- | of 


Fam-| | Power | ity 
sands) | U.S.A. ‘ ily . y Auto- 
sands 000) ' motive 


| | a | _—_—_————, pe, 
2New York | 
(Manhattan)... 1,951.3) 1.2004) 668.7/1951.3] 4,353,514) 1.7335 6, 4,468,321) 2.6279) 6, 706,225) 664,312) 289,833 | 1.8962 
| 


2aNew York | 
City....... iene 4.9385)|2 527.1 15,500,738) 6.1724/1,931/6, 134]10, 100,328) 5.9401 2,847,004! 879,077} 665,064) 855,969/251,684] 5.8560) 119 


2 The City of N. Y. includes Bronx, Kings, Queens, New York and Richmond Counties. Before using these figures, see explanation es 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 5. 


IN THE CAROLINAS !! IN THE SOUTH !! 
= 
is one of the most important information on Pages ! 
GREENSBORO distribution ye sa in the ‘South!* through 201; and on Pages 553 and 555. | 


has over 1,000,000 people within == 
GREENSBORO a fifty-mile radius! CrecHs boro 


has a greater population within a warn pis | § 
aA RYU ERD 50-mile radius than any other Southern city!* [i Vews and Kecord |— |= 
*Federal Reserve Bank of Richmond {7 


RO, NORTH CAROLINA 
GREENSBO eee ae <=[S 


@ METROPOLITAN COUNTY MARKET METROPOLITAN COUNTY MARKET 


SALES MANAGEMENT 


Our Circulation 


in Moscow STINKS! 


When Bill Hearst returned (we had our fingers crossed) from his trip to 
Moscow he told us that our newsstand sale in that Russian city is nil. 

Frankly, we‘re as bad in Oskaloosa as we are in Moscow. In fact, 
we’re not very good anywhere except in New York and its rich, compact 
suburban area. 

We're not like some New York papers that sell a few copies here, a 
few copies there, and scatter as much as twenty-five per cent of their cir- 
culation from Maine to Mississippi to Alaska. 

But what a bang-up job we do in little old New York! What a com- 
pact, no-waste circulation package we offer advertisers who want to sell 
New York! 

Here, the Journal-American delivers the largest home penetration of 
any newspaper. You won’t find the J-A tossed in the corner of a subway 

car or under the seat in a commuting train. The J-A 
has very little single person readership. The J-A goes 
home and is read during evening and Sunday leisure 
hours when advertising gets the full attention that 
means results. 

In New York, the Journal-American is read by 
far more city and suburban families than any other 
nickel daily paper or any other Sunday paper sell- 
ing for twenty cents or more. If it’s New. York you're 
after...the Journal-American is where to concen- 
trate your advertising efforts. 


it’s better in the evening 
and it’s best in the 
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KEYS To AN EXCEPTIONAL MARKET 


INCOME 


INCOME: 
Per Family, $6,008 * 
15.6% abeve national 
averace. 


SALES: 


Per Family, $4,582 * 
28.3% abeve national 
average. 


MARKET \iorepmanone 
The G lati in Niagara Falls 


Susan sia Se INIAGARA FALLS GAZETTE 


Manacement’s 
“SURVEY OF BUYING POWER”, Member: The Cannett Croup 


Ceneral Representatives: J. P. McKinney & Son. 
ABC CITY ZONE: 101,673 


NEW YORK — (Continued) “SM 


exclu- 
oe estimates ~y SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING R 
y7p ESTIMATES Sy7p INCOME o eos estan 
1/1/85 CZuy ESTIMATES—1954 BYP ESTIMATES—1954 


Metro- 
COUNTIES _ipolitan 
Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Per 
Cap- 
ita 


10,932 


4,925 
Before using these figures, see explanation page 11 


ROME FAMILIES HAVE MORE TO SPEND 


You Can Sell More Per Family in Rome, N. Y.! 


In Oneida County, with two major cities, your advertising in the Rome Sentinel will 
it’s important to know just how much fam- bring extra sales per advertising dollar in- 
ilies can afford to buy. vested. 


In Rome family income is $5,776... in Retail sales were UP in Rome in 1954 (see 


Utica $5,184. That’s $592 more to spend per Sales Management data) and are increasing 
family in Rome ... and the reason why in 1955! 


Only one newspaper provides complete coverage of this key market .. . 


Kome Daily Sentinel 


Now over 17,000 Circulation 
Call, Wire or Write W. S. DEHIMER, Ady. Dir., for Merchandising Cooperation, Surveys or Additional Market Information 


SALES MANAGEMENT 


1940—1955 Increase, Retail Sales per Capita 


New Diversified Utica (2:74 aeaeEenrenrtr 


Evidence of The New Diversified Utica as an Compared with N. Y. City and Westchester, the 
attractive market is revealed in studying Sales Man- facts are even stronger in favor of this one-time 
agement’s Surveys for trends since Pre-World War textile town now turned hard-goods and electronics 


II. . . . recently the subject of a special page-one story 


in The Wall Street Journal. 
Utica’s Retail Sales per capita increased 36 


percentage points more than did those for all New 


York State . . . 11 percentage points more than did . oe , it 
Up-state New York (omitting N. Y. City and its daily net-paid circulation . . . 65,303 of i 


suburban Westchester County). Its increase in Ef- concentrated among the dataset families of 
fective Buying Income per capita was 231% vs. Oneida and Herkimer Counties . . . a ratio 
224% for the State. of better than 80%. 


These Utica newspapers deliver 70,796 


UticA OBSERVER-DISPATCH Utica DatLty PREss 


Evening and Sunday Morning 


Members: The Gannett Group 
Represented by J. P. McKinney & Son, Inc, New York @ Chicago @ San Francisco 


tive estimates ty SALES MANAGEMENT, NEW YORK — (Continued) 
SALES§AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME > IN 
1/1/55 JM ESTIMATES—1954 JM ESTIMATES—1954 CONTROLS 


Metro. 
COUNTIES ipolitan 
Area 


FIVE STORE GROUPS 
CITIES (in thousands of dollare—add 000) 


Net % 

Dollars of 

o- U.S.A. 
) 

.1430 A q 344,935) .1373|1,484)5, a 67,945) 20,585) 13,277) 40,108) 5, - 1428} 100 

a ° 162,272) .0646)1,560/5,184] 150,091) .0883 38,608; 14,508 8,843} 26,365) 3,283]  .0716) 112 

0282 1 


60,316! .0276|1,510'5,776' 50,265' + .0296 13,866 5,470 1,803 6,860' 1,2 -0283! 100 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


Per | Per Buying |Qual- 
ue ita “4g General | F Auto- Index nd 
t urn | 
‘ad Food Mdse. | House- | motive | Drug dex 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 

For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 
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What Groceries! 


They prove Newburgh-Beacon over 55,000 population. 


The Newburgh-Beacon market sells more groceries 
per capita than does any other city in New York State 
as large or larger . . . in fact, 47% more than the next 
best so-called “Metropolitan” city and 70% better 
than New York City. No big city exceeds Newburgh 
in per capita total retail sales . . . it leads Greater 
New York City by 58%. (Interpreting Sales Man- 
agement’s tabulated figures. ) 


These exceptionally high retail sales prove the 
Newburgh-Beacon shopping center for the mid- 
Hudson region with A.B.C. City Zone population of 
55,130. But the per capita figures run high even con- 
sidering this 20% larger population figure. 


Where business is better per capita, your ad- 
vertising can sell more per line. 


The Newburgh-Beacon News 


Member: The Cannett Croup 


Represented nationally by J. P. McKinney & Son, Inc. 


New York @ Chicago @ San Francisco 
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The “SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ee TES rears BUYING 
JM a SM r 


ESTIMATES—1954 


SALES AND 
RETAIL SALES ADVERTIS- 


ING 
ESTIMATES—1954 CONTROLS 


Per 


FIVE STORE GROUPS 
(in thousands of dollars—-add 000) 
> , Buying 
Power 
Index 


0057 
018% 
0494 
0141 
.0088 


4 and 4 See end of state for SM Metropolitan County Areas. 


Step Ahead With 
NEWBURGR! 


On the marvelous 
NEW THRUWAY 


We can put you in touch 
with owners of industrial 
sites and buildings 


NEWBURGH, N. Y. 


CHAMBER OF COMMERCE 


operation. 


eae of commerce and 
development boards are best Foreword sia 11- 50 
equipped to provide up-to-date 
and reliable information on con- 
ditions, resources and facilities 
in their respective cities, states 
or areas. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 


Before using these figures, see explanation page 11. 


IN THIS ISSUE 


Industrial Data Section 51- 77 
Farm Income Section . 78- 90 


Growth Trends: Population, 
Sales, Construction . 91-119 


Metropolitan Areas ... 155-212 
Leading Counties 121-152 
County-City Section 223-756 
Territories 757-758 
Canadian Date . 760-807 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


A No. 1 Test Market 


In 1954, nationally famous 
brand producers selected 
the Syracuse Market (and 
Newspapers) to give 44 When you compare Syracuse to other key markets, 
new products their first ; 
consumer tests. look beyond the city zone and the 5 county metro- 


: politan area—survey the complete market. Evaluate 


the unique position occupied by Syracuse, the only 
Write for folder ‘The . ® oe s . : ‘ 
Syracuse Market” showing | Major City within 15 counties with one third of a 
key marketing factors in| million families spending 11 billion dollars annually. 


the 15 county Central New 
Again in '55— Your Best Media Buy 


York Market. 
qh RMPIRE 5p THE SYRACUSE NEWSPAPERS 
Ss . Bh Circulation at an all time High 
3 NET PAID DAILY 217,817 


325,623 


Re 7Ze SYRACUSE Zewssapers 
ALL BUSINESS > HERALD JOURNAL — POST STANDARD 


1S (Evening) (Morning) 
LOCAL! HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 
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SI] 
2 
des 
= 
=S. 
a 


Population: 
125,600 
Tot. Market Pop.: 
211,148 


THE TROY RECORD 


In The TROY, N.Y. CITY ZONE 
Only ONE Medium Reaches 
99% of the Market 


2 
“inet 

Vie 

Cy 


TH kt RECORD Chevailintions: 
NEWSPAPERS 


46,967 


@ Total Net Income: $207,818,000 
@ Income Per Family: $5,587 

@ Total Retail Sales: $154,098,000 
@ Food Sales: $46,033,000 

@ Automotive Sales: $27,856,000 


THE RECORD NEWSPAPERS 


TROY, N. Y. THE TIMES RECORD 
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The “SM” symbols mark original, exclu- 
sive estimates tt SALES MANAGEMENT. 


PULATION 
CM ESTIMATES 
mAae 1/1/55 


EFFECTIVE BUYING RETAIL SALES 
ESTIMATES—1954 BYP ESTIMATES—1954 


|Metro- 
COUNTIES [politan 
CITIES Area Urban. 


FIVE STORE GROUPS 


ized 


(in thousands of dollars—add 000) 


Net Per 
Dollars of 
|" 
) Mdse. | House- Drug 


69,023 bd . , , ° , , ’ ’ 7 1, e 
22,846) . ° : ° . ; ’ d ’ 7 0113) 128 
30,225) . ’ ’ . . ’ , , 0136) 105 


3] 3,438,552) 1.3692/2,054/6, 745, . F ’ ’ ’ ° 40,212] 1.1986) 116 


222, . 1,607/5, 149,036) . ’ ’ ’ ’ ’ 2, 0875) 103 
122,855) .0489/1,662/5,714) 113,367) . . ° ° ° 2, 0536) 118 
19,013) . . é 11,052) . ‘ 0071) 104 
355,373) . ’ . 183,876) . “ A . , ’ 4, +1279) 104 


147,588). , ’ 80,766) . ° ° . . ’ 2, 0655) 94 
9,972) 4 ° 20,374) . ¥ . x -0064| 168 


2 The City of N. Y. includes Bronx, Kings, Queens, New York and Richmond Counties. Before using these figures, see emanate Toss, 
4 and 4 end of state for SM Metropolitan County Areas. 955. 


536 


SALES MANAGEMENT 


For the past 33 years, WGY has been serving Eastern Upstate New 
York and Western New England. This populous and prosperous area 
contains: 

22 cities over 10,000 population 

2,983,996 people 

878,130 families 

$4,396,393,904 effective buying income 


New York’s Capitol District 
*The WGY area is so named because its retail sales is exceeded by only 16 states. 


STUDIOS IN SCHENECTADY CONTACT YOUR 
50,000 WATTS HENRY |. CHRISTAL MAN 
NEW YORK «* CHICAGO « SAN FRANCISCO 
A GENERAL ELECTRIC STATION oe? ee 


The ectimates by SALES MANAGEMENT, NEW YORK — (Continued) 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


a ESTIMATES INCOME ING 
JM 1/1/55 GD ESTIMATES—1954 BY ESTIMATES—1954 CONTROLS 
COUNTIES fit FIVE STORE GROUPS 

CITIES (in thousands of dollars—add 000) 

Net | % | Per | Per % | ty Buying 
Dollars Cap- | Fam- Power 


(add 8. ita | ily 000 General | Furn.- Index 
000) | | 


Food Mdse. | House- 
Radio 


119,813] .0477|1,190/4,373 f 26,643} 8,308, 4,386 
20,102/ .0080/1,377/4, 467 5,322} 1,453) 1,025 
18,163} .0072]1,114/4,541 5,190] 1,875] 1,147 
11,356] .0045|1,475|6,309 ; 4,536] 1,643 965 

7,242) . 1,420/4,526 é 4,066 930) 817 

115,777} .0461|1,44914,824 436}. ; 21,256 3,370] 2,989) 


24,768} .0099|1,529)5, 160 5,230] 1,595] 1,439 
13,282) . 1,771|6,037 A 3,679 741 584 
288,866) .1151|1,882/5,932] © ; 47,224| 18,167| 8,861 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 
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Sided asset test 


Dominance of The 


SCHENECTADY GAZETTE 


Leader for over 60 Years 


CIRCULATION 42,039 


1950 195 


Sept. 
am SCHENECTADY GAZETTE — | 


ee Unlen-Ster 7 


7 


OT Ch ad 


LINEAGE GAINS SHOW TREND! 


Media Records shows the GAZETTE gained in every major 
classification in 1954. Total gains were 859,070 lines. 


AN ALL TIME HIGH 


A. B. C. Publishers Statement figures for six months 
period ending Sept. 30, 1954 shows the GAZETTE 
leading in all zones, with a total lead over the 
second paper of 5,361. 


ADVERTISING 


MORE THAN 2,500,000 LINES LEAD! 


GAZETTE Union-Star 


RETAIL DISPLAY 7,672,179 6,812,016 
GENERAL DISPLAY 1,311,951 = 1,315,812 
AUTOMOTIVE DISPLAY 835,244 669,652 
FINANCIAL DISPLAY 260,489 189,781 

TOTAL DISPLAY 10,079,863 8,987,261 


CLASSIFIED 
LEGAL 


3,399,610 1,998,550 
143,620 125,768 


NATIONAL REPRESENTATIVES—REYNOLDS, FITZGERALD, INC. TOTAL ADVERTISING 13,623,093 11,111,579 
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SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES ! 3 ING 
1/1/55 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES | politan| ] | | Coes FIVE STORE GROUPS 
CITIES Urba (in thousands of dollars—add 000) 


; 

Per | General | Furn.- 
Food | Mdse. | House- 

ly Radio 


161,962) . 38,445) 17,734 8,271; 28,103 


25,414) . ’ 5,851) 1,081 6,053 
14,894) . ° 3,209) 527 3,173 
22,218) . A 5,945 707) 3,790 


94,763, . ° 24,820) 7,236) 18,916 
25,236; .0148 6,436) 2,385 6,330 
23,915) . 6,410 2,240 4,454 
12,684) . 2,478 666 3,693 
362,781) . A 108,469) 15,688 50,502 
26,493). 7,653 4,476 A 2,687 


14,647) . 5,862 220 2,593 
12,485) . 3,711 bd 3 


4 and 4 See end of state for SM Metropolitan County Areas. Before using these figures, see explanation ou 2. 
*Not Available. © SM, q 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 


IBM listings of data in the “Survey of Buying Power," regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 


N. Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


In the CORNING market, it’s 


INDUSTRIAL E-X-P-A-N-S 


CORNING GLASS WORKS launches largest single 
construction project in its 103-year history. 


Around the famous “Glass Center”—which drew 
1,500,000 visitors in two years—Corning Glass Works 
is building a nine-story office building, three-story 
research laboratory and an extensive one-story labora- 
tory and shop building. 

Seventy-five percent of Corning Glass business comes 


from products that did not exist in 1940, when the 
present outgrown laboratory was built. The new proj- 
ect . . . making it “possible to broaden our develop- 
ment program”. . . is “enduring evidence of Corning 
Glass Works’ intention to make Corning the nerve 
center of the glass industry”. . . 


Corning’s E-X-P-A-N-S-I-O-N means skyrocketing sales po- 
tentials. Have you got them in your sales sights? 


Corning’s growth . . . more families, more wage- 
earners, more income and more sales, is based on solid 
industrial giants like Corning Glass Works, Ingersoll- 
Rand and Westinghouse. In March a $5,100,000 school 
building program was approved by Corning voters, 
more evidence of expansion and foresight. 


In the city, income averages $6,335 per family. The 


entire Corning market offers a $100,000,000 effective 
buying income target to advertisers. 


In keeping with the whole spirit of growth and ex- 
pansion in Corning, The Leader last August moved 
into a modern new plant, boasting the newest in equip- 
ment and facilities, including twin Goss Dek-A-Tube 
presses. 


Getting in step with Corning means getting in step with more 
business and more profits for you! A postcard will bring you the 
full story in an attractive folder. Send for it today! 


The CORNING LEADER - CORNING, N.Y. 


Represented Nationally by THE JULIUS MATHEWS SPECIAL AGENCY, INC. 
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MORE ADVERTISERS” USE WOR THAN ANY OTHER 
RADIO OR TV STATION IN NEW YORK! 


WOR ratio 


The Station With The Largest Audience in America 


Source: Broadcast Advertisers Report 
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SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
oM ESTIMATES TM INCOME cM 

4 1/1/86 Czy ESTIMATES—1954 o4 ESTIMATES—1954 


23,462 
4,716 
3,955 


30,280 8,010 
67,485 16,462 
50,863 12,427 
111,033) . 33,557 
53,344) . 15,138 


283 


3 83 


67,240) . 15,551 
46,119) . 10,396 
38,841) . 12,340 
60,171) . 13,603 
16,172) . 3,261 


-— 
-_-.* 2 «= « 
i 
a 
a 


SS888 E88 


868,692) . 278 ,387 
153,006). 53,077 6,212 
: 153,662; . 38,552) 31,923 
-0680 119,832) . 41,286 4,898 
-0610 107,251} .063 24,881; 12,877 
-0185)1, 39,570) . 12,386 2,665 
0134 33,024) . 10,417 1,639 
0119 23,983) . 6,739 701 
-0137|5, 19,680) . 7,413 369 
0047 17,671) . 6,259 323 
0277/5, 17,561) . 4,801 414 
0151 16,967) . 6,704 306 
15,794) . 5,467 210 
15,649). 6,977 417 
13,937) . 5,715 454 
32,242 6,774 2,111 
24,116) . 9,102 970 


S8ee28 


8eF8 


eowre Oe Oe 
b ’¢ ewe oS. 6 
“~n ooo eo @ =) 
ea 

E 


3,806.8 [2,736 oa 9.451911, 921 6,236)16,516,718 4,631,228] 1 632, 252|1, 035,256 1,000,538] 400, 529] 9.1610 


15 661.4) 9. 4,789.5|134962128, 508 ,062/11.3517/1,821 5.952118, 874,242 ° A 5,214,876 1,718,672|1, 103,795 2,367,820/452, 286] 10.931 
Before using these figures, see explanation page 11 


SALES MANAGEMENT 


.-.. the BICEEST 


shot-in-the-arm your ad- 
vertiging dollar ever had... 


A vitamin shot for sagging sales... 
Adrenalin to quicken lagging customer response .. . 


Yes, a dollar spent in Westchester 
is the best spent; for Westchester 
is synonymous with wealth. The 
people buy more because they have 
more to buy with... Why? Because 
Westchester Newspapers give you 
an economy of advertising un- 
equaled elsewhere. You KNOW 
what they can buy. Frankly, West- 
chester is a quality market, a 
premium, blue ribbon county .. . 
Home delivered to 8 out of 10 in 
Westchester, our evening papers 
reach over 135,000. No other coun- 
ty can buy like Westchester and no 
other group of newspapers can sell 
like the Westchester Group News- 
papers ... Find what it is like to 
use a 100 cent advertising dollar 
with the... 


REPRESENTED NATIONALLY : 
BY KELLY - SMITH CO. 8 CHURCH ST. WHITE PLAINS, N. Y. 


MAY 10, 1955 


St with 
super power 


316,00C 
St wit 


published audience 


GUARANTEE 


You pay for what you get 


Wd TV channel 4 
NATIONAL REPRESENTATIVES: EDWARD PETRY & CO. 


NEW YORK— Metropolitan County Areas 


POPULATION EFFECTIVE BUYING RETAIL SALES 
v7 ESTIMATES SM INCOME 


1/1/85 ESTIMATES—1954 ESTIMATES—1954 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
% % Per | Per | 
ef Doilars of | Cap- | Fam- | 
U.S.A.| ita | ily 


' Furn.- Auto- 
| | Mdse. | House- | motive 
| | Radio 


.3787|1, 75/5, 593 706,518; .4155| 4,156) 166,986 97,085 37,757 
"1297/1,676 8,608] 222,151; .1306) 3,824 54,356) 29,462 13,593 
-7749|1 ,676/5,688) 1,358,608) .7991) 3,971) 348,292) 174,984 
Et fe | 
ee bed 
99A 110, 125.2 , 135. 4 058, 7.9477|1,971/6, 12,475,852) 7.3373| 3,978\3,573,857|1,076,657| 794,841|1,244,636/304, 7.4208) 119 
119 516.7 b J 121,646; 18,601 ~3661| 115 


-3810/1 ,852/5, 634,669| .3733 3,964) 157,244; 79,650 37,039 
Before using these figures, see explanation page 11 


115,533 
39,844 
66,510) 258,948 


1 New York portion only. © SM, 1955. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 


new table that breaks down the consumer spending units for counties and cities in the 


state . .. by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999 ; over $7,000. 


SALES MANAGEMENT 


CAYUGA 


T 
> Sprs. Sesitien 


Phelps Falls 
ry 


e 
ej Waterloo 
va 


Ca: 


ONTARIO 


SENECA 
pye ™~™ 


YATES 


les Penn Yan 


Dansville 
bs a Wayland 


@ cohocte 


STEUBEN 


(0.3 MV/M CONTOUR INDICATING ONLY OUR 
EXCELLENT RECEPTION COVERAGE AREA) 


NOTE ON CHANNEL 10 DAYTIME OPPORTUNITIES 


4 
we ~ were The strong CBS network daytime shows p/us our own smash local 
S tetas heeds omg c nrsee. ian participating programs offer daytime 15 to 20 ratings, some adja- 


* Stability of Employment...... cencies to daytime ratings of 21 up to 29—yet you pay only our low, 
* TV Home Saturation..Highest in U.S.A.1. low Class “C” rates! 
* Station Promotion .Complete, thorough! 


KY 
CHANNEL J@ |..: 


125,000 WATTS e CBS BASIC #¢ ABC AFFILIATE 
OPERATED SHARE TIME 


WHEC:TV-WVET: TV ROCHESTER,N.Y. 


EVERETT-McKINNEY, INC. * NATIONAL REPRESENTATIVES * THE BOLLING. CO 


MAY 10, 1955 


NEW YORK— Metropolitan County Areas — (Continued) tive estimater by SALES. MARAGENERT. 


EFFECTIVE BUYING RETAIL SALES 
@ INCOME cM 
ESTIMATES—1954 S ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of doliare-—add 000) 


440,778 


320, 
76,498 
119,075 


167,204 


180. 460,673) .1794)1,624)5, 371,500 
39. 118,306) .0471|1,366)4,481) 103,813 


127918128, 209, 680|10..4367/1 ,886|6, 138/16, 997,386 9.9965) 3,981|4,721 ,073|1,899,098|1,028, 122'2,.045, 489/411 940! 9.9289] 116 


NEW YORK— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


Total 
Con- ) COUNTIES | Con- 
sumer $2,500-3,999 | $4,000-6,999 $7,000 & Over $2,500-3,999 


4 m|\< i hous eis & 
come come | Units come Units come 


24.8 16.0 2 U3 ° ° 4 | 28.2 22.7 
26.4 17.6 5 32.6 . i . \. -0 | 26.4 19.7 
24.9 16.1 0 38.4 . ‘ -9 | 32.1 25.4 
23.2 14.9 8 40.9 . F ° -3 | 26.9 21.9 
26.1 24.4 3 36.5 ¢ pees . ° 2 | 25.4 19.0 
22.4 15.6 2 38.2 ‘ B x 23.9 15.3 
22.5 13.5 8 36.5 / . . 29.9 28.1 
23.8 15.2 7 3.8 . . . 9 | 27.3 23.4 
24.0 16.5 7 3.9 ~ . ° 24.9 20.1 
25.9 15.8 0 37.2 . i ° J -3 | 25.2 18.1 
23.6 15.8 5 43.3 J ° ° 22.0 13.4 
-7 | 23.2 15.0 
26.5 21.4 5 3.8 . , , -7 119.3 11.1 
22.6 16.4 8 39.5 - os le . 24.3 16.0 
26.0 20.0 9 40.6 ° bac . ‘ -1 | 23.6 15.0 
26.2 19.9 3 38.3 J ° a 1) 15.0 6.9 
26.1 18.3 9 40.4 A basa . ’ 4) 16.1 8.0 
26.8 20.4 | 33.7 41.2 , . ‘ -1 | 20.9 11.7 
24.1 16.8 0 42.2 
29.6 22.3 3 43.9 
25.3 18.6 1 38.8 ° County 924.1 ‘ -1 | 28.7 20.0 
25.4 18.9 -1 36.3 . New York City.]2941. . 6 | 24.1 15.0 
29.4 24.8 34.8 J 66.8 e | 21.8 14.0 
28.7 22.7 9 39.1 . i es . é -1 | 20.6 12.6 
25.3 21.9 0 36.0 . ‘ -2| 25.4 17.6 
21.7 19.2 0 35.4 


4.9 | 23.6 15.3 
29.8 24.4 3 4.5 - . 2 8.0) 26.4 18.5 
29.3 22.6 9 35.6 ° i . 0 8.0) 27.0 18.9 
29.3 26.6 7 UG ° ° 9 6,9 27.0 18.4 
27.7 24.0 5 3.6 . ! 2 8.4/| 23.1 16.7 
29.2 26.6 9 36.3 ° A 8 9.3) 23.0 16.1 
23.3 16.9 3 36.2 ° le -1 10.7 | 28.5 21.9 
23.4 16.1 9 36.1 . ° 4 10.8 | 24.8 18.5 
21.3 13.2 8 39.4 ° igua... \s 3 8.4) 32.0 23.5 
22.3 14.1 7 39.6 x ; -7 10.2 | 25.8 19.2 ’ 0 | 12.2 
23.2 15.3 3 39.4 d : .2 7.6 | 26.7 18.3 ° 14.0 
15.6 8.2 37.8 . i vee ° 5 7.9) 25.5 17.5 ° -6 | 13.9 
22.6 14.7 43.4 . . .<- ° 9 12.4 27.2 A . 6.4 
21.4 13.6 44.6 ° bmecess 0 12.3 0 24.0 ° ° 8.7 
15.9 8.4 33.1 ° 6 13.7 6 23.1 . . 8.0 
29.1 36.3 . A 42 9 21.4 ° ° 8.6 
27.4 31.1 \¢ . A 8.8 9 20.9 : . 9.9 
26.5 33.1 d . 2 14.6 4 3.4 ° 8.8 
23.5 31.6 d fins anes . 6 14.1 7 18.4 \° 10.0 
22.6 37.8 d 31.5 9.3 1 14.9 le -7 | 16.6 
22.2 37.1 
21.5 38.2 < s 15.9 3.5 45 9.7 26.3 
19.0 39.6 < wend 30.2 9.0 0 17.8 : -2 | 13.1 
7.2 37.9 < $2.4 10.1 6 8.9 le 11.9 
28.5 36.9 é pare 20.9 6.7 6 16.7 15.0 
25.7 37.4 ¢ 19.7 4.7 4 12.2 . 21.2 
25.0 6.5 4 44 8 33.3) 17.8 
32.4 9.41 26.3 18.2 -5 29.41 14.8 43.0 


Before using these figures, see explanation page 11 
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S RERREEBEEE ESSE 


SALES MANAGEMENT 


f 


WSYR-TV is Central New York’s only 
maximum-power television station. WSYR 
Radio is the area’s only low-frequency station 


operating day and night with five kilowatts of 
power. 


Such clear superiority of facilities takes on important 
significance when you consider that the programming 
services of the WSYR Stations are produced by management 
personnel who have spent an average of 1412 years in the 
broadcasting business right here in Central New York. 


It's that combination of topnotch facilities, plus topnotch local 
programming, plus the full NBC television and radio net- 
work services, that gives the WSYR Stations distinct 


ea in one of the nation’s important markets. = 


NBC APPLIES AES 


* 


TV atta’, + RADIO 3.7 

: CHANNEL 3 57-0 KC 
Represented Nationally by Represented Nationally by 

| oo RIGHTER AND PARSONS, Inc. The HENRY |. CHRISTAL 


Sv eatere 6 8 ey: 


MAY 10, 1955 


NEW YORK — @ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


‘4 COUNTIES 
omnage $7,000 & Over CITIES $4,000-6,999 aneorw 


% % % 
% in %, J C4 n- n- % In % in 
Units come | Units come | Units come Units come | Units come 


Total 


22.2 | 24.5 35.0| 8.3 26.9 10.3 : . ‘ -1| 30.5 35.9] 12.8 35.4 
26.1 19.8 / 37.3 45.6 | 10.2 26.3 13.5 , d . .4| 25.9 33.0] 10.2 32.2 

22.1 9 36.6) 9.0 27.7 a aT ; . f -2| 29.6 34.2] 12.8 37.2 

19.7 | 14.7 25.6 | 7.3 27.8 wef 14.4 : ; : .5| 27.8 38.6] 9.1 24.2 
25.8 20.2 29.2 36.6 | 11.2 32.1 18.0 : : : 9 | 26.8 34.6} 10.4 31.0 
25.9 19.3 32.5 38.9 | 12.2 32.6 3.0 é . ‘ .6 | 31.0 34.2] 14.6 39.2 
221.0] 7, : E . .8 | 30.7 22.9 | 30.3 64.3 
24.3 20.1 8 34.3 0 31.7 51.7] 6, Ye S i .9 | 34.9 27.4 8 60.0 
21.2 13.1 1 42.8] 17.9 39.5 i ins...] 17.5 22. . : : .1 22.8 | 28.9 62.9 
19.7 12.2 .0 39.6 2 42.7 Mount Vernon.| 26.0 a 3 . R ‘ 3 26.5 4 58.6 
20.6 13.2] 38.3 39.2 | 18.0 41.4 New Rochelle..] 22.5 | 6, ; ; : : 3 20.3) 28.5 64.8 
27.6 24.6) 23.4 33.5| 9.6 27.1 eS : : . ‘ 6 20.7 | 23.1 62.0 
30.7 31.2/| 22.1 36.0| 4.6 14.6 il......] 6.0] 5, ; : . : 9 32.8 | 20.0 48.6 
30.7 10.3 | 26.7 21.4 | 31.2 40.1 4 28.2 ini 5.2] 5, . . ; ; 8 35.1 8 48.9 
2.8 . ? z : .6 7.2) 46.3 86.2 
32.4 10.8 | 27.0 21.3/| 31.0 39.2) 9.6 28.7 isco..} 2.0 : ; : ; 6 28.6 | 23.0 53.5 
Corning . P 21.1 65.7 | 24.5 15.8 | 39.1 40.2 | 15.3 38.3 4.6 ; . é , 3 3.9| 58.4 91.8 
Hornell : q 33.9 11.8 | 24.7 20.5/| 33.4 44.5] 8.0 23.2 a CFE ; : ' R 1 22.9 | 33.3 66.3 
30.7 10.0 | 28.7 22.3] 30.7 38.2] 9.9 29.5 4.5} 9, e . i p 6 12.7 | 40.4 78.8 
24.5 6.6 | 23.8 15.2| 34.4 35.3| 17.3 42.9 a : , : 4 7 10.3 | 45.1 83.1 
26.3 7.7 | 25.1 17.8| 33.6 37.5 | 15.0 37.3 mm a ‘ 7 : 4 7 2%.4| 27.8 61.2 
19.2 4.6 | 22.4 12.7 | 35.4 32.1 | 23.0 80.7 
19.4 6.0| 21.4 13.0 | 36.1 36.3 | 23.1 46.7 9.4 : ‘ . y 1 39.8} 7.7 21.4 
39.3 15.0] 27.8 25.2 | 24.3 35.3/| 8.6 24.5 6.8 ‘ , . " 4 30.2) 9.1 27.3 
32.7 10.6 | 24.0 18.6 | 28.5 35.5 | 14.8 35.3 
28.4 9.8| 32.8 27.1/| 29.5 39.0] 9.3 24.1 
37.6 13.9 | 27.6 24.3 | 25.9 36.5| 8.9 25.3 iti 129.8 | 5, , ‘ : ’ .7 32.9 | 18.0 45.4 
46.8 18.2 | 20.9 19.4 | 22.1 32.9/ 10.2 29.5 | | | 
53.9 23.3 | 18.9 19.3] 18.8 30.9| 8.4 26.5 .. «f5450.9 | 5, 25.8 mf ace = 32.8 | 18.1 45.6 
36.3 12.4 | 27.0 21.9 | 26.4 34.4| 10.3 31.3 


N ORTH C A ROLINA— Counties and Cities — (ers SWarviand. South Caroling, Virginia, We Virginia.) 


P | Pop. 
N. cone state map—page 553 og Numer or OUTLETS | = NuMBER oF OUTLETS 


County lehous) GM |FHR| A | D i County thous.) F | GM FHR| A D 


13] 
7 
15 
14) 


11; 17] 
os 39 
30} 52! 
13| 26 
28 
14 14 
10} 11) 
21; ‘S1} 
9} 13] 
14) 18 
12| 25 
20; 19 
27 
10 


Swim 
NAUe 


Burlington 
Charlotte........ 
li 
43 
16 
14 
ll 
26 
16 
8 
15 
16 
6 
18 
il 
37 
21 
53 
13 


Su 


Elizabeth City... Pasquotank... .. . 
Fayetteville Cumberland 
Gastonia Gaston.......... 
Wayne. 

. .Guilford 
Greenville Pitt. . 
Hendersonville. . . 
Henderson.......V 


me 
euUeouwmaceaanm 


Pak n ee ee ee 


WASABI Ww ewouUnw 


© SM, 1955. Before using these figures, see explanation page 11 


WHERE SALES COME EASIER ! 


GREENSBORO 


METROPOLITAN COUNTY AREA 
SALES CENTER IN THE CAROLINAS 


SALES MANAGEMENT 


Important News because here are offered 
the keys to Greater Sales, Faster Turnover, 
Larger Profits. These Readers are alert, ag- 
gressive Food Merchants, eager for ideas 
and information that will help them increase 
business; ever ready to merchandise promis- 
ing new products. They know that first word 
of these will be found in the advertising 
columns of Grocer-Graphic. 


And WHO are the Readers covered in this 
survey? 


98 OUT OF 100 


GROCER-GRAPHIC 
READERS 
STUDY ITS 


ADVERTISING 
COLUMNS 


FOR IMPORTANT 
NEWS* 


They are the grocers who do 80% of the 
food business in the Metropolitan Area of 


New York City—the greatest Food Market 
in the Nation. 


To Sell The Worlds Greatest Food Market, 
THESE are the people YOU must reach. 
Ask Our Advisers. 


*Chains 100% 
Independents 98 %—according to a J. H. Jaffee Associate Survey. 


Do you generally read advertising in Do you usually zead the small ads? 


GROCER-GRAPHIC? Yes No (One column or two columns in size?) 
CHAINS 100 Yes 


INDEPENDENTS 98% 2% CHAINS 50% 
INDEPENDENTS 72% 
Do you read sone more carefully than others? : 
. Yes No What kind of trade advertising would you 
CHAINS 63% 37% like to have more of? 
INDEPENDENTS 86% 14% 


Why? (Please indicate any reason you may have.) 


INDEPENDENTS 
Merchandising Ideas 27 % 
New Products .... 12 % 


INDEPENDENTS 

Eye and Reading 

Appeal 27% 
More Interesting 11% 
New Products 8% 
Illustrated 8% 
Special Announcements 5% 
Popular items applying 

to “My” business, 

free premiums, etc., 

rated from 1.5% to 

5% 


CHAINS 

New Products 18% 
Eye and Reading 

Appeal 13% 
Products that might 

interest chain 13% 
Premium Deals 13% 
Bigger ads, promotion 

announcement, 

popular items each 

rated 6% 


What kind of advertising in GROCER-GRAPHIC 


do you find most helpful? 


CHAINS 


INDEPENDENTS 


45% Ads furnishing merchandising ideas...........35% 


35%...........Ads telling about new products 


ae 92% 


20% Ads mentioning “deals” for grocers 28% 


Advance notice of deals 12 % 

New Promotions ... 2.5% 

Eye Appeal 

, Color 

Information 

Cartoon ads, timely products, merchandise description, tie-in 
sales, etc., rated 2.5% each with independents. 

Would you like to know how much consumer 
advertising a manufacturer is putting behind his 
product on a special event in your area in order 
to better tie-in with it? Yes No 
CHAINS 69% 31% 
INDEPENDENTS 87% 13% 


Do you believe trade paper advertising 
benefits the manufacturer? Yes No 


CHAINS 80% 20% 
INDEPENDENTS 93% 7% 


MAY 10; 1955 


UP 


Up | 
STILL GOING up BURLINGTON, N.C. 


Effective Buying Power* 
1953—Per Capita 1954—Per Capita . «+. or by any other indices, Burlington, N. C. 
$1,577.00 $1,693.00 
1953—Per Family 1954—Per Family 


$3,782.00 $6,045.00 completely and effectively only by the... . 
*Sales Management, Survey of Buying Power ss cu Smads ee tee a 


BURLINGTON TIMES NEWS 


is a healthy, wealthy, growing market covered 


Represented nationally by: WARD-GRIFFITH CO. 


NORTH CAROLINA ~— (Continued) Ie estienatee ty SALES MANAGEMENT. 
EFFECTIVE BUYING RETAIL SALES ADVERTS: 
JM | <~ S ESTIMATES—1954 


Metro- 
politan FIVE STORE GROUPS 
Area 


east 


0185) 


~ 


E 
i? 

be 
8$38\""* 

sss as8s 


gas ues! 


919/3 347 
653/2,91 
619)2, 


adh ae id 
8 8828 
S858 <83 


 ) oe o ae 8233 


0042 
0021 
- 0069 
-0049 
-0031 
0105 
-0037 
-0070 
-0075 
0049 


ple seee 


Before using these figures, see explanation 


WRRZ 


5,000 Watts A B C 1,000 Watts A B C 
WASHINGTON CLINTON 
NORTH CAROLINA NORTH CAROLINA 


“GOLDIE” 
REPRESENTED NATIONALLY BY THE WALKER COMPANY 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 

Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


Primary in the population center of the two Carolinas, Jefferson Standard Broadcasting Company provides 
mass-ive radio and television coverage in the area where 98% of Carolina industry is located. These stations 
rate first consideration by any advertiser doing business in the Carolinas. 


JEFFERSON STANDARD BROADCASTING COMPANY 


CBS AFFILIATE 


MAY 10, 1955 


And Now, in 1955, 
Added Impetus from 
Great New Plants by: 


. and other eminent names in American manu- 
facturing. Record industrial growth! 


GUARANTEED COVERAGE 


. of this forward-forging market is yours effec- 
tively and economically through the 57,406 circu- 
lation of the... 


Aiherville, MN €. 


MORNING EVENING 


CITIZENsTIMES 


SUNDAY CITIZEN -TIMES 


ASHEVILLE,NC. 
19-county MARKET 


$304,209, 000 


ANNUAL RETAIL SALES 


#461, 026, 000 


ANNUAL BUYING INCOME — 


1955 S-M Survey of Buying Power 


Write, wire or call for full market facts, with details 
on our free merchandising services. WE HELP YOU 
SELL! SELL! 


Representatives: The BRANHAM COMPANY 


NORTH CAROLINA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ye ries EFFECTIVE BUYING 
W SYD Ustimares—iosa 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
BYP ESTIMATES—1954 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| 
General ¥ Auto- 
Mdse. motive 


9.4 
22.7 
2.6 


18.5 eve< 
12.8) . 8) 4.7 


19,994 
19,076 
4,664 
3,609 


9,972 
5,082 
4,682 
6,142 
3,302 


2,003 
798 
13,382 
10,159 


3,387 
2,226 
409 1,545 


1 Kannapolis is in Cabarrus and Rowan Counties. 
4 and 4 See end of state for SM Metropolitan County Areas. 


Bef ing these figures, see explanation 
efore using ures, oe 


METROPOLITAN 


FOR THE 2nd SUCCESSIVE YEAR... 


ST IN THE SOUTH IN 
PER-FAMILY SALES! 


10th IN THE NATION !! 
SALES MANAGEMENT 


You Can’t Reach DURHAM, 
North Carolina’s 4th Market - 
Without the HERALD & SUN 


Durham is North Carolina’s fourth largest NOR TH 
city according to latest U. S. Census fig- 
ures. Advertisers can reach this market 
only through the pages of the Durham 
Herald & Sun. Outside newspapers have 
negligible circulation in both Durham city 


and county. Durham Herald | fvrtom. | Guham 


In addition to this blanket Durham 
coverage, the Herald & Sun Newspapers & Sun (M&E) 32,139| 35,526 
also serve a rich A.B.C. trading area in- |Lorgest Outside Paper (M) 414 419 


cluding Orange, Alamance, Chatham, Lee, | Second Largest 143 144 
Person, Granville and Vance counties, Outside Papers (M&E) 


Durham Herald & Sun Newspapers 


Durham, North Carolina National Rep.: The Katz Agency 


ABC Circulation: 52,962 9-30-54 


CAROLINA 


Weekday Circulation 
In Durham 


Toe edieatel Eanes Scthelet NORTH CAROLINA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
GD 1/1/85 BY ESTIMATES—1954 SM ESTIMATES—1954 CONTROLS 


M. 
COUNTIES _ }poli FIVE STORE GROUPS 
CITIES Urban- (in thousands of dollars—add 000) 


Per Buying 

Fam- 0 Power 

ily 000 .S. General Auto- Index 

Mdse. motive 
Radio 


= 
os) 


192 
6,638) 2,166 
3,516] 1,864 
3,799] 3,004 
1,759} 1,240 


| 


- 


_ 


4,368 
4,002 


1,909 
18.0) . 6.1 


116.7) . 23.9 
43.4) . 11.9 
6.2) . 1.8) .... 


- = 


1,033 


5.4) . 1.3) .... 
66.4) . 17.4 
14.8) . 4.1 
11.2) . 2.8 
15.7) . 3.9) .... 


1,883 
12,141 4,917 
5,641 3,279 5,280) 
2,957 878 4,172 
1,531 360) 1,404 


- = = 


$ E588 2358 28835 


1.6 . = er d 4,852 2,599 1,091 3,562 0133 
44 109.9) . 28.5) 80.7 é P a 20,694, 14,758 7,652} 20,994 -0649 
73.6] . 19.6 112,263} . . 18,775; 14,126 7,355 20,162) 3,447]  .0498| 110 
4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 
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YOU COVER 


*A Rich, Growing Market with Retail Sales of 
$658 ,796,000 
(Sales Management 1955 Survey of Buying Power) 


** FIRST in the morning—FIRST in the afternoon—FIRST in the evening . . . 
according to the current Pulse Report. 


—= AM FM 


WINSTON-SALEM, N.C. 


Affiliate REPRESENTED BY: HEADLEY-REED COMPANY 


NORTH CAROLINA— (Continued) py 


sive estimates by SALES MANAGEMENT. 


LATION EFFECTIVE BUYING RETAIL SALES 

GD vis GED estimares—tss BYP EstTimATES—1954 

COUNTIES | politan 
CITIES | Area 


“FIVE STORE GROUPS 
(in thousands of dotlars—add 000) 


% %G Per 
of lies | Popu-} Dollars of | Cap-| Fam- 
U.S.A. lation U.S.A. 


motive 


0322 . - ’ . A ’ . ’ . 2,917 2,310 8,560 
0054 1,812 578 3,999 


| | 
| | } | 
162.4) 0999) 44.3/108.6 014). ’ . | ° ° é 17,653) 8,777| 24,945) 4,114 -0891; 89 


99.6} 0613} 28.6) ‘ -0621)1, . 549). ‘ ceul 7,465) 23,434 x -0642) 105 
31.3) .0192 7.1, 2.6 ° . . , . ’ 547) 1,246) 473 1,307 0100} 52 


2 Rocky Mount is in Edgecombe and Nash Counties. Before using these figures, see explanation go 
4 and A See end of state for SM Metropolitan County Areas. © SM, 5. 


Bi aah 


*WINSTON-SALEM — GREENSBORO — HIGH POINT 
. one of the richest, fastest growing markets in the entire 
Southeast. 


***257,600 sets as of February 1, 1955—an increase of over 33,536 
sets in 6 months. 


——WSJS-TV 


WINSTON-SALEM, N. C. CHANNEL 12 


now showing all NBC color shows 


Interconnected 


Television Affiliate Represented By: HEADLEY-REED COMPANY 


SALES MANAGEMENT 


there’s been tremendous 


CHANGES 


North Carolina’s 
METROPOLITAN 
COUNTY AREA 


SALES 
PICTURE 


SINCE 1948 


RETAIL SALES—1954 


GREENSBORO. _. $251,503 
Charlotte .... . 238,809 
Raleigh ... 142,723 
Winston-Salem , 132,390 
Asheville . _ 111,825 
Durham .... 109,865 


RETAIL SALES—1948 


Charlotte _. . $183,964 
GREENSBORO ... 177,448 
Raleigh __.. . 104,098 
Winston-Salem : 97,003 
Asheville ; 91,799 
Durham ote 90,125 


GAIN—1954 over 1948 


GREENSBORO. $ 74,055 
Charlotte . . 54,845 
Raleigh . .. 38,625 
Winston-Salem 35,387 
Asheville. 20,026 
Durham sae 19,740 


*U. S. Bureau of Census Figures, 1948, 
All other figures Sales Management 
Survey of Buying Power, May 10, 1955. 
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Greensboro 
, News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


MAY 10, 1955 


1948 
104,200 


1954 
121,800 
30,900 
$146,965,000 


Population 
Families 24,100 
Income $85,550,000 
Per Capita Income S$ 821 $ 1,207 
Per Family Income $ 3,550 $ 4,756 
Retail Sales $63,513,000 $ 80,367,000 
Food Sales $18,140,000 $ 21,767,000 
Furniture-Household-Radio Sales $ 5,810,000 $ 5,965,000 
Drug Sales $ 1,728,000 $ 2,391,000 
Auto Sales $12,700,000 $ 17,926,000 


IN GASTON COUNTY, N. C., THE GASTONIA GAZETTE 
BACKS AND SELLS A GROWING MARKET. 


Trends are important. Look at these several years comparisons: 


1954 gain 
over 1948 


17,600 

6,800 
$61,415,000 
$ 386 
$ 1,206 
$16,854,000 
$ 3,627,000 
$ 155,000 
$ 663,000 
$ 5,226,000 


In North Carolina Gaston County is Ist in Per Capita Food Sales; 2nd in Per Capita Automotive Sales; 
3rd in Per Capita Total Sales; 3rd in Per Capita Home Furnishing Sales; 4th in Per Capita Drug Sales; 
10th in Per Capita General Merchandise Sales; 9th in Per Family Income; and 12th in North Carolina 
Population. 


In Gaston County with a Total EBI of $146,965,000, Total Retail Sales in 1954 amounted to $80,367,000, 
of which $48,917,000 was spent in GASTONIA. 
Representative: 

Johnson, Kent, Gavin & Sinding, Inc. 

250 Park Ave., New York 17, N. Y. 


The GAZETTE reaches more than 95% of Gaston County homes, with over 97% home delivered circulation. 


(All figures from 1955 Survey of 
Buying Power) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NORTH CAROLINA— (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME SM 
: 1/1/85 ‘ ESTIMATES— 1954 C ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


—~ 
COUNTIES [politanj 
CITIES Area 


Dollars 
(add 
000) 


Furn.- 


tia 


80,367) . 
48,917) . 
2,819) . 


2,218) . 
12,41 
4,42) . 
251,503) . 
176,068) . 
53,1551. 


aaa ot ot 
fs: 6 a . 
3288 & 


29,942) 3,7 


,485)5 , 234) 12,572| 2,47 


Genl. Mdse. sales include mai! order catalog sales. See page 20. 
and 4 See end of state for SM Metropolitan County Areas. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 


colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


VIRGINIA 


pCASWELL 


STOMES ROCKINGHAM PERSON GRANVILLE VANCE Meagerson BARRE 
beicautine | | : II 
GUILFORD 2 
. vi nam 
Boston Seen 


ALLEGHARY 


ASHE 
cad CATASBA 


“WATAUGA 


sm {DAVIDSON 


erlington 


MITCHELL TucooweLi |. Lenow 


YARCEY 
BuNCOMBE — 


ALAMARCE . 


CLEVELAND | & pr RMR TEE ox 4 
Ashevilie + % $ RANDOLPH 
Shel y Asneboro 


ca 2 rm 
= [HENDERSON ‘ = woone 
> Weadersonviile : 3 


JOWNSTON 


S CHATHAW 


ARWETT] 
one 


Retail Sales Map : 


NORTH CAROLINA | ee mn 


NEW HANOVER 4 
BLADEN J 


Counties ond cities on 
chorted in pepe te 
Scale, .0029 sq i 


Metropoliten County Areas are shown 
by bi ack dotted line: 


this mop ore 
Retail Soles 
eqvals $1 million. 


12-county Greensboro Retell Troding 
Area shown by bold solid line: 


shown ave those having Retail 
oon ot $15 will ond over 


SOURCE: SALES MANAGEMENT Sanaa Buying Power, 1954 Retell Seles Extineten, 


...1n the GREENSBORO 4 ...in the GREENSBORO 
Metropolitan County Area: (4 Retail Trading Area: 


in the Carolinas in SALES! of North Carolina's SALES! 


GREENSBORO is FIRST with $251,503,000 .. . 
Ahead of Charlotte by over $12-million .. . 
Greater than Winston-Saiem in combination 
with Durham or Asheville . . . More than Ashe- 
ville and Durham combined . . . Approximately 
a third more than either Columbia or Green- 
ville, and almost as much as Durham added to 
Raleigh or Charleston! 


in the Carolinas in GAINS! 


GREENSBORO is FIRST in 1954-over-1948 
gains, with $74,055,000 . . . Greater than Char- 
lotte by more than $19-million . . . More than 


Winston-Salem and Raleigh combined . . . or 
Charleston and Greenville combined . . . More 
than Columbia and Durham added together, 
Raleigh and Charleston combined, or more than 
Winston-Salem and Durham combined! 


GREENSBORO's ABC Retail Trading Area has 


_ 1/6 of the state's 4million poole who account- 


ed for 1/5 of the state's Total Retail Sales in 
1954! ... These people also accounted for 1/5 
of the state's retail sales of food, general mer- 
chandise, furniture-household-radio, automotive, 
drugs, apparel, gasoline, lumber, hardware and 
jewelry—as well as 1/4 of the state's manu- 
factured goods value and !/4 of the construc- 
tion put in place! 


Total Retail Sales GAINS! 


GREENSBORO's ABC Retail Trading Area, 
from 1948 to 1954 had tremendous retail sales 
gains ranging from 18. 2% i in General Merchan- 
dise to 66.0%, increase in automotive sales! . 
Manufactured products value increased by 
34.4%, and construction was up by 184.7%,! 
All along the line, the Greensboro Market's 
gains were from 1/5 to 1/3 as much as the 
gains showed by the entire state in the period 
from 1948 to 1954! 


OVER 100,000 wade i =< a St hh Wh Ba 
CIRCULATION DAILY! Greensboro : 


OVER 400, 000 News and Record 


READERS DAILY! GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
MAY 10, 1955 


Trading center for prosperous Edge- Edgecombe 
ROCKY MOUNT| 222532 = 
000 families have nearly $104 miilion i 


Counties Mount 
to spend. Rocky Mount, with a popula- 
tion of 29,400, is the biggest city in eave gone 
Northeastern North Carolina and the ’ .) y 7 
A $150 million gateway gateway to rich tobacco-growing coun- Gen. Mdse. .. 10,677,000 5,246,000 
ties. Tobacco farmers in this area re- Home Furn. . 3,993,000 2,775,000 


ive bi ind only the Rocky : 9,983,000 
oe: ig money a . . Automotive . 15,880,000 9; 
to Tobaccoland, N. C. Mount Telegram sells 


effectively, reaching nine out of ten om 1,168,000 
families in Rocky Mount alone, every Bidg. & Hdw. 5,797,000 3,890,000 
evening and every Sunday. Apparel .... 4,421,000. 3,375,000 


Rocky Mount TELEGRAM 


Represented by the WARD-GRIFFITH CO., Inc. ROCKY MOUNT, NORTH CAROLINA 


NORTH CAROLINA— (Continued) The “sn” oe 


sive estimates 4 ‘SALES MANAGEMENT, 


BUYING RETAIL SALES 
@ INCOME Mh 
ESTIMATES—1954 Vv ESTIMATES—1954 


Metro- 
potitan 
Area 


~~ FIVE STORE GROUPS” 
(in thousands of dollars—add 000) 


Coun- 
Salee 
Per 

Fam- 
lly 


ne oP 
843 28 8 
2 888 Bare 


co 
a 


2 38 532 3 


26,600 
14,769 
43 ,067 
30,481 


nn 


wena e282 


a 
— 
— 
i) 


mimi 
é 


12,013) . 
18,471). 641 
361,728) . 1,650 
270,321; . 1,812/6, 


9,188 
eke 14,041 
4.4 31,780 


4.1) 15.7 64,849 
8.2] 39,673 


Mount is in Edgecombe and Nash Counties. Bef these figures, see explanation 
Se ond Of Se ter ats cele Cait Artes. vie © SM, 
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Table of Contents appears on pages 1, 3 and 5 


SALES MANAGEMENT 


CHARLOTTE 


and 


Che Observer 


There’s an air of excitement today 
in Charlotte. New plants and offices 
are abuilding for big-time national 
firms. Others are expanding present 
facilities. New towers are breaking 
through the business horizons. New 
families are settling in this great 
producing and distributing center 
of the Carolinas. 


The same spirit of excitement is 
spreading through The Charlotte 
Observer where President and Pub- 
lisher James L. Knight is gearing 
this great newspaper to serve better 
the dynamic Charlotte market. 


A few of the bigger 
BIG THINGS 
happening in Charlotte 


Celanese Corp. Moves General Offices of 
Textile Division to Charlotte . . . occupies 
a new $5 million home. More than 400 new 
families were brought to Charlotte, with more 
to come. 


New $16 Million Guided Missile Plant is 
now under construction for operations by 
Douglas Aircraft Corp., will employ 1500. 


New $5 Million Auditorium - Coli is 
nearing completion. The dome-like structure 
has attracted world-wide acclaim—will bring 
top-flight entertainment to Charlotte. 


New $3 Million Office Building completed 
for The Union National Bank, Jefferson 
Standard Life Insurance Co. and executive 
offices of Southern Bell Tel. Co. 


New $2 Million Airport Terminal with 
greatly increased runways, plane handling and 
parking facilities, serves Charlotte’s great and 
fast-growing air travel industry. 


.. and at THE OBSERVER 


Expanded, alert news coverage of the 
Carolinas, the nation, the world. 


A new and brighter emphasis on women’s 
coverage. 


An exciting new comic, feature, radio 
and TV package daily. A jumbo 12-page 
colored comic section on Sunday. 


Famed Chicago Daily News Foreign 
Services covers world News Fronts. 


And many, many more improvements 
are now underway. 


All this adds up to a productive sales force in the No. 1 Sales Market of the Carolinas. 
Be sure you check the Charlotte Market and The Observer when planning your advertising. 


The Chartotte Observer 


The Foremost Newspaper of the Carolinas 
Represented Nationally by SAWYER-FERGUSON-WALKER CO. 


MAY 10, 1955 


SENCLAND 
Southeastern 
North Carolina 
8-county 
market 


Go into the homes of the Prosperous 


Wilmington and Southeastern North 
Carolina Region as illustrated. 
Schedule your Advertising for this 


$200,000,000 Retail Sales Market 


Supported by 78,900 Families (S.M. °54) 
No other medium covers this market as effectively as 


STAR-NEWS NEWSPAPERS, Inc. 


MORNING — EVENING — SUNDAY 
Represented by The Branham Co. 


NORTH CAROLINA— (Continued) | Jive estimates ty SALES: MANAGEMENT, 


sive estimates by SALES MANAGEMENT. 


Metro- 
COUNTIES | polltan 
CITIES Area 


EFFECTIVE BUYING RETAIL SALES 
BYP ESTIMATES—1954 ESTIMATES—1954 


“FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General | Furn.- 
Food Mdse. | House- 


17,614 6,606 
15,412 6,258 
3,168 710 
6,918 2,188 
5,080 621 

990 471 


5,963 2,290 
4,902 1,873 
1,728 1,235 
1,081 582 


4 
& 
— 
oO 
— 


1,922 1,754 
8,764 7,951 
5,230 3,495 
2,560 183 194 


258 885: 


S88 8&8 


— 


8,588 3,637 1,682 
A ; 4,149 2,607 1,213 
-0251 5 . . . , 9,864 3,899 2,735 
-0020 d ‘ . ° . 3,256 1,910 1,824 
0671 5 ° . ° ° 10,212} 10,411 2,256 
10. 4) .0064 ; 3 d 3,301 3,828 1,001 


=a 8 


2s 


— 
w 
= 


68.0) .0418 ° - . ’ . 10,719 3,810 2,723 
12.5} .0077 . d d d d 3,759 1,689 1,274 


Sx 


4 and 4 See end of state for SM Metropolitan County Areas. b Before using these figures, see explanation page 11. 


WNCT is the only television station 


covering ALL of prosperous 
Eastern North Carolina 


W N | ae 9 


100,000 Watts Full Time—A. Hartwell Compbell, Gen. Mgr. 
John E. Pearson Co., Nat’l Rep.—Jomes E. Ayers, Atlanta S.E. Rep. 


SALES MANAGEMENT 


OVER 100 BUSY MANUFACTURING PLANTS POUR 
MILLIONS INTO THE FERTILE SALISBURY MARKET 


in the City of Salisbury—in the County of Rowan—in North prechges 
: or coverage 
It S the SALISBURY for influence 
GREATER SALISBURY INCLUDES tor SALES 
SPENCER AND EAST SPENCER. 


COMBINED POPULATION 25,788  (— : write for 
POST CIRCULATION OVER 16,500 your copy 


eS 
All outside state metropolitan of the 1955 
newspapers combined have a fraction Food Preference 
over 3000 circulation in Rowan. ae 5 
are Spiefee SS a a urve 
Post Publishing Company se aT nea y 
Salisbury, North Carolina WARD- GRIFFITH co. bisdenenttens 


tive estimates ty SALES MANAGEMENT, _NORTH CAROLINA— (Continued) 


ee SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


7 saad NCOM ING 
BY JM ESTIMATES —1964 @D ESTIMATES—1954 CONTROLS 


COUNTIES } | FIVE STORE GROUPS 
CITIES Ar Urban- — +s (in thousands of delare—ede 000) 


General : Auto- 
Mdse. motive 


21.1) 32.8 : .0393|1, 2590/4, . . y 42), , 11,721 


8.2 ‘ F , ’ ’ 0236 7,749 
6.4 “ A é 4 . ‘ | 6,503 


11.7) 15. 7 ° ’ . . ’ 6,903 


11.6 
6.2 
10.6 
3.9 


4,839 
3,408 
6,062 
3,822 


8228 2282 
Suge 


4.9) .... 
11.8 
2.2 
2.3) .... 


1,385 
6,379 
2,923 
1,553 


= 
se 


16.4) . 3.8 
5.2} .0032| 1.2) .... 609) 
43.6} .0268} 10.5 5,190) 
10.5]. 2.7 . F ,071/4,164]. 21,764) 0128) | 2,993] 


1 Kannapolis is in Cabarrus and Rowan Counties. © SM, 1955. Before using these figures, see explanation page 12 


wv 2B 1,278,000 PEOPLE 
$1,499,210 INCOME 
RUTHERFORD COUNTY $ 953,622 RETAIL SALES 


WBBO Talks SALES to this big, prosperous market . . . ingly low cost through its favorite station—WBBO, 
with its triple guarantee of growth and stability from where local news, neighborly entertainment and public 
agriculture, industry and year-round tourist trade. The service dominate well diversified programming. 

area contains many industrial plants producing textiles, 

furniture, paper and lumber products. Farm income 


throughout the 26-county area is based on cotton, WBBO AM... 780 KC 1000 Watts 
tobacco, corn, livestock, dairying, orchards and truck FM... 93.3 MC 1500 Watts 
crops. FOREST city eee RUTHERFORD COUNTY eee HN. C. 


You can reach this billion-dollar sales market at amaz- The Rich Industrial and Agricultural Section of the Carolinas. 
MAY 10, 1955 559 


2,287) 


sB&S& 8228 


_ 


SALES MANAGEMENT’s latest figures for only those 
counties within WPTF’s established primary coverage: 
Pogmetiog i, . isis’. «4 4) 3) BaOR RCo 


Families . .. oc 6 «© « « 307,800 


NORTH C AROLINIAN S Effective Buying eicdiais . « »«$2,048,542,000 


Retail Sales . . . . . . . . 1,431,787,000 


LISTEN TO Food Sales . . . . + « 312,959,000 


General Merchandise Sales . «+ « 185,869,000 


Furn. H.H. Radio Appl.. . . . . 82,080,000 
Automotive Goods . .,. . . 303,607,000 
oe om m- + + + 39,791,000 


THAN TO ANY a 
OTH ER STATION NBC Affiliate for RALEIGH-DU and Eastern North Carolina 


50,000 wets 680 xc 


(Source: Neilsen coverage service) FREE & PETERS National Representative 
NORTH CAROLINA— (Continued) The “SM” symbols mark original. exclu- 


sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
@ INCOME v7 
ESTIMATES—1954 v ESTIMATES—1954 


OUNTIES FIVE STORE GROUPS 
CITIES Area - dia (in thousands of dollars—add 000) 
jet 


aad 
ef 
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30,206) 
14, 186 
209,714 
126,343 
13,829 


-_-— 


11,330 
11,113 
52,552 
26,197 


E288 gues 
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31,246 


6,057 
55,741 
35,013) . 
Fas, . 


RE o S588 B8RES 


8,805) . 


1,184.6) . . 1,759,202) . ‘ 3 ,874, 1.1021) 344,969 267, 808 122,781) 418,694) 54,308) 


4,300.2) 2.6462)1,060.2/1510.9] 4,449,936) 1. ’ ° 000, 1. 7645, 2,857| 666,221| 391, 575| 185,132) 631,641) 83,969} 1.9444 
4 and 4 See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


with ONE OFFICIAL RETAIL SALES--- 


Raleigh, N. C. (Met. Area) $157,953,167 


North Carolina’s 3rd Metropolitan Area 


R ALEIGH 33 County Golden Belt $925,382,525 


Ys of the North Carolina Total 


. (Official N. C. Dept., of Revenue Figures) 
Carolina 


Sell this prosperous, top-ranking market with its 
ONLY Morning-and-Sunday Newspaper te Rebiah 


120,127 Morning . . . 130,276 Sunday | 
(ABC Adit, 12/31/54) 3 News and Observer 


Repre ted by THE BRANHAM COMPANY Raleigh, North Carolina 


SALES MANAGEMENT 


BEST RADIO BU ¥ BECAUSE OF 


OUR NO. RATING 


@ FIRST radio-station in Greensboro... 
we are in our 29th year of broadcasting 

@ Now rated FIRST in size of audience 
among .local stations (1953 Pulse 
Report) 

@ Home county FIRST in retail sales in 
the -Carolinas (Sales Management's 
1955 ‘Survey of Buying Power) 

Check this, 1955 Survey. of Buying Power 

for other figures reve alir fe continued 


high ranking. 


NORTH CAROLINA— @% Metropolitan County Areas 


SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES ico 


INCOME ING 
1/1/55 BYP ESTIMATES—1954 @D ESTIMATES—1954 CONTROLS 
rs % FIVE STORE GROUPS 


(thou- | f = Popu- Cap- af i Peet 
( 0 er 
sands) | U.S.A. .S. 8. Per General Auto- Index 

| sands) | (thou- | Mdse. motive 


130.2} . ; f 825). 204) 16,693, 6, 19,994 
219.2} .1349| 88. . ; d 33,215] 12,906] 46,362 
109.9} .0676| 28.5} 80. 06221 ,421\5, 865). : ‘ 14,758, 7, 20,904 


| | 
210.3} 1294) 1,486)6, 503}. ; y 59,020] 16, 44,786 
182.7, .040| 37.8! 82. .0836|1,373 723) . : ‘ 16,979, 8, 31,495 
1 


162.4) 0999) ,416 3 d 17,653 ,777| 24,9465 
| 


AFayetteville.... 116.7) 0718) 23. .0612|1,319)6, : : 11,578 ,125| 17,341 


AWilmington... . 70.9) +0436 | ° ° 1,151/4,121 73,766) . 6,606 13,868) 2 


Total of Areas... 1,172.3) .7213|_ 303.1 .0631|1,421|6,496] 1,142,578| .67201 3, | 176,802 219,755) 94,036] 


© SM, 1955. Before using these figures, see explanation page 12 


WSOC 


Charlotte, N. C. 


“For Over 22 Years in a Fabulous Southern Market with 
Some of the Souths’ Most Outstanding Personalities” 


rn DEWEY DRUM—FRED DICKSON—DICK CURLEE 


advilies Represented Nationally by Southern Representatives 
a H. R. Representatives, Inc. Bomar Lawrence & Associates 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


MAY 10, 1955 


N ORTH CAROLINA— @ Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 


$7,000 & Over 
% 
% 
Units 


In- 


NET INCOME GROUPS, 1954 


44.2 17.2 | 28.2 26.1 | 20.1 28.8 | 7.5 26.9 


Before using these figures, see explanation page 11 
SALES MANAGEMENT 


WDAY POLLS 91.7% 
IN THE 41 COUNTIES 
AROUND FARGO! 


Tue Northwest Audit Company of 
Fargo has just completed a Rural Radio 
Survey in the Red River Valley Area. 
A double postcard was mailed to 3,200 
rural families living within 150 miles 


of Fargo, in all directions. 


This question was asked each family: 
“To what one radio station does your 


family listen the most?” 


Twenty-five stations were mentioned 
in the returns. Of the 1681 replies, 1541 
preferred WP DAY! Rural listeners chose 
WDAY 32 to 1 


station — 1] to 1 over all 24 other sta- 


over the second-best 


tions combined! 


STATION A—1.0% 


STATION B~1.5% 


STATION C—2.8% 


WDAY-—91.77% 


This survey, which covered 41 coun- 
ties in North Dakota, Minnesota and 
South Dakota, is a perfect example of 
the almost unbelievable preference that 


WDAY enjoys in this rich farming area. 


Get all the facts from Free & Peters 


— or write us direct. 


FARGO, N. D. 
NBC @ 5000 WATTS © 970 KILOCYCLES 


FREE & PETERS, INC., 


Exclusive National Representatives 


‘(Other West North Central States: lowa, Kansas, 
Minnesota, Missouri, 


__Nebraska, South Dakota.) 


—NORTH DAKOTA — Counties and Cities 


Pop. 
(in 
thous.)} F 


N. Dak. state map—page 564 
County 


NuMBER OF OUTLETS 


| GM | FHR| A|D City 


.. Burleigh. ....... 


Grand Forks... . ’ Grand Forks.. y 3 : 


County 


Pop. 
(in 
thous.) 


NuMBER OF OUTLETS 
F | GM 


D 


10 
7 
9 

17 


i 
7 
4 
11 
5| 6 


8 17 


Jamestown. .....Stutsman........ 


PULATION 
ESTIMATES 


PO! 
BY) 1/1/55 


EFFECTIVE BUYING 
i 
ESTiMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES 
CITIES 


(in 


FIVE STORE GROUPS 
thousands of dollars—add 


000) 


General 


-0167| 1,519 


-0194)1 ,668 
-0143/1, 698 
0448) 1,785 
-0338) 1 ,982 


0049/1, 178 
0038) 1,074 
-0027/1,301 


291 
298 


174 
7,154 


7,902 
6,771 
11,084 
10,191 


4 and 4 See end of state for SM Metropolitan County Areas. 
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NORTH DAKOTA— (Continued) The “SM” symbols mark 


original, exciu- 
sive estimates by SALES MANAGEMENT. 


POPULATION aren BUYING RETAIL SALES 


ESTIMATES CM NCOME 
1/1/85 Ji ESTIMATES—1954 


88S 8238 833 8923 


. 


B28 Bee & 
B2e B22 
—_— — 

BEB e238 


- 
8 

8s 
838 


924) 202 
58 4 
Before using these figures, see explanativun page 11 


SALES MANAGEMENT 


Jive estimates ty SALES MANAGEMENT, NORTH DAKOTA — (Continued) 


SAL 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES 7 INCOME ING 


1/1/85 ESTIMATES—1954 BYP ESTIMATES—1954 


S32 


dl Fa 
Cap- | Fam- 
Ita | ily 


< 
> 


0081/1 ,511/5, 13,355, .0078 
-0033)1,044/3, 7,809) .0046 
-0079) 1497/5, 19,704) .0116 
-0045)1,742/5, 958 15,992) .0004: 


a 2838 


- 0036/1, 128/3, 8,620) .0051 
-0029)1 ,394/4, 4,869) .0028 
-0111)1 ,484)5, 20,400; 0120 
0037/1, 652/7, 118 11,222) .0066 


3 
3 


£829 2825 825 2: 


B2e 2328 S828 


0032} 769)3,41 6,862; 0041 
- 0029) 1 ,010)4 ,04: 4,433) .0026) 2,463 
-0022/1,146/4, 3,260) .0019) 2,717) 


-0008) + 822)4,108 1,150} .0007) 1,917 
- 0013/1 ,336)6,144 478) .0002) 956 
-0082)1 ,304/5,1 22,404) 0132) 5,601 
-0048) 1, 451/5,018 16,755; .0099 


= 


8283 
es 2tes & 


0029/1 ,627/6, 3,930) .0023) 3,275) 
-0136)1 ,302/5,226 28,311) + .0167| 4,366 
-0097/1,708/5, 914 23,646) .0139 

-0026/1 ,215/4 686) 6,004) .0035| 4,289; 


0063/1 ,461/5,441 11,633} + .0069) 4,011 
-0107/1 ,361/5, 21,017; .0123) 4,569 
-0031/1 ,439/8 637 12,016; .0071 
1,726/6, 65,829) .0329| 5,473 
1,837/6, 457 45,417) .0267 


SRERE 


4, 9,554 
5,082 60,511 
5,865 37,223 


Fadl a 
=~ 
+5 


Total Above Cities . , . »754/6,281] 348,493 


s 
g 


State Total ° A 3412/1 ,384 5.1881 730,239; .4295| 4,418] 117,216) 63, 168, 543] 16,3071 .3756 


NORTH DAKOTA— 6% Metropolitan County Area 


63.0) .0388 42. 112,453 -0448}1,786)6,316) 91,113) .0536| 5,119) 11,070) 11,084 3,772) 21, 263| 2,791 -0462| 119 


63.0; .0388|; 17.8 42.8) 112,453 04481, 785|6, 318} 91,113) .0636| 6,179} 11,070; 11,084 3,72! 21,2631 2,791 .0462| 118 
NORTH DAKOTA— @% Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES COUNTIES 
$0-2,499 $7,000 & Over CITIES 999 | $7,000 & Over 

% % Fad % % % % 

% In % in % in 
Units come Units Units come Units Units Units come 


22.8 65.8 . . 48.9 +0 | 4,822 ° ° 26.1 -7 | 17.7 46.7 
39.9 15.1 A . : . -1 25.8 . ° ° . -0 | 20.7 32. 6.8 22.2 
38.0 13.9 ° . : 8 26.1 . ’ - 5 -6 | 16.0 27. 5.7 18.8 
44.4 16.5 . . ° 31.8 . A ° ’ .0 | 18.3 30. 5.7 19.3 
42.0 14.3 . . . 36.1 coco ° F . 4 | 23.0 31.2 | 10.8 31.1 
36.0 12.3 ° ° ’ 33.7 poseek . ° . 9 | 17.4 28, 6.3 19.1 
38.1 11.9 < 45.7 ° . . 4 | 23.9 29.4 13.9 38.7 
34.1 11.1 < . ° . 37.3 ° . ° -0 17.0 | 32.4 15.9 40.3 

° 39.1 Aseeeces . ° -6 20.8 | 30.4 34.3 | 13.2 37.0 
39.5 . ‘ . -7 18.8 | 29.0 33.3 14.1 38.8 
43.4 
42.9 . ° 0 | 28.5 21.5 | 24.5 29.6 | 15.6 
35.4 . . -1 | 29.9 26.3 | 23.2 32. 8.8 
26.9 19.0 | 31.2 35.4 | 13.8 
24.1 A -3 | 25.9 17.1 | 26.9 28.3 | 17.3 
38.3 . ‘ -3 | 28.1 23.9 | 25.2 34. 9.6 
40.9 ° ° 27.3 20.8 | 27.7 33.9 | 11.2 
23.4 i bee « . , -9 | 26.2 19.0 | 28.7 33.6 | 12.5 
34.7 . . . +? | 24.1 22.1) 23.7 3, 9.0 
16.8 . ° -6 | 28.1 18.9 | 29.2 15.6 
40.4 d -6 | 27.3 19.7 | 24.2 13.9 
37.6 . m -7 | 25.7 20.2 | 25.7 32.4 | 10.1 
36.3 A -6 | 28.7 29.5 | 16.5 7.2 
31.4 ° J 29.1 27.7 | 21.7 7.7 
33.4 . -7 | 27.4 21.5 | 26.2 32.9 | 14.0 


Before using these figures, see explanation page 11 
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Portamcatn 
Ravenna 
Keativg 
Rocky Rive 
aura Choambaata 
Saswinek y Erie 
Thaker Heights...Cayahogs 
The hry Richland 
wheezy thethy 
Sensth Dac hid Cayahoga 
“vgarinehetd _- Clark 
“tenbetville Jeflerwom 
Tiffen: Seneca 
Tcheto . Laacas 
Troy Miami 
University 

Heights Cuyahoga 
Urbana _Champaign 
Van Wert Van Wert 
Warren Trumbull 
Washington 

Court House... Payette.... 
Wilmington......Clinton.... 
Wooster, poe» Wayne. 
Kenia ‘ Greene 
Voungstown..... Mahoning 
Zanesville Muskingum... 
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INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for al! counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 492 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


i 


one equals two on Wi LW 


RADIO 


t 


We'll trade 2 dollars of ours for every 1 dollar of yours 


This is something only WLW’s Radio two-for- one 
plan offers. Here’s a proved merchandising 
and promotion program of such span and force 
that it guarantees you an additional full dol- 
lar’s worth of top-notch product promotion for 


a distinguished member of the CROSLEY GROUP | Radio 


Exclusive Sales Offices: New York, Cincinnati, Dayton, Columbus, Atlanta, Chicago, Miami 


MAY 10, 1955 


every advertising dollar you spend on WLW Radio. 

We have a consulting team ready to talk to 
you, ready to build your own 2-for-1 package. 
Try us out and you'll see that one equals two 
on WLW Radio. 


Atlanta 
Columbus 
Dayton 
Cincinnati 


a cameras 


There’s only one way to reach the approximately 
3,800,000 people of Ohio’s “Inner Empire”, a four 
billion dollar market and that’s through their home 
newspapers! These self-contained communities sup- 
port a modern, bustling life that only the home town 
paper can cover. 


Reach the “Inner Market” through the pages of the 
50 Ohio Select List of daily newspapers . . . modern, 
efficient, independent newspapers which give com- 
plete coverage of the news and life of the commun- 
ities in which these people live! And that’s the only 
kind of news that builds the intimate newspaper 
readership that spells sales and profits for advertisers. 


Write, wire or call your Cullen man for the com- 
plete story on film of Ohio’s “Inner Empire.” 


ov have to reach 


“the INNER EMPIRE” 
to sell Ohio 


OHIO SELECT LIST 
NEWSPAPERS 


JOHN W. CULLEN CO 


1319 TERMINAL CLEVELAND 


OH 1 O — (Continued) 


TOWER OHIO NEW 


The “SM” symbols mark original, exctu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING 
SM INCOME 
‘ ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


JM 


COUNTIES 
CITIES 


politan| 
Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Auto- 
motive 


Furn.- 


Radio 


Food 


3,158 
25, 368 
19,909 

8,384 

5,384 


776 
5,282 
3,872 
1,986 
1,642 


3,027 
17,966 
16,008 

6,715 
| 4,446 
23,886) 
11,410 

4,700 

8,624 

3,740| 

7, 787| 


3,392 
2,140 

492 
2,147 


18,849) 2, 
8,414) 1,124 
1,398 391 
9,102 

1,769 7,316 

1,543 6,479 


Before using these figures, see explanation page 11. 
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LIMA, Ohio—Shopping Hub of 6-County Market 
with $253,000,000 Retail Sales 


Sales Activity 65% above Par — 


$35,210,000 above average vol- 
ume—emphasizes City’s Big Drawing 
Power. Only large city in 65-mile 
radius. 


IN METROPOLITAN AREA 
Per Family Income, $5,435 
$161 above U. S. average 
Per Family Sales, $3,849 
$278 above U. S. average 


THE LIMA NEWS 


97% Home County Coverage 
ABC CIRCULATION 

Daily: 

34,225 


Sunday: 
36,129 


THE BULLS EYE PAPER OF THE BUCKEYE STATE 


Nationally Represented by STORY, BROOKS & FINLEY, Inc. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


prres! 
radio buy 
in Cleveland 


They’re Buying BIG! 

department store... Halle Bros... 15 HOURS A WEEK 
motor cars.... Dodge Dealers....5 HOURS A WEEK 
insurance Louisville Ti 2% HOURS A WEEK 
gas and oi Pure Oil ‘> HOURS A WEEK 
appliances Westinghouse. .2'/ HOURS A WEEK 


WATTS 


Represented by Headley-Reed Company 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. erties. feos! _ OHIO — (Continued) 


SALES AND 
POPULATION avers BUYING RETAIL SALES 


ESTIMATES NCOME ADVERTIS- 
- JM BYD estimates—roca ESTIMATES—1954 CONTROLS 
COUNTIES | | poli ] 


| FIVE STORE GROUPS 7 
CITIES |Urban- (in thousands of dollars—add 000) 

Total | % Fami- | ized Net Y Dollars Buying |Qual- 
(thou- | . of lies | Popu-| Dollars (add Power | ity 
sands) | U.S.A. | (thou- | lation (add 8. i 000) .S. General ; Auto- Index | In- 
| sands) | (thou- 000) Food Mdse. motive dex 


114,421 62,3465 | 21,729) 3,855) 3,106) 11,379 82 
£7,080) . 9,487, 1,868} 1,689) 6,797 
15,094). 4,965] 1,484 $55, 2,995 
11,986) . 4,522 378 674] 2,802 
18,232} .0108| 2, 3,944 979) 519} 1,710 

194,710) 1145) 53,792 . 11,279} 36,693 

101,837} .0598) 27,510 : 6,090) 20,255 
67,646]. 18,489 4,834] 14,681 
13,138 - 394; 2,003 
26,552). | | 1,433] 4,812 
16,385). 976} 3,453 

126, ‘118| 6,779, 22,905 

112, 0 p 26,497 | 6,659) 20,881 
44,243} .0261) 3, 13, 166) , 2,851) 7,516 

36,512 37, "147| ‘ 7,804] | 1,273) 7,287 
12,951 20,479}. 4,029) 888} 3,681 

158, 787 108.801 ; 27, 954) 107} 5,543) 24,471 
41,658) . 41,654) . 10,871 | 2,818) 10,139 
24,044 25,983} .0153 6,086| 1 686 6, 836 

| aa 


10.2) 11.9 46,744) .0186 


36,242 
16,498 
19,744 
22,217 
288 ,764 
109,045 
73,081 


> 
= 
Ss 


~— = 
3 
Ss 


RES 


a) 
~a 
2 
a 


BB 8 


24,004 
37 , 368 
14,231 
208 , 325 
151,692 


2 
g% 


Fo 
oo 


82838 


£8 


30,073; .0177 | 6, 672 | 1,268) 6,382 
4.0 20,738 . 23,325; .0137) 4 ,920| 1,113 5,846 
12.8) 26.7 61,996) .0247 48,418) .0285) 3,783) 11, 742| 2,495; 10,182 
3.4 17,433) .0069 18,434 0108) 4,425 | 1,049 4,171 
3.3 19,037; .0076 5 18,204 -0108| 4,433 896 3,684 
30 . = 447.5|1479.4] 3,156,344) 1.2568|2,127|7,063] 1,907 682| 1.1219) 4, 263 514,989} 266,052} 96,987) 332,820 
4 and 4 See end of state for SM Metropolitan County Areas. 
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WHAT THE TRIANGLES STAND FOR... 


al Hit Hineh Heletalee Hi theese lables and footnotes refer to Standard Metropolitan Areas. 


Hhe ape HWhenele todieaies BALI MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


CLEVELAND... 


tops the nation 
in consumer spendable 
income 


CONTINUOUS 
NIELSEN STUDIES 


OF FOOD STORE SALES 


Make the 


Cleveland Plain Dealer 


MAY 10, 


Your Ideal 
Test City Medium 


1955 


HB Cleveland is now the nation’s No. 1 

Market, with a spendable income of $7,577 

per household! The Best Location in the 

Nation is your best bet for profitable promotion. 


And the Cleveland Plain Dealer is your No. 1 
newspaper choice—only the Plain Dealer 
completely covers Cleveland’s great 2-in-1 market: 
Greater Cleveland plus the compact 26-county 
adjacent area. That’s why the Plain Dealer is 
your best bet in the rich Cleveland market. 


CLEVELAND 


PLAIN DEALER 


Cleveland’s-Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


WHAT MAKES 
THE DIFFERENCE! 


wbns-tv , the station that's 
different because it’s best year in—year out, shows 
proof of its difference through: 


-_ 


°.3 of the top 10 shows in Central Ohio are ane provastion pen : 


carried on whns-ty. 
whbns-ty’s nationally recognized ‘follow-through’ is 
tailor made for each client. 


full service Z advntdiere, 
@ Available testimonials attest to whns-ty's terrific The finest of film, slide, art, continuity, property 


; and engineering facilities are available. 
sales impact to the 430,700 set coverage. © ARB January 1955 Columbus 


COLUMBUS, OHIO 


ma CHANNEL 10 
CBS-TV NETWORK — Affiliated with Columbus Dispatch 
WBNS-AM °* General Sales Office: 33 North High St. 
REPRESENTED BY BLAIR TV 


OHIO — (Continued) tive estimates by SALES. MANAGEMENT. 


POPULATION tag i J apna RETAIL SALES 
ESTIMATES GD v7) 
1/1/85 ESTIMATES—1964 ‘ ESTIMATES—1984 


COUNTIES 
CITIES 


122,657) 21, - 
118,012 -3169 
7 -0127 

1,270 ’ 8,072 0168 
1,055 3,700 0102 
919 3,485 -0048 


1,266 6,261 0187 
a 3,621 13,195 0437 
14.3) . . . d ; ° ’ d 0 2,927 9,669 0126 
39.0) . d . d 6 ’ . ; 3,561 1, ‘ea 6,732 01 7 
15.8) . " f d a . , P . 3,182 1,626) 5,747 4 -0106} 109 
4 and 4 See end of state for SM Metropolitan County Areas. . Before using these figures, see explanation page 11. 


572 SALES MANAGEMENT 


“RIGHT 


Consumer 
wut FACTS 

we ON THE 
CITY OF THE FUTURE” 


COLUMBUS, OHIO 


1959 


Here are the answers to 


hundreds of questions on 


WHAT— WHERE— WHEN 


they buy in Columbus 


Send for your COPY of the 1955 Columbus Dispatch Consumer Analysis 


The 1955 Columbus Dispatch Consumer Analysis places at your fingertips an invaluable, fact- 
packed study of one of the nation’s fastest growing metropolitan areas — Columbus, Ohio, the 
“City of the Future”. Here are the answers fo more than 200 questions on foods, drug bev- 
erages, appliances and automobiles put to a cross-section of Columbusites. 


Here is an analysis that gives on amazingly accurate and revealing insight into Ohio's fastest 


growing market — i s. The 1955 study tells of today's startling trends, in- 


dicates new brand cutting into markets, in short, 


tells a graph .. fiqures. And s© that the user can determine the trends, the 
position of each pro -year span, is generally given. 

Write today for your COPY of th edition. Address requests to the General Advertising 
Department, The Columbus Dispatch, Columbus 16, Ohio. 


One of America’s Ke Columbus, Ohio. 


The Col 
| olumbu . 
N Nationally r * » .7 P a q ib 
MAY 10, ae Seok epresented by O'Mara & Ormsbee, | ¢ 
, Inc. 


1955 Chicago " patente 


" San Francisco 


Los Angeles 
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Things have changed in 
Solid Cincinnati since the last 


time you bought a daily there! 


For example... 


] The Daily Enquirer has again substantially 
increased its advantage over the other 
Cincinnati dailies in CITY ZONE cir- 
culation . . . and has reached a total cir- 
culation of over 200,000. 


Daily | Times- | 


| Enquirer Sah oe 
+} 139,985 | 133,427 | 132,304 
City Zone : | | 


Post 


Retail 
Trading Zone 


26,005 
8,951 


41712 | 21,511 


Oth 18,715 | 4,575 | 
er 


200,412 159,513 | 167,260 


< c.P her tatement September 30, 1954 
ource: A.B blishers Statements, p 
ur uv 


y J The Daily Enquirer's circulation has in- 
creased without the use of consumer con- 
tests or other artificial stimuli. It’s be- 
cause of a constantly improving product. 


(Write for special Surveys’ most recent study, 
“Cincinnati Newspaper Profiles.’’) 


In 1954, the Cincinnati Daily Enquirer 
carried 1,245,552 more lines of adver- 
tising than in 1953. The Times-Star car- 
ried 1,076,009 less lines than in 1953. 
The Post carried 974,227 less lines than 
in 1953. 


(Media Records: Full year, 1954.) 


ib 


*The Daily Enquirer now carries more 
RETAIL DISPLAY LINAGE ... than the 
other Cincinnati dailies. 
Daily Times- 
Enquirer Star 
3,909,357 3,687,388 


Post 
3,477,348 


*The Daily Enquirer leads by more than 
90,000 in GENERAL DISPLAY LINAGE . . 
over other Cincinnati dailies. 
Daily Times- 
Enquirer Star 
1,358,766 1,259,497 


Post 
1,189,522 


*The Daily Enquirer is first in TOTAL 
DISPLAY LINAGE ... among all Cincin- 
nati daily newspapers. 
Daily Times- 
Enquirer Star 
5,850,475 5,551,912 


Post 
5,226,678 


*The Daily Enquirer is ahead by more 
than 1,000,000 lines in TOTAL ADVER- 
TISING LINAGE ... over other Cincin- 
nati dailies. 
Daily Times- 
Enquirer Star Post 
9,392,956 7,449,928 7,712,826 


(*Source: Media Records, last 6 months of 1954.) 


The Daily Enquirer continues to offer 
advertisers the lowest milline rate of any 
Cincinnati daily newspaper. 


GOOD REASONS FOR MAKING THE ENQUIRER YOUR BASIC DAILY BUY IN CINCINNATI, AREN’T THEY? 


(Ne question about your Sunday buy. As always, it’s the Sunday 
Enquirer with its blanket coverage of the Cincinnati area.) 


Solid Cincinnati reads The Cincinnati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 


MAY 10, 1955 


The Post’s Progress tells the story! 


A COMPARISON OF CINCINNATI'S EVENING NEWSPAPERS 


TOTAL TOTAL 
1940 CIRCULATION 1954 1940 ADVERTISING 1954 
ies 15,062,455 
Audit Bureau 167,260 Lines 


of Cireulations 4,786,615 
Lines 


159,513 


154,037 10,076,4 
= Lines 2 Source: Media Records 


8,073,95 
Lines 


151,220 


Cincinnati's Largest ® ® e 
Semmes! The Cincinnati Pos 


ROBERT K. CHANDLER, Manager, General Advertising 
REPRESENTED BY THE 


GENERAL ADVERTISING DEPT., SCRIPPS-HOWARD NEWSPAPERS 
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SALES AND 
POPULATION erases * aor RETAIL SALES ADVERTIS- 


ESTIMATES ING 
JM 1/1/55 JSM ESTIMATES —1964 @D ESTIMATES—1954 CONTROLS 


COUNTIES | | j | FIVE ee Ee oa 
CITIES | } (in thousands 


Per 
Cap- 
ita 


| | 
| General | Furn.- | 
Mdse. | House- | 


249,096] 137,555] 48,837 
188,712) 132,693 
13,644] 1,064 
5,561 280 
2,563 164! 
11,797; 2,342! 
9,140 2, 172| 


2952828 


ee ee 


6,019 
2,798 
5,019 
5,148 
2,328 
7,207 
2, 897| 
4,397) 
2,844 
2,102 
13,004 
4,290 
7,248 
3,485 
‘ 26,806 
d 10.6 s @ * * J d 16,818 
37.6) . 11.4) 12. : j . 10,024 
12.9| ‘ 4.3 ‘ J 6,014 
30 88.6) . 26.2) 51. j Y i . 28,814 2 113 
15.8) . 4.7 J . % - 11,917 A d 169 
65 51.7 14.5) 21.9 -0241)1,171)4, 17 10,307 0248) 78 
16.8} .0103} 5.1 .0098| 1, 470/4,841 7 6,751 0118} 115 


} Lewy is in Hancock, Seneca and Wood Counties. Selene using these tomes, see explanation p 
4 See end of state for SM Metropolitan County Areas. © SM, 
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CINCINNATI'S STRONGEST SELLING FORCE 


Official Media Records reports for the year 1954 show 
the Times-Star chalked up its 47th year of leadership in 
daily Retail, General, Automotive, Department Store and 
Total Display advertising. 


For maximum sales results in the rich, important Cincin- 
nati market, you need the Cincinnati Times-Star .. . 
strongest selling force and largest evening paper in 
Ohio's second largest market! 


nial 
~ CINCINNATI = TIMES-STAR 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISC. 
MAY 10, 1955 


YOUR STAKE IN THIS 
$294,000,000 MARKET 


Elyria, Ohio, is located in one of the nation’s most 120th in population, but 39th in per family income 
prosperous and stabilized industrial areas. 161 big among ail areas. 
industries regularly employ the best skilled labor . . . Advertisers have long recognized the coverage and 


and pay for it at the rate of $6197 per family —$338 sales power of the Chronicle-Telegram . . . using 
13,207,789 lines in 1954—1,142.393 more lines than 


above the state average, $923 above the nation. : 
appeared in the next newspaper in this county. 


The rich farming areas . . . with $17,000,000 income “The family newspaper” is a nickname for the 


- also contribute to our prosperity, so that the Chronicle-Telegram, delivered door-to-door through- 
Elyria-Lorain metropolitan county area is one of the out this rich sales area. It not only dominates the 
best sales spots in the nation. area, but serves the advertiser best by making his 

product part of the family’s interest, and that’s 
The Elyria-Lorain metropolitan county area ranks where sales are made. 


CHRONICLE—TELEGRAM 


“‘The Family Newspaper’’ 
ELYRIA, OHIO 
Circulation 19,415 


Represented by The Julius Mathews Special Agency, Inc. 
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SALES AND 
POPULATION tg he ga RETAIL SALES ADVERTIS- 


SM we W7) ING 
ESTIMATES—1954 > ESTIMATES— 1954 CONTROLS 


COUNTIES | | [FIVE STORE GROUPS 
CITIES Ar Urban-| | | | in thousands of doliars—add 000) 

% Net | % | Per | Per % ian Buying 
of Dollars of | Cap-| Fam-| Sales } Power 
sands) | U.S.A. (thou- (dd | USA.) ita | ily | U Per | General | Furn.- | Auto- } Index 
sands) | ( 000) | | Mdse. | House- | motive | Drug 
23.4) 39.9) 115, 97) .0462|1,540)4, | 0466] 3,381) 19,698 4,736, 3, 13,007, 1,648 
0223) 11.8 59, 854| .0238) 1 ,649/5, | 14,560 106) : 11,290} 1,193 


5,072 
10.5) 11.5 ad .0177|1,350)4, 869). 8,580, 2,423} 1,477 7,340, 641 
3.6| 17,980] .0072/1,563/4,994 006} 0135) 4,699) 2, 1,050} 5,889] 368 
47.6)115.8 | 294,959] .1174|1,797/6,1 51,934, 13, 9,432) 32,378) 5,1 
15.2) 106,109) .0423/1,947/6, 981 262) 24,434, 5,903 4,326] 12,368] 2,329 
a. 10.3) 62,921) .0251/1,895)6,1 189}. 14,800, 6,574] 4,395] 13,253) 1, 
149 4) .2605| 129.1| 384.0] 886,076) .3529|2,093/6,868 "358, 3243) 4,271| 133,956 72,670, 29,454) 117,440| 16,428 
8} .1973] 98.5) 690,432] 2749/2, 15217, 168) .2883} 114,013, 72,015] 27,460, 106,371| 15,624 


A and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


LORAIN COUNTY 10th In Ohio Population 


Oth In Net Income 


@) fel | @) Sth In Retail Sales 


TO SELL THIS RICH, COMPACT, CITY AND COUNTY MARKET USE THE MEDIUM ALL THE RETAILERS USE 


THE LORAIN JOURNAL 


Established 1879 Evening Except Sunday 
100% LORAIN OHIO COVERAGE — PLUS 


ALL IMPORTANT COMMUNITIES COMPRISING THE LORAIN AREA 
Write For Complete Market Brochure — Represented by Shannon and Associates 


SALES MANAGEMENT 


total grocery lineage in 1954, The Blade led 
all newspapers in Ohio’s 7 major markets, with a gain of 243,666 
lines over 1953. Total daily and Sunday lineage was 


3,348,267 


The reasons, of course, may be found in the buying ability and 
desire of Blade families, the exceptional Blade coverage of its 
market, and the lively, enthusiastic local marketing support 
The Blade provides its advertisers. SURES NH 


TO LED O B LAD EK Daily and Sunday TO LED O "yd M ES Morning 


Represented by Moloney, Regan and Schmitt, Inc. 


MAY 10, 1955 


MAJOR MARKET 
COVERAGE 
RATINGS 


You get them all when you buy Youngstown, Ohio and WKBN- 
TV and/or WKBN Radio. Both powerful stations serve the 


same five-county primary coverage area day and night. W K 3 é T V 
MAJOR MARKET j 


32nd U. S. Metropolitan Area 
Population... : vo CHANNEL 27 
es ; 5 ae 500 
Retail Sal 
oy nc hh ake fate Ce apa Now 178,000 watts—CBS—ABC—DuMont 
Source; SM Survey of Buying Power, 1955 


Area Within Grade A G B Contour Lines: Mahoning, Trumbull, Columbiana Counties, 
Ohio; Lawrence and Mercer Counties, Pa. 
UHF TV Sets in use: Nearly 155,000 


Potential Viewers: 525,000 
Sources: ARB, Hooperatings Fall, 1954 


Retail Research Institute, Nov. 1954 570 ke—5,000 wotts—CBS 


RATINGS 

Wee Ss 
- of firs programs 

coomen, Borg: oo Nev. 1954: YOUNGSTOWN, OHIO 
tte se Represented Nationally by 


C. E. Hooper 
WKBN Radio leads Morning, Afternoon and Evening. q mer 
(Complete data available on request) Poul H. Rey Company 


Wh... . The “SM” symbols mark original, exclu- 
OHIO — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Mm ESTIMATES SM INCOME ING 
J 1/1/85 ‘ ESTIMATES— 1954 ESTIMATES—1954 CONTROLS 
COUNTIES | | FIVE STORE GROUPS 
CITIES /Urban-| “ (in thousa.sds of dollars—add 000) 
er 
Fam-| } 


ef? 


motive 


General | Rate 
| 


1,124) 7,320 
473) 4,791 
313,008 | 40,475 59,390 
330,137 264,414). 29,253 y 51,677 
22,607| . 6,044) . 575) 60) 
84,154 63,633). 5,883 12,498 
58,004). 51,382| . ; 5,148 11,875 


8 
— 


Be 


2,007 
611,361 


= 
oo to 


~ © 


70,892 49,706) . 1,068) 8,463) 
10,156) . 20,524 280 4,711 
24,277 17,818 1,592 | 3,584 
42,478 ’ 33,921 1,137 | 7,331 
11,7 ‘ en . 682 4,958 


0406) 108,106) . 75,818) 3,680 | 6,285) 17,183 
18.2 - ; $2,172) . , 29,120} 0171] 3.54 7,611 
11.2} .0069 23,6791 . 22,342] .0132 4,923} 2,059 2,952 


2 Youngstown is in Mahcning and Trumbull Counties. Before using these figu see explanation 11 
” — © SM, 1955. 


4 and 4 See end of state for SM Metropolitan County Areas. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 
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Your Advertising Reaches 


OHIO’S HIGHEST PAID WORKERS 
in the DAYTON, OHIO, MARKET! 


When an area leads all other Ohio metropolitan cities in average weekly industrial earn- 
ings for eight consecutive years, it’s no wonder advertisers find it a potent sales producer. 


And that’s exactly what’s happened in the rich Dayton, Ohio-Miami Valley area. For 
eight years, average weekly earnings have led all Ohio cities. Here are the average weekly 
industrial earnings for 1954: 


Dayton, Ohio, Cleveland, $81.47; Toledo, $78.85; Youngstown, $77.14; Canton, 
4.05; $75.33; Akron, $71.92; Cincinnati, $71.09; Columbus, $66.69. 


Only the Dayton newspapers cover the rich one billion dollar nine-county sales area of 
the Miami Valley. And 75% of the area’s annual sales are made to families who read the 
Dayton newspapers. 

For MORE SALES and GREATER ADVERTISING RESULTS, be sure to get full de- 
tails on the DAYTON, OHIO-MIAMI VALLEY AREA. 


THE DAYTON DAILY NEWS-JOURNAL HERALD 
Represented nationally by SAWYER-FERGUSON-WALKER COMPANY 


0 The “SM” symbols mark original, exclu- 
OHI! a’ Beans _(Continued) . _sive estimates by SALES MANAGEMENT. 
. ‘ 3 : SALES AND 
POPULATION EPFECTIVE BUYING RETAIL SALES ADVERTIS- 


7 ING 
— OD 2D Fs: ESTIMATES 1954 JM ESTIMATES—1954 CONTROLS 


COUNTIES Li oe fps Se ~~ FIVE STORE GROUPS — ie 
CITIES Urban-| in thousands of dollars—add 000) 


_____} Buying |Qual- 
Power ity 
General | Furn.- Auto- 


Food Mdse. | House- | motive | Drug 
Radio | 


: 1,413 996 205, 1, oe aa 

.2725| 131.4/379.3 054). 189) 3148) 4.073 131,212) 75,403) 25,518) 94,072) 10,000 
-1665) 81.4 b5,655| . ° ae 101,245 74,163 22 ,457 $l, 427) 16,768 -2251| 135 
| i | | | 

oon} 4.4}... , .0052) 996/3, : .0054| 2,265, 1,856 448 190| a 157] .0059| 73 
Morrow 1) 0111} 5.2) 116). .111)3, .570|  .0074| 2,417/ 2.766 227 220; 2,043 161) ~+=—«.0084| 76 
Muskingum -5| 0483) 23.8) 43.4 . ; ,439\4, 429) .0420| 3,001, 18,154 enn 4,579 14,909 2,063] .0448| 93 
A Zanesville 1} 0259] 13.1] ; 0,214) .0348| | 13,126} 4,835] 3,958} 12,782) 1,884] .0290| 112 


} 


-0072 2.5) .. 1". ‘475 “0048: ‘981 3, 7,986) .0047| 2,282 1,310 1,020 _ 227) 1,388 90} 00651) 71 


aa and ;a See end of state for SM Metropolitan County Areas. ° SI E 5. Before using these figures, see explanation page 11. 


DAYTON, OHIO IN THIS ISSUE 


Birthplace of aviation, home of Wright- C... r of comm nd 
Patterson Air Force Base, headquarters bers 2 areas Foreword 


of all air force procurement and supply. development boards are best Industrial Data Section 


Sila eal 2 ‘ : equipped to provide up-to-date Senin tenon Rattlen 
ore than industries — large an “fl : 
small — are successful ‘and expanding and reliable information on con Growth Trends: Population, 
their operations in the Dayton area. ditions, resources and facilities Sales, Construction 


© bat in their respective cities, states Metropolitan Areas 155-212 

We suggest you investigate the reasons : 7 
behind this great growth. or areas. Your inquiries to any Leading Counties 121-152 
Write: or all of them will be answered County-City Section 223-756 

DAYTON CHAMBER of COMMERCE with prompt and courteous co- Territories |. 757-758 


Biltmore Hotel operation. Canadian Data 760-807 
Harry R. Hall, executive vice president 
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DIXIE MARGARINE RUNS 
TIMES EVERY MONTH 


42 LINES THREE 
1720 LINES YEARLY 


Portsmouth (Ohio) Times Sells Local 
Grocers 3094 Lines of 
Tie-In Space!! 


Yes, national advertisers get “above average” merchandising 
cooperation when they use the powerful advertising columns of 
The Portsmouth Times. This is a typical demonstration proving 
that it isn’t always large space that “pays off”, but even small, but 
frequent, advertisers succeed in this market. The Times is the only 


medium which blankets this entire atomic energy market. 


THE PORTSMOUTH (Ohio) TIMES 


for 103 years a dependable institution 


A Brush-Moore Newspaper, represented by 
The John W. Cullen Co. 
Affiliated with Radio Station WPAV-WPAY (FM) CBS 


The ‘ ‘SM” symbols “mark “ original, exclu- 
sive estimates by SALES _ MANAGEMENT. 
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COUNTIES 
CITIES 
Total 

“hou- 
sands 


Ottawa.... 
Paulding 


Perry... 
Pickaway 

Circleville 
Pike 


Portage 
Ravenna-Kent 
Ravenna 
Kent 

Preble 

Putnam 


Richland 
AMansfield 
Shelby 

Ross 
Chillicothe 

Sandusky 


Fremont 


Scioto 
Portsmouth 
Seneca ; 
Tiffin. .. 
1 Fostoria. . 


LATION 
y EST MATES 


|Urban-| 
Fami- | ized 
lies | Popu- 
thou- | lation 
sands) | (thou- 
‘ nds) 


9.6) 6.1 


1 Fostoria is in Hancock, , Seneca and Wood Counties. 


4 and 4 
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ag tn BUYING 
NCOME 


aD 


ESTIMATES—1954 


U.S.A.| ita | c 
| 


RETAIL SALES 
ESTIMATES—1954 
~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General | 


Furn.- Auto- 
Mdse. 


House- | motive Drug 
Radio | 


-0224)1, 782 5,840 
.0074|1,212| 3,970) 


.0051}1,415/4,599 
17,611) .0070| 772\2, 
111,347 
4,879 
18, 258| 
26,021 
40,577 


-0443}1 ,575)|5, 
0177\1, 909}7, 1 
.0073}1,722!5,706 
.0104/2,065|8, 674 
-0162|1,375)4,718 
0135|1, ene. 536 
072811, 823)6,1 
-0404)2, 154|6, 762 
0068/1, 957/6, 082 
‘02881. ,242|4,471 
.0167}1,578/4,979 
.0300| 1 ,570/4, 
eee! Sey 


-0131)1,645)5 ,393 
-0098! 1 ,653/5 354) 
-0155)1,264/4,411 

73|1 , 483)4 715 


84, 452/ 
15,504) 
59,808 
48,058) 
54,904| 
33,629) 


94,062 
76,918 
57,216 
26 , 854 
19,750 
28,275 
18,373) 


0109) 2, 187 
0182) 3,954 
0112 

0133) 3,655 


-0442| 3,816 
0276 
0147 
-0129 
-0128| 2,523 
-0139) 3,161 


0677) 3,878 
0497 
0091! 
0362) 3,992 
0283} 
.0323| 3,497 
0198) 


.0553| 3,266 
0452 
.0337| 3,426 
.0158 
0116) 
.0166) 3,213 
.0108 


} 


7,313) 
2,556 


1,773 
743| 


3,678 
4,447 
4,038 
4,160 


633, 
1,030) 


18,071) 

10,268} 

4,503| 

5,755 

4, 228) 

1,415) 4,404 
6,355 
4,738) 
661) 
2,633) 
2, 386) 
3, 427) 
2, $83 


21,507 
13,145 
3,233 
13,380 
11,385 
9,600 
5,863 


— 
16,131) 
10,325 
5,772 
3,745 
6,042 
4,213 


5.401 
5,190 
2,705) 
1,551) 

— 
1,268) 

064. 


See end of state for SM Metropolitan County Areas. 
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Along With Ohio's Metropolitan “Musts" 


BUY BRUSH-MOORE 


cantons EM a. In the cities they serve, Brush-Moore Newspapers hold a 
o manen aN 3 position as “part of the family” because of the extensive 
rom oe local coverage they provide. Advertisers in Brush-Moore 
ane Newspapers enjoy this same respect, attention and 
D " confidence. Results prove it! 


Like a letter from home, our papers a 6 “ONE-NEWSPAPER” Markets 


bring their communities into every ; 

reader's li room a warm, : i 

7. each sega : with a BILLION DOLLARS 
inspires confidence. Es plus in retail sales! 


BRUSH-MOORE NEWSPAPERS 


* THE CANTON REPOSITORY + THE MARION STAR ¢ THE SALEM NEWS 
¢ THE STEUBENVILLE * THE EAST LIVERPOOL REVIEW 
HERALD-STAR * THE PORTSMOUTH TIMES 


p ted nationally b represented nationaliy by 
STORY, BROOKS & FINLEY JOHN W. CULLEN COMPANY 


OHIO — (Continued) | sve estimates by SALES WARAGEMENT, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
” a 


r INCOME wc, 
JM /1/85 JM ESTIMATES— 1954 ESTIMATES— 1954 


COUNTIES 
CITIES 
Total % 

sands) | U.S.A. 


.1892 
.0740 
.0206 ; | .0229/1,715 
0172 ' 0205) 1,834 
-3302|1 , 859 
2207/1 ,913 
-0214/ 1 ,800/6, 
0287/2068 
.1172/1,704 
0405) ! , 898 
.0130}1 ,870 
.0073} 1 ,739/6, 523) 


Be 
| 

0412 1 aka 
| 


0083) 1 yon age 
0065) 1, 601|5, 105) 
.0108)1 ,259/4, 184) 
-0177/1 ,561)/4,926 
19,214] .0077 1,700}5.287 


8} .... 8,432) .0034) 767/3,011 
12.2) 11.3 | 60,207} + .0239|1,403)4, 
1.5 8,806} .0035|1,761/5,871 
14.2) 16.4 53,616} .0214/1, 163|3,776 
5.2 24,788 


| | | | | | 

17.8| 25.1 | 92,344. | 0442, : ,194| .0394) 101 

4.5) 28,814, . ,960)6, 349). ; 6 040) 3,436 , 226} a .0142| 158 

0171) 8.8} 11.0) 39,787, . 436/48 194). i 8, | -0170| 99 

-5| 0300, 18.3) 28.0 | 100,579 \S, 977). | . | 0381) 98 

Bowling Green 3} 0076, 2.6) 22,739) 0091) 1,849|8,746 : | 4,913} 3, 7] .0098| 129 
1 Fostoria | 


I Fostoria is in Hancock, Seneca and Wood Counties. © SM, 1955. 4 and A See end of state for SM Metropolitan County Areas. 
2 Youngstown is in Mahoning and Trumbull Counties. Before using these figures, see explanation page 11 
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THE ACTIVE 
AKRON MARKET 


| Retail Trading Area | 


‘ 
& 


You get full coverage of Akron, Ohio’s $990,000 
plus market at one low cost in either the EVE- 
NING or SUNDAY Beacon Journal. Akron is 
the only Market of its size in the country with 
ONE powerful newspaper — an outstanding 
buy at its low cost and high coverage. R-O-P 
color is also available. 


AKRON BEACON JOURNAL 


EVENING AND SUNDAY 
JOHN S. KNIGHT, Publisher | 
STORY, BROOKS & FINLEY, Representatives 
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EFFECTIVE BUYING 
cM INCOME 
ESTIMATES—1954 


Metro- 
politan| 
Area 


Dollars | af sal 
jy U.S.A, ily t Per General 
~ House- Drug 


28,636, .0114/1,357\4, . i 900, 4, ; 396] 0115) 


’ 
Total Above Cities 5,020.7 7 3. 0882/1, 527. 5 9,884,043) 3.9363)1, ’ ,629, . 1,877, 699) 999 , 705 


403,678|1 , 483 ,332/225 , 429 3.9330 127 


8,555. a 5. 2624|2, 558. sien 8]14 991,914) 5.9697 705, . 3,793|2,446,354|1,080,438) 474 ,376|1,816, 474/267 ,030) 5.7497| 109 


446.1) .2744| 133.8) 389, ri 829,353) .3302|1,859/6,1 ° : 3,906, 137,926) A . F . -3122| 114, 
307.6) .1892) 90.3) 222. 524 , 369 sce pi by 333,731; . 3,696) 84,523 . ’ . 
968.6) .5960) 307.0) 896.0) 1,740,519) .6930|1,797\5, 1,147 906) . 3,738} 303,957 ’ ° , , -6681| 112 ' 


1,572.5) . 473.7|1530.4) 3,321,895) 1.3227)/2,112|7,013] 2,007,787) 1. 4,238) 843,803 ’ , . 125 
551.3) . 163.7} 491.8) 1,094,718) .4359|1,986/6, 663,308} 3901) 4,052} 146,360 , , ; -4028| 119 
511.1). 151.0) 418.1) 999,947) .3981)1,956/6, 596 922 3,963| 145,446 ’ A . . ~3672| 117 


163.0) . 46.7| 116.9] 288,764) .1150|1,772\6,1 194,710} .1145| 4,169) 53,792 , . ? . .1119) 112 
95.8) . 28.9| 69.3) 157,077, .0628/1,640)5, 111,238). 3,849| 25,368 : . x . -0627| 106 
47.6) 116.5] 294,959) .1174/1,797/6,1 183,542} .1079| 3,856) 51,934 " , ; . .1113) 110 


36.5) 90.1] 208,325, .0830|1,733/5,708| 126,115) .0742| 3,455, 29,938 ’ : ' 0785) 106 


© SM, 1955. 0 using these figures, see explanation page uu 


Sales Management's 


1955 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 


2. County names .. . for all U. S. Counties . . . most legible of all 
the many outline maps we have seen. 


Shows 
3. Differences in retail sales volume indicated by County shad- 
at a glance ings... 

Red—for counties with $100 million or more. 

Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 
Blue—for counties with $10 million to $25 million. 


of every county . 1570 cities with retail sales of $20 million or more. 


comparative 


Retail Sales Strength 


... 27’ x 4” 5. City populations indicated—(as of January 1, 1955). 


. Special blown-up projections of all congested small-county areas, 


- in 6 colors with county lines and names clearly indicated. 


. Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


Check any Source.. 


THE CLEVELAND PRESS 
IS YOUR 


ONE BEST BUY 


A. INTHE RICH CLEVELAND MARKET. 


Rather than bothe: you with a lot of statistics, we suggest that you consult this book 
and all other dependable sources of market and medio information. No matter where 
you hook among these accepted sources, all answers point to one logical conclusion in 
Cleveland—The Cleveland Press is your one best advertising buy in this rich market. 
In addition, this newspaper is also famous for the quality and quantity of research it 
provides for advertisers. 
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OHIO — Metropolitan County Areas — (Continued) sive. cotinata’ te SALES MARAGENENT. 


SALES AND 
| EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


@D INCOME TM ING 
ESTIMATES—1954 Vv ESTIMATES—1954 CONTROLS 


] FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Per Buyi 

V/A 

of Cap- Sales | fon 

.S.A.| ita . Per General | Furn- | Auto- Index 
a ~ Food Mdse. 


U. 
House- | motive 
| Radio | 


-3529|2,093 133,956) 72,670 29,454| 117,440 


2132/1, 621)/5, 316,142 94,189 sa 19,002; 61,552 


39751 ,774/6, 600,746) 162,281; 64,452; 30,731) 114,501) 13, 
-0728)1 ,823)6,1 115,190 24,809, 14,411 | 21,607) 2,551 
-0462)1 ,540)4, | 19,698) 4,736 13,087) 1, 

| 
53.6 -0487|1 ,237/4, 94,062 24,583, 11,002) 18,107, 2,374 
0483, 8) 43.4 0450/1 ,439/4,7: 71,429) . 16,154 5,733 14,909) 2, 


Total of Areas... 6,591.5) 4.0547'1,974.9 5539.7/12.413,644 4.9430/1 8836, 286 7,715,925) 4.5378, 3,907'11,998.717 966,742 362,441 1,409, 379/227 503] 4.8436 115 


OH!1O— GD Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
COUNTIES 
CITIES 


see 4 See { m- | 
s210.3.98| 50-6. 17.0004 Over $0-2,499 omega a $4,000-6,999 oes 
% ; | 


% ’ 
ime | im | Ine % im | © im | © in | & ine 
Units come | Units | Units Units come | Units come | Units come | Units 


COUNTIES 


35.2 | 12.0 24.5| 2. . Wiis altel " 0 12.0 | 29.3 25.3] 29.1 40.3)| 8.6 
18.7 | 34.8 40, . " ; i j 31.5 10.7 | 27.5 22.3 8 38.7 | 
17.7 | 35.4 40.8 | 13.3 33. . 9 9.7 | 28.9 22.2| 30.9 38.0 | 
| 31.1 y J eae a B 8.9 | 26.5 19.3 5 37.9 
| $2.7 
| 35.6 41. é . 5 16.4 | 25.4 23.4 | 23.2 34.2 
| 37.9 39. : ¥ Syne . 1 19.7 | 22.1 21.5 7 33.9 
39.4 45. . . 0 7.2| 23.8 16.3 | 37.6 41.2 
| 15.0 27. . , 9 7.1 | 23.6 16.0/ 37.9 41.2 | 
14.1 : . ‘ 8 10.3 | 29.2 23.1 9 39.1 
8.6 | 29.1 21.8 | 33.4 40.0 | 
14.6 | 29.7 27.2 | 25.2 37.1) 


13.6 | 29.6 26.4 | 26.2 37.2 
6.4 | 22.6 14.3 | 34.5 34.9 | 18 
6.7 15.2 | 34.6 36.2 
3.8 | 12.3 4.7 | 25.7 18.5 

‘ 22.5 | 39.8 | 
26.9 
29.8 
36.1 | 
37.9 | 
40.4 
33.7 | 
37.0 


Martins Ferry.. 
Brown 

Butler 
Hamilton. 
Middletown. 
Carroll 


28.8 
Champaign 
Urbana. . 
Clark 
Springfield 
Clermont. . 
Clinton... 
Wilmington 
Columbiana 
East Liverpool 
Salem 
Coshocton... . 
Coshocton 
Crawford. . 
Bucyrus 
Galion . 


“ae 
Neu nN eee ar se 


awe &2w@wwe 
im Go to oe to ot © @ - 


_— 


Cambridge 


Hamilton 
Cineinnati 
Norwood 
Reading 


Lockland 


36.0 | 
34.9 
44.3 | 
43.1 | 
41.3 
38.3 
38.0 
34.3 
36.4 | 
36.7 
39.0 
39.8 
30.2 
34.2 | 
33.7 
40.7 | 
32.8 
42.6 
39.4 


ee ee 
“ @ = @ 


ueceouscereadvd oan wv 


“a im im bo & bo im & bo bo to to mm 
~ & 


- 2 
ee ee 


oo & 


29.2 
28.3 
26.0 
21.3 
32.1 | 
26.6 
32.6 
26.0 
28.4 
19.0 
15.9 | 3: 


Cuyahoga... . 

Cleveland 

Lakewood 5 § Highland... .. 

Cleveland ; Hillsboro 
Heights. ... | 

East Cleveland 

Shaker Heights. 

Euclid 

Bedford 

Rocky River 

Parma 

Garfield 
Heights. ... 

Berea. . 

Maple Heights 

South Euclid. 


sa 
“Nn coocoe# ww © @ @ 
“ necoe eae eo 


ws 
a a ee 


oa 
oe ee ee ee ee ee ee ee ee! 


Ren raarmae aos 
se Ow 


aoe 
a 
o> & 


—Saensnoawa 
4 


o@ = wt & S we 
~a bo bo 


30.8 7 36.2| 3. 
26.0 | 28.4 42.4) 5.6 16.6 
16.8 | 37.8 41.1 | 13.2 35.2 


0 

8 

Jefferson... .. 8 
2.9 14.5 | 38.8 39.4) 15.4 40.0 

8 

1 

5 

3 


Steubenville. . 
Knox. 
Mount Vernon 


23.2 40.3 8.5 24.8 
19.9 | 34.5 42.2 | 10.5 28.6 
University 10.7 2 4.0 | 18.9 39.9 

Heights . . 5 Be * 2 3.8 | 24.3 ; . Painesville 10.9 | 44.0 | 18.3 39.6 
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Dist & 
to im © te to im 


WSPD... — WSPD... 


TELEVISION | Adrian RADIO 
316000 WATTS ae - 5000 WATTS 


WILLIAMS FULTON 


® OTTAWA 
Montpelier Port Clinton 
DEFIANCE SANDUSKY 


OTTAW Defiance Fremont 
\3 
i SENECA 


SANDUSKY Se Tiffin 
Tiffin Fostoria 


SENECA 


WYANDOT 


U. Sandusk 


Population. . wisccsscnseeanee 


Population | Toledo ranks high in the nation’s 200 leading areas... ee eee 


Families 
Television Homes @ 38th in population @ 33rd in total income @ 37th in retail sales Radio Homes ++ +290,276 


Percent tuned to WSPD-TV © 39th in effective buying power @ 6th in buying power per capita 
0 dag @ 7th in buying power per family @ 34th in Food sales @ 34th in mt RO 
setae ; Gen. Mdse. @ 37th in Furniture and Household sales @ 31st in Auto- 
EFFECTIVE BUYING POWER motive sales @ 35th in Drug Sales. EFFECTIVE BUYING POWER 
Total. ..... $2,529,978,000 SPeeDy daily entertains the people whose buying habits account for ee eeeeeeee+$1,766,650,000 
gS OPES aD rey $1,495 Toledo's high rating. Per Capita eeeee $1,505 
Fer Foamy. Authority for above listening and market information: Nielsen Cover- ae. - conkseset «1 0GGam 


age Service; Sales Management Survey of Buying Power. RETAIL SALES 


; See-— TELEVISION $205,912 
Gen. Mdse . Ue TOLEDO OHIO . seeeeee ’ 
Furniture & Household fa ; . $60,552 

: as ...$345,510 : occccces $246,074 
ee "a pede Represented Nationally ferret 
Dt ee eee P Gneres Groedecchag Compeny by KATZ ee eesecevcesees R 


TOM HARKER, WAT SALES DIR. 118 & S/th STREET, NEW YORK 


OH | ! 0O- _- @ Income Breakdown of Consumer Spending Units - _— - (Continued) 


Tee In- NET INCOME GROUPS, 1954 | NET INCOME GROUPS, 1954 
a) come 
COUNTIES | Con- | per yg tk a BE eee COUNTIES | Con- Toe ee abate Rts LE 


CITIES $0-2,499 $2.500-3.000,$4.000-6.908 w- 385.0008 oer CITIES $9-2,499 | 2,500-3,900 | $4,000-6,999 $7,000 & Over 
sumer % % % % % % % 


% Mm) % | ul in | % in 
Units come | Units come | Units come | Units come 
Lawrence 
Ironton 
Licking. 
Newark 
Logan.. 
Bellefontaine 


39.2 d A Mansfield : . ¥ 21 
41.7| 9.2 25. Shelby 215, 19. 
39.7 | 9. . Ross ; é 36. 
41.7 | 10. . Chillicothe . 31. 
37.9 ° . Sandusky... .. id 25. 
41.7) 8. Fremont 
42.2 s Scioto 
41.5 A | Portsmouth 
43.1 . . ; . le . 9.6 
37.0 | 21. ‘ 
36.8 | 21. . J i . ’ 23. 7.1 
30.0 a. 
30.5 . e Sidney , . . 9.8 
Stark ‘it . . 6.6 
38.2 . x Canton B . 7.0 
37.7 | 17.2 Massilon. .. .. d . 6.7 
39.7 ° . Alliance a 3 7.6 
40.3 9. e Summit , 6 ° 5.2 
r 41.8 | 9.7 2B. Akron . 7 6.6 
8.1 17.3 5 40.6 | 13 Barberton " . 5.1 
7.4 | 22.1 15.1 | 38.1 41.7 Cuyahoga Falls} 4 : 3.3 
21.9 | 28.1 30.5 | 18.9 32.8) Trumbuil 
| Warren 
Niles 
Girard 
Tuscarawas 
New 
Philadelphia 
Dover 


5.6 | 23.9 
5.3 | 24. 
13.2 | 27. 
10.8 
8.0 | 
7.6 


| 17.0 41.7 
16.3 38.2 
8.2 24.2 
9.6 26.6 

| 11.5 29.6 

| 12.8 32.5 

| 7.38 22.6 
8.6 25.8 

| 10.7 27.7 

10.3 27.8 

13.0 31.2 
8.3 23.5 
8.9 238 

35.4 
35.0 
35.1 
36.6 
38.3 
37.6 
34.3 
47.6 
37.4 


cearansee aero bw && 
_F se 2 


pour one eres e ee) 


Mahoning 
Youngstown 


— 
o 
on 


NeSL eee uae i 


Campbell 
Marion 
Marion 
Medina 
Medina 
Meigs 


ceaousoune 
Seeee 
SSSS5s 


~- 
a 
te 


Mercer 
Celina 


n 


27.0 19.5 | 30.6 35.5 

16.0 | 32.3 33.7 | 

Miami 19.1 | 36.3 41.2 | 
Piqua 19.0 | 35.5 40.9 
Troy § . . 24.4 16.4 5 40.2 
Monree S i k 6 | 25.0 32.4 / 12.5 26.0 
Montgomery .. x . -5 | 20.9 13.0 | 39.5 39.5 
Dayton “. \ y -0 | 21.7 13.9 | 38.2 39.3 
Morgan ‘ ’ . 5 | 31.3 36.3 7 27.3 
Morrow \ ‘ 5 16.9 -1 30.0) 24.3 38.8 | 


38.5 
40.9 


an 
cwenaowew eave onwowmreHanaweeonwnwre 


so 


° 


we 


Union 

Van Wert 

Van Wert 
Vinton. ..... 
Muskingum 414, 2 12.2 | 27.3 22.4 5 37.6| 9. F Warren. . 
Zanesville ‘ s ? 10.6 m 22.1 | 30.3 38.3 ‘ Lebanon 
23.9 | 29.2 33.0/ 15.8 28.7) 4. : Washington... 
6.6 8 15.8 5 43.1 . * Marietta. . 
3,823 1 12.7] 31.6 28.0 | 26.6 38.0) 7. 

3,425 16.7 | 31.7 31.4 | 22.8 36.3/| 5.5 15.6 
3,871 5 13.5 | 29.9 26.2 | 24.1 33.9/| 9.5 26.4 
Circleville 2 | 4,028 | 35.5 12.6 | 28.8 24.3 | 25.3 34.2)| 10.4 28.9 
Pike 6 | 2,649 | 57.7 31.1 6 36.7) 11.4 23.4) 2.3 8.8 
Portage a 9 | 4,208 | 35.5 11.8 | 22.8 18.1 | 30.7 38.8 | 11.0 31.3 
Rabenna .0 | 4,543 2 7.9} 28.0 21.0 | 36.3 43.5 | 10.5 27.6 
Kent 5 | 4,006 | 51.3 18.3 | 16.0 13.6 | 20.0 27.1 | 12.7 41.¢ 
Preble . —_ 5 10.9 | 26.9 22.2 | 32.1 42.5 | 9.5 24.4 iti 1883.4 | 5, 5 6.~ | 22.9 14.8 | 35.8 37.1 | 16.8 41.4 


22.3 
31.4 

33.3 

8 97 

19.5 | 36.3 45.4| 9.7 25.5 
19.0 | 35.8 43.7 | 10.3 27.7 
30.4 | 21.1 34.3| 5.3 16.6 
28.1 | 24.0 36.0) 6.9 20.5 
19.5 | 30.4 37.8 | 11.5 31.9 
17.3 | 27.5 34.3 | 12.8 36.2 
24.1 | 28.1 38.5 | 9.2 25.0 
17.5 | 28.5 36.1 | 11.6 33.9 
18.2 | 18.4 31.4 | 6.4 24.3 
28.3 | 26.9 37.3) 8.8 22.9 


-sUomreanesdd 


Brae pcre merely <a 
Sore weeH oven ovsowea 


Putnam....... 4,131 | 29.6 10.1 | 83.7 27.7 | 35.2 | 10.2 27.0 wes - nS RES bee |—______ 
Richland 6,200) 21.8 5.9 | 24.7 16.0 | 38.1 39.7 | 15.4 38.4 State Total. ...13017.7 | 4, 6 | 23.9 16.3! 34.5 37.9 15.1 38.2 


4 4 | k i, i 
OKLAH O M A— - Counties and Cities — {hanes doth Contre States: _ sive estimates by SALES: MANAGEMENT. 


rz Pop 
NUMBER OF OUTLETS | (in NUMBER OF OUTLETS _ 
City County s.)| F | GM besesae A D City County thous.)} F | GM|FHR; A | D 


Okla. state map—page 592 os 


—_———|§ —$ | —— |] ———— | —_ — 


Lawton ..Comanche...... .| 21; 44 
McAlester . Pittsburg. . 19 29 
Miami. ... Ottawa 13 22 
Midwest City... .Oklahoma. 1 2 
Muskogee. . Muskogee 28) 52 
Norman..... Cleveland 15 20 
Oklahoma City.. .Oklahoma 140} 215 

Okmulgee 16) 31 
Pauls Valley... .. Garvin. il 13 
Ponca City. “ 144 30 
Sapulpa 12 28 
Seminole. . 10 20 
Shawnee... . Pottawatomie. . 14 27 
Stillwater........Payne.... 15 22 
Tulsa. . Tulsa. . 119} 155 
Ww oodward. Woodward.... 6 20 


Before using these figures, see explanation page 11 


Ada. . Pontotoc 
Altus Jackson 
Alva. . Woods 
Ardmore .. Carter. . 
Bartlesville .. .Washington 
Blackwell > « de 
Chickasha Grady. . 
Clinton. . .... Custer. 
Cushing. :.... Payne. ... 
Duncan Stephens. . 
Durant. ... Bryan 

El Reno.. .... Canadian. . 
Elk City. .... Beckham 
Enid Garfield. . 
Guthrie Logan. . .. 
Guymon Texas. 

© SM, 1955. 
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_ 


lPUIOUND SUNOS DaBUOD 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
ereas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


_OKLAHOMA — (Continued) 


4 


COUNTIES 
CITIES 


Total Q% Fami- | ized 
thou- of lies | Ponu- 
sands) | U.S.A. | (thou- | lation 


Atoka 


Beaver 

Beckham 
Elk City. . 

Blaine 


Bryan 
Durant 

Caddo 

Canadian 
E] Reno 


Carter 
Ardmore 

Cherokee 

Choctaw 


Cimarron 
Cleveland 

Norman 
Coal 


Comanche 
Lawton 

Cotton 

Craig 


Creek 
Sapulpa. . 

Custer. .... 
Clinton. . 

Delaware 


Pauls Valley 
ee 

Chickasha. . .. 
GE, cssiives 


Greer.... 
Harmon. . 
Harper ‘ 
Haskell...... 
Hughes. ... 
See Seminole- 
Wewoka- 
Holdenville 
© SM, 1955. 


The Industrial-Minded State of 


OKLAHOMA 


Offers industry choice plant sites 
served by low-cost utilities. 
mid-point 
your market area embraces: 

> 37 MILLION Population, with 
$53 BILLION Annual Income 
$39 BILLION Retail Sales 

$37 BILLION Bank Deposits 

For Details, Write: Czar Langston 


DEPT. OF COMMERCE & INDUSTRY 
State Capito! Bidg. + Oklahoma City 


Locate 


in transportation, where 


MAY 10, 1955 


Urban- 


EFFECTIVE BUYING 
JH, ESTIMATES—1084 


i ad 

Net G, Per | Per 
Dollars of | Cap-| Fam- 
(add U.S.A. | ita ily 


0048} 2, ‘472 
-0037 1,847| 


0023) 1,867 
0124/1 ,402 658) 0122) 2,910 
-0052/1,505/4, 2) .0063| 

Me es 3,401 -0062| 2,542 


-0084) 799/2,751 ; .0116| 2,548) 
.0043]1,061/3,383]  15,557| .0091| 
pon 982/3,385 ’ 0136) 
.0129/1,266/4,304] 19, .0113 
.0062 1,480/4,212 3,090] 0077 


.0195|1, 230 3,947 ; .0237 
0111/1, 332! 3, 996 30,9 -0182) 
.0047} 654/2,532 , .0051| 
.0053| 718/2,643 


.0036|1 ,724|6 403 
.0223/1 ,252'4,976) 
.0175|1,433/5 925 
.0018| 626/2,579 


soar, 

02821, 234|3,984 

0037) 967|3, 438 

0052) 737|2,867 
| 


i 
.0178|1 ,103|3,624) 
.0067}1,259/4,114 
-0099}1 ,234/3,977 
-0049/)1,441/4,711 
-0038) 680/2,4 


-0029} 880|3,008 
-0043|1 , 509/4,725) 
-0340|1 ,495|4,843 
.0248]1,566/4,793 


0122/1 ,035)3, 
-0036}1 ,210'3 ,782' 
0147/1, 106/3,621 


-0084) 1 ,287|3, 984 
-0058) 1464/5 ,048) 


0045/1, 013/3,812 
.0043}1, 457/4,969 
-0038)1, 54/5, 234 
.0035| 696/2,827 
.0063} 848/2,936 


RETAIL SALES 
ESTIMATES— 1954 


(in thousands of dollars—add 000) 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 
~ FIVE STORE GROUPS = 4 


Furn.- Auto- 


Radio 


192) 
175 
319, 


800) 
423 


am 
ZaS 


— 


S328 8828 & 


Before w using these figures, see explanation page 11 


y organizations are best 
equipped to provide up-to-date 
and 


reliable information on 
conditions, resources and facili- 
ties in these cities, or the state 
or area. Your inquiries to any 
or all of them will be answered 
with prompt 


and courteous 


cooperation. 


OKLAHOMA CITY 


LEADS ALL 
MAJOR CITIES! 


SEE ADVERTISEMENT IN 


““OKLAHOMA"’ SECTION 


eee ee ee SS Eee 
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Se ETT FT T. 


KLAHOMA | 


maAY 


tion to tte Elfective 
Buying Income. 


OMFUSKEE 


CLEVELAND 


SVSNVNYV 


MeCLAIN 


OTTAWATOMIE © 


GARVIN 


|‘ FLORE 


TULLMAN 


COTTON Beceteieng JOWMSTOM 
JMARSHALL 


McC URTAIN 


OKLAHOMA — (Continued) SY aps . Bee ate 


ve ‘ SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


INCOME ING 

@D ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
COUNTIES | | | FIVE STORE GROUPS 

CITIES Urban- | Coun- (in thousands of dollars—add 000) 
| Fami- et ys Dollars | yt Re Reims, % | «Buying | Qual- 
Popu- Cap- add Power | ity 
U.S.A. ita | ily S.A. | General | Furn.- Auto- | In- 
| House- motive Drug | dex 

Radio | 


EERE SESS es 
-0091 1, 1593, 703} 
sr ae kg 13,819] 


769, 3,647) 516 
576 3,462 396) 

| 
po 6,979) 
0026) 661 3,378 
F .0300}1 ,483 53,040 
Ponea City... 22. ‘ 5 -0156) 1 ,736)5, 31,649| 
Blackwell... 6). ; 3, .0053} 1,386 13,793} 
1,133 1,00) 
1,125 14,737) 
3,641 


736, 1,089 

154) 427, «171 
244) 13,874) 2, 
2,251; 8,519) 1,233 
731 3,820) 681 


2,533) 4 
3,038) e 
637) "1 
3,904 446 
4,100) 464) 
3,383; 483) 
2,922) 351 


16 ,832 
16,797 
14,483 
10,920) 


i) 
= 
= 
o 


§ 858 882 228: 


e888 822 822 5952 53 


-_-—— 


3,258 
8,525 
12,311 


752 128 
1,778 
1,718 


e885 882 523 2293 882 22282 23) 


8,181 
6,125 
4,523 


1,365 
1,167 
808 


_~—_— 
a 
— 


Bg82 3 


. 


13,327 

8,606 
46 ,622 
40,507 


1,155) 2,646 
487| 2,917} 317] + .0049) 
6,284) | 9,308) 2, 0312 
4,954 9,040] 1,720|  .0230| 95 


Before using these figures, see explanation page 11 
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In Oklahoma MORE folks listen to 


>-_ WKY RADIO... 


y than to all other Oklahoma City stations combined!* 
: SHARE OF RADIO AUDIENCE 


"% 
1% 


6 AM to 12 NOON 6 PM to 
12 NOON to 6 PM 12 MIDNIGHT 


24.3% 23.4% 


In Oklahoma MORE folks watch 
eMORNING 
WKY-TV 25 
®AND NIGHT 
OP aie: a than watch all other TV stations combined, in WKY-TV. area! * | 
SHARE OF TV AUDIENCE --- Monday thru Friday 


6:45 a.m. - 12 noon 12 noon - 6 p.m. 6 p.m. - 12 midnight 


61% 57 Re ee 57% 


SHARE OF TV AUDIENCE «+ Saturday and Sunday 


The nation’s FIRST COLOR TV station 


Owned and Operated by The Oklahoma Publishing Company 
The Daily Oklahoman * Oklahoma City Times * The Farmer-Stockman * WKY Radio 


OKLAHOMA CITY 


LOCATE YOUR PLANT OR WAREHOUSE IN 


THE CITY THAT LED ALL MAJOR CITIES DURING 
1954 IN RATE OF INCREASE IN DEPARTMENT STORE SALES! 


SOURCE: FEDERAL RESERVE BANKS 


OKLAHOMA CITY IS THE (ZeaeZread CITY OF THE GREAT SOUTHWEST! 


Within 600 mile radius of Oklahoma City: 
RETAIL SALES $39,301,759,000 
INCOME PAYMENTS $53,714,000,000 


POPULATION 37,822,000 
plus excellent labor supply, adequate power, outstanding 
cultural and educational achievement record. 


OKLAHOMA CITY CHAMBER OF COMMERCE 
OKLAHOMA INDUSTRIES, INC. 


Write for brochure 
listing choice 
industrial sites. 

All inquiries 

handled confidentially 


THE CENTRAL Cl 
—— 


OF THE GREAT SOUTHWEST 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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COUNTIES 
CITIES 


Noble 
Nowata 
Okfuskee 


10klahoma 
A1Oklsboma 
City 
Midwest City 
Okmulgee. .... 
Okmulgee... . 
Osage 


Ottawa 
Miami 
Pawnee... 

Payne 
Stillwater 
Cushing 


Pittsburg 
McAlester 


Shawiee 


Pushmataha 
Roger Mills 
Rogers 


POPULATION 


@ ESTIMATES 
1/1/55 


.0042 
0121 


gy I the 


JM 


ESTIMATES — 1954 


lars 
(add | 
000) 


46, 145) 
24,389) 
36,582 


35,490 
17 ,499 
12,632 
63,140 
30,263 
15,926 


34,290 
21,010) 
33,347) 
22,861) 
45, 593) 
35,043} 


6,714 
6,272) 
19,265) 


| 
| 
| Per | Per 


| Cap- | Fam-} 
USA | ita | ily 


-0054)1, 156) 3, 724 
-0047| 979)3, 
0046) 747|2,723 


- 2395) 1 ,636/5, 115 


. 1877/1, 701/5,081 
0114/1 ,547/5,301 
0184) 1071/3 605) 
.0097|1,219)3,752 
.0146/1, 158 3,817 


-0141|1, 149|3 697 
-0070) 1, 458) 4, 268 
.0050| +987/3,239 
0252! 1,294) 4,575 
-0121) 1,513/6, 176 
.0063/1,488/4, 424 


.0136| 877|3,089 
0084] 1,072/3,752 


0133) 1, 158/3,8 

-0091) 1,438) 4, 483 
-0182/ 1 ,065|3,56 
.0140} 1, 230/ 4,028 


-0026) 622/2,238) 


-0025) 922)3,1 
0077; 9983/3, 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS = 


in thousands of dollars—add 000) 


Furn.- 
House- | 
Radio 


General 
Mase. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 
Buying |Qual- 
Power | ity 


index | In- 


dax 


517| 
118) 


25,338] 


388,005 24,393) 
8,536) .0050| : 68) 
32,188 
19, 
614 


-0145) 
0101 
-0046! 


-0202) 
.0160| 
0171) 
0151) 
.0233) 
ey 
poe Be 1 | 
1 — 


236 


15,491 


14,403 
227 
995) 
557 
784 


1 Information received too late for evaluation and inclusion above, indicates that 
both the general merchandise and retail sales total may be understated because 


of the omission of the sales of a large new chain department store. 


594 


efore 
4 and ateosan 


ing these figures, see explanation page 11. 
ate for ou Metropolitan County Areas. 
© SM, 1955. 


SALES MANAGEMENT 


A Growing Market! 


Seventy-five thousand new citizens since 1950; 31 new suburban 
shopping centers; more than 25,000 new homes built . . . Oklahoma 
City is growing! 


How Oklahoma City Grew 
1954 vs. 1953 


Total Retail Sales 4.7% 
Department Store Sales 9.0% 
Auto Registrations 3.7% 
Residential Building 83.0% 
Electric Meters in Use 3.8% 
Gas Meters in Use 4.0% 
Water Meters in Use 

Telephones in Use 

Postal Receipts 

Bank Clearings 

Bank Debits 

Bank Deposits 

Savings & Loan Ass'n Assets 

Industrial Electric Consumption 

Industrial Gas Consumption 

Livestock Market Receipts 


Oklahoma City has continued as a High Spot City in Sales Man- 
agement month after month . . . for nine months in a row it was listed 
as one of the nation’s ‘Ten Best Cities” by Forbes magazine; its closest 
competitor was listed five times . . . department stores scored a sales 
gain of 9 per cent, biggest in the U.S. last year. 


Oklahoma City is a growing market where sales are growing. Your 
sales will grow, too, if you use Oklahoma's (and the Southwest's) 
biggest and sellingest newspapers to promote your product. 


Send for FREE booklet “What's Going On In Oklahoma City”’ 
illustrated above. 


THE DAILY OKLAHOMAN 4° 
OKLAHOMA CITY TIMES | 


Published by The Oklahoma Publishing Co. © The Farmer-Stockman 
WKY-Radio and WKY-TV ® Represented by The Katz Agency, Inc. 


MAY 10, 1955 


Tulsa, Oil Capital Of The World 
CENTER OF THE BILLION-DOLLAR MAGIC EMPIRE 


Population 305,436 * 
Annual Payroll $568,000,000 
Eff. Buying Income $497,964,000* 
Retail Sales $356,893,000* 


*Dec., 1954 Tulsa FHA Office 
*1955 SM Survey of Buying Power 
*1955 SM Survey of Buying Power 


THE PREFERRED NEWSPAPERS IN THE RICH TULSA MARKET ARE THE 


O tit CAP 


TULSA 


(METROPOLITAN 
COUNTY AREA) 


ae * NEWS PAPER'S 


‘TULSA WORLD ¢ TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO 


oO K LAH H ° M — - (Continued) _ 


The “SM” symbols mark original, exclu- 
sive estimates hy SALES MANAGEMENT. 


PULATION 
ya MATES 


gg ibe A. - (rca 


RETAIL SALES 


SALES AND 
ADVERTIS- 


HM 


SH, ESTIMATES- 1984 


COUNTIES 
CITIES 


Total | % 
(thou- | of 
sands) | USA] ( 


¥ 4 

| Popu- 
(thee. | lation 
sands) | (thou- 

| sands) 


-0225) 


Urban- 
ized 


of p- | Fam- 
U.S.A. | ita | ily 
} 


ee es 


ESTIMATES— 1954 


~ FIVE STORE GROUPS 
in thousands of dollars—add 000) 


General | Furn.- Auto- 
House- | motive 
} 


Drug 


ING 
CONTROLS 


10.3| 19.5 1 ‘204| 


| .0161|1,103)3,920 1,503) 


| 
-0170) 2,811) 6,595 10,411; 1,168 
| 
| 


$,049| 
797| 
1,128 
4,070 
3,363) 


0189 
-0091) 
.0037| 1,329 
.0249| 3,609 
0181) 


0125|1 ,220\3 ,778 

.0059/ 1 ,214/4,002 

.0046| 614/2,404 

-0199)1,301/4,282 

.0108}1 , 468} 4 , 658 
i 


6,366) 
2,689 
1,802| 
10,651) 
7,441] 
3,278 
1,698 
3,433) 
74,402) 
69,258 


2,402) 
1,031} 
314| 
2,085 
1,597 
ws 
481| 
823 


11,418} 
6,554| 
562 
9,859 
7,963 


s12 
458 
997) 


.0098| 3,557 
.0066) 
.0089| 3,078 
.2099| 4,037 
2055 


.0136|2,066|7,252 

.0049|2 ,000|6,777 

0071/1, 086/3, 

. 1983/1, 789/5,633 
.1733|1,919|5,755] 349,436 


3,994 
3,101 
3,338 
44,211| 21,070| 90,779) 11,522! 
pei 20,595| 87,805] 11,4 


4 and 4 See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


KVOQO—No. 1 Station in Oklahoma 


ONLY KVOO Biankets Oklahoma's 


No. 1 Market Plus Rich Bonus Counties in 


Missouri, Kansas and Arkansas 


os age 


4 N. E. Okla. 
Okle 30 Cos. Plus 
Py ate 14 Cos. of 
30 Counties Kans., Mo., Ark.* 


Percent of 

77 County 

Okla. Land 

Area 34.8%, 54.3%, 
Population 

°/, of Okla. 46.6 75.8 
Retail Sales 

°%/ of Okla. 43.5 75.2 
Effective Buy- 
Population figures from 1950 Census, Retail Sales and ing Income 
Effective Buying Income from Sales Management Sur- % of Okla, 43.8 74.4 
vey of Buying Power. Other figures from Research De- Bank Deposits 

partment of Tulsa Chamber of Commerce. °/, of Okla, 48.0 75.8 85.5 


*Percent is of total Oklahoma figure for 77 counties. 


d KVO0’S NCS Area Has More Buying Power** 
co Than Any Other Oklahoma Station’s NCS Area 


6? 


KVOO Retail Food Drug Automotive Gross 


NCS AREA DAYTIME Sales Store Store Sales Farm 
Sales Sales Income 
98 Counties*** 


$2,312,214,000 $486,904,000 $68,389,000 $467,499,000 $758,421,000 


KVOO HAS 22°, More 28%, More 15% More 16% More 11% More 
Than has any other Oklahoma Station in its Daytime NCS Area 


**Figures from Standard Rate & Data Service and Sales Management. 
***6| Oklahoma Counties; 1¥ Arkansas Counties; 13 Kansas Counties; 5 Missouri Counties. 


KVOO IS THE LOWEST COST PER THOUSAND BUY IN OKLAHOMA 


With the greatest NCS coverage of any Oklahoma station and with the highest Pulse 
and Nielsen ratings in its area, KVOO is just naturally the best radio buy in Oklahoma. 
—offering the lowest cost per thousand. Also, the KVOO market was eleventh in 
population growth 1950-1954 among America's major markets. KVOO, celebrating its 
thirtieth anniversary this year, is a listening habit with the Oklahoma audience. 


50,000 WATTS a sol . a baal 


TULSA 
OKLAHOMA’S GREATEST STATION 


MAY 10, 


ae 105% INCREASE 
f IN TEXAS CIRCULATION! 


Texans, too, like the Farmer-Stockman. They have 
said so, 234,466 strong down in the Lone Star state, 
by buying the edition that is edited especially for them. 


When Texans go all out for a farm magazine by increasing 
its subscriber families more than 105% in five years, 
that’s what the Big State boys call tootin-her-up! 

They did that with the Farmer-Stockman between 

1950 and 1955. 


It all happened when Texas editors, fanning out from 
their company-owned base in Dallas, fed to Texans 
such a Texas flavored magazine that they went 

for it “double”. 


No accident at all. It was planned that way, with a 
series of editorial, circulation and advertising 
1950 improvements that few could resist. 


Advertisers know there’s a reason for this growing 
I] 4 23 Texas preference. That’s why they, too, are going “double” 
these days for the Farmer-Stockman. 


SUBSCRIBER FAMILIES 


Owned and Operated by 


the Farmer-Stockman | se" 


Radio *® WKY.TV 
OKLAHOMA CITY, OKLAHOMA DALLAS, TEXAS 
° Represented by 
THE KATZ AGENCY, INC. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES _MANAGEMENT. 


—" “SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


y EStimares INCOME ING 
oH BYP ESTIMATES —1954 BYP ESTIMATES 1954 CONTROLS 
COUNTIES |p : vi FIVE STORE GROUPS 
CITIES Ur | in thousands of dollurs— add 000) 

%, Per Per | Dollars A 


of (|Cap- Fam-| (add == of 
U.S.A. | ita | ily 000) .S. Per General  Furn.- 
Food Mase. Yn motive | Drug 


| | . .? 7 964 J J 2,242 1,144) 

.0264/1,919/6,073] 38, 708) .0228) 3, } . ’ 8,734) 1,584) 
0190/2, 245 6,807] 34,512) . | 7,366! j . 8,410} 1,349) 

-0070)1 -008)3.671 9,665) .0057) 2,014) ‘ } , 335 


1,514/4,903] 13, od’; 869} 2,107 , 437 
— 1,555/4,886] 10, ‘a0 573 ‘ 704 B 289 
; ; 0066|1,163/4,057} 11,608). y , 863) .747| 444 
Woodward +" a ,905| .0035}1,301/4,453] 10,058} 0059) 2,192| 7! 225 3, 338 


Total Above Cities 37 . -6382| 334.7 1,661,323) .6618/1,601/4,964] 1,398,343) .8220) 279,408) 166,136) 79,247) 375, 352) 48, 764 


State Total 2,276.8 1.4006, 680.7 1250.6] 2,896,885 1.1536) 1,272|4,256] 2.025.728) 1.1914 2,976 452,491 215,608 ~ 104,400) _ 499,366) 70,695, 1.2143) 87 


OKLAHO MA— 7 Metropolitan County Areas — 


Oklahoma City... 102 | 367.8) .2262| 117.6) 322.9] 601,582| .299511.636|5,115] 422,377| .2404| 3,602) 00,495| 57,810] 25,338| 108, 6,340] 15.491] 2396) 106 


© SM, 1955. Before using these figures, see explanation page 11 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


OKLAHOMA CITY MARKET 


i the ning of the nequston us music to your eas 


YOU SHOULD USE OKLAHOMA’S STAR SALES PERFORMERS! 


Oklahoma is a “smash hit’ attraction for 
manufacturers today, with its theme song of 
ringing cash registers. 


Against a backdrop of spending activity and 
market wealth (as shown here) the two star 
performers are KOMA and KWTV. 


KWTYV .. . operates from the world’s tallest 
man-made structure... is a maximum 
316,000 watts .. . is the CBS-TV affiliate for 
most of Oklahoma . . . offers more effective 
coverage from its 1572-foot tower ... is No. 1 
in audience building programs. 


. CBS-Radio 
. carries the 


KOMA .. . 50,000 watts . . 
affiliate for central Oklahoma. . 


eo) 


50,000 WATTS 
CBS-RADIO 


AVERY- niece, INC. 


top CBS audience-building programs . . . spot- 
lights outstanding local personalities. 


Both KOMA and KWTV offer promotion 
designed to be of assistance to you in the 
market. 


OKLAHOMA CITY—HUB OF CENTRAL OKLAHOMA 


Ranked highest among major U. S. cities in 
percentage of increase in department store 
sales. 


Ranked among the 10 best economic cities for 
9 consecutive months (Forbes Magazine). 


Ranked by Sales Management as a preferred 
sales city for 8 consecutive months (1954). 


KWTV 


CHANNEL 9 
CBS TELEVISION 


Edgar T. Bell 


Gene Riesen 
Sales Manager 


MAY 10, 1955 


Executive Vice President 
and General Manager 


Fred L. Vance 
Sales Manager 


POWER 


000 WATTS N THE BILLION-DOLLAR TULSA TRADE AREA 
OF EASTERN OKLAHOMA G WESTERN ARKANSAS 


PROGRAMS. 


TOP SHOWS OF ABC and DUMONT NETWORKS, PLUS 
FINEST FEATURE FILMS and LOCAL PRODUCTION 


PR MOTIO 


EASTERN ORLAHOMA'S TOP PROMOTION SERVICE 


TULSA BROADCASTING CO. * AVERY KNODEL, 


Box 1739, Tulsa, Okla 


Inc 


Nat'l. Representative 


OKL AHOMA— YD Metropolitan 1 County Areas — . (Continued) ~The SM” symbols, mark original, excl 


4 separ, : - estimates by SALES MANAGEMENT. 


‘SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 
JM 1/1/85 CL) 


ADVERTIS- 


INCOME SM ING 
ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


| | FIVE STORE GROUPS — 

i in thousands of dollars—add 000) 
Per | Per | | wes nis oa Sealers 
Cap- Fam- Sales | 
ita | ily ) . General 


An ry 232.7 497 ,964 .1983|1,789|5,633 356 , 893 2099) 4,037 402 


——|—_— — |-———_ — 


646.2 3974) > Som am .4378\1,702|5,338] 779,270) 4583) 3,783| 154,837 102,021) 46,408) 


0 KLAHO M A = @D Income Breakdown of Wenn 0 rer Spending Units 


196,119) 27,013} | 110, 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES 2% “337 : ese ns | “ae COUNTIES per a 2 Tw TTL SET Cae 
CITIES $0-2,499 $4,000-6,999 | $7,000 & Over } CITIES $0-2,499 — $2,500-3,999 $4,000-6,999 | $7,000 & Over 
%, % | %, %, 1} i % % 

a, In- , 4g, In- % In- i q in | & in | SE in | & In- 

Units come Units Units come | Units come § Units come | Units come | Units come | Units come 


Adair . . ‘80. 4) 16 

Alfalfa ‘ ; 3 16.5 | 27 
Atoka ‘ ; 5 37.7 | 22 
Beaver . 28. 7.6 | 30 
Beckham A , 36.8 12.4 | 26 
Elk City A A K 10.9 | 23. 
Blaine ° . 18.7 | 29 
Bryan . y 0 32.2 | 23 


13. 9/ 23 9.6 Canadian... .. : : 34.3 11. 0 24,1 | 25.3 32.6 
9.0 28. | ElReno..... ‘ . 30 -1 | 30.0 24.0 | 30.0 38.4 
Carter........ F ; 42 ; 0 20.4 | 24.6 33.3) 9.0 
Ardmore... " 0 42 J 24.5 20.2 | 23.4 31.0) 10.0 
Cherokee. .... y i 9.6 42.3 20.5 20.8, 7.2 16.6| 2.7 
Choctaw 9} 2, 5 . 26.7| 9.4 21.7) 2.3 


4 
2 
4 
Cimarron... ‘ A ¢ " 0 13.0) 23.0 20.0 | 25.1 
8 
4 


unpveconeoe 


Cleveland. . . 3] 3, 53.7 23.4 | 21.7 22.6 | 18.8 31.3) 5.8 
Durant . J 53.6 24.7 | 24 Norman 4 55. -t | 20. 21.2 | 18. 30.7 6.1 

Caddo . 09 5 20.2 | 29 Coal...... 012, 9 42.2 | 21.0 30. 7 | 7.7 18. 0 24 91 

© SM, 1955. _ Before using these figures, see “explanation. page ll 


we © 


A Radio Team You Just Can't Beat! 


PLAYING TO “CAPACITY” AUDIENCES IN THE BILLION DOLLAR 
TULSA TRADE AREA OF EASTERN OKLAHOMA ... and the RICH 
FT. SMITH MARKET OF WESTERN ARKANSAS, 


e TOP SHOWS e TOP PROMOTION 
AMPLE COVERAGE WITHOUT WASTE! 


Use both stations for greater distounts. 


[ a | KFPW 


TULSA, OKLAHOMA TULSA BROADCASTING CO. FT SMITH, ARKANSAS 


AVERY KNODEL, Inc., National Representative 


SALES MANAGEMENT 


OKLAHOMA — 6 Income Breakdown of Consumer Spending Units — (Continued) 


ks NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
a 
COUNTIES | Con- COUNTIES | Con- T a 
CITIES $4,000-8,999 |$7,000 & Over CITIES r} Con- $2,500-3,999 | $4,000-6,999 $7,000 & Over 
Units % % % % Units % % % 
% In % In 
Units come Units | Units come 


23.2 33.7 . ° . F 27.6 25.5 
24.5 34.6 , ° . ° 4 | 23.6 24.5 
17.5 28.3 ° 5 ’ ‘ -2 | 22.2 28.3 


12.4 24.9 . ° ° 4 | 26.5 18.7 
25.4 39.2 e ity. . < 4 | 26.8 18.9 


28.4 40.2 ¢ . i ity.. \. A -1 | 23.2 15.0 
19.9 29.6 A ° Okmulgee ° o 25.5 25.4 
22.4 30.2 . ’ . . -5 | 26.8 26.6 
8.0 18.4 ° . bwesecces ’ . 22.2 18.9 
17.8 30.5 . le . . 27.3 25.5 


21.6 24.5 . iami - x -6 | 26.9 21.9 
27.9 35.8 . . -5 | 24.3 26.6 


30.2 37.5 ° ° 8 | 21.5 22.1 
24.1 36.5 . . i F ’ 7) 17.1 19.7 
30.6 42.1 A ° i ° , -5 | 24.1 19.5 
. 26.4 28.5 
16.9 27.3 . aieas . . -3 | 28.2 26.7 
17.9 27.6 


19.9 24.2 x . ° 25.2 23.9 
16.6 26.6 . “ ° . 3 | 24.5 21.0 


19.1 20.3 * ° A -7 | 26.5 26.4 
23.0 25.1 A 0 saan le “ -1 | 26.2 25.2 
11.8 25.2 . ° de e 19.9 29.0 
14.1 27.3 r . bees . ° -7 | 32.1 33.9 
18.5 26.6 . . . -0 | 24.9 27.3 
18.9 27.3 . ° ° . 21.3 18.6 
15.8 26.9 ° i . A -6 | 24.4 20.3 

8.7 20.2 . . - 23.9 33.4 
32.9 39.7 le . . -1 | 26.0 21.3 
Ponca City.... . . ° ° 37.2 39.7 ° ° ° / -6 | 24.9 18.8 
Blackwell F ° ° -3 | 35.2 46.3 ° . . . -7 | 21.1 10.9 


20.0 10.6 
28.0 25.7 
24.6 15.9 
24.3 15.4 


SC eonsaansw 
enowonwr @reeonwnrowoe 


28 


ead 


22.2 31.1 
42.4 16. ° -4| 19.5 29.3 
4.1 < ° 9.4 20.5 
61.5 o 11.8 24.5 
53.3 24. . 18.0 31.8 
54.5 16.8 28.9 
49.7 19.6 31.7 
63.2 11.3 24,2 
52.5 16.0 28.9 
67.9 8.1 18.9 
68.9 7.6 17.8 
39.9 21.8 31.2 
49.7 22.8 36.4 
56.4 14.5 28.1 
51.0 16.5 28.3 . 
47.8 19.0 20.2 30.7) 7.7 } | 
3,761 1 41.2 14.7 24.3 33.2) 9.7 State Total... .| 770.5 | 3,760 | 41.6 14.9 | 25.1 21.4 | 23.9 32.5 | 9.4 


The “SM” symbols mark original, exclu- ifi ° ; ; 4 Pt 
sive estimates by SALES MANAGEMENT. (Other Pacific States: California, Washington.) —O RE co | ght Counties and Cities 


ow 
— 


23.8 30.4 
21.6 12.9 
20.9 11.2 
3,416 9 16.1 | 30.0 28.1 
4,240 -5 11.6 | 26.3 19.8 
4,048 12.6 | 26.7 21.1 
3,815 -1 13.8 | 27.2 22.8 
4,008 -4 11,65 | 27.8 22.2 


BERRLSEo 
PoE wrewowa 
SSL2BRBS8 KSB! 
coe aaawoe 


SE AOKM EK RE SARTHYw © 
oeorornoarnwn or oO oO @ 


4,276 | 34.1 10.7 | 25.2 18.9 28.7 34.4 


SS SRESERASSS 
owr ere ae wort ao 


| Pop. 
(in NUMBER OF OUTLETS | (in NUMBER OF OUTLETS 


City County thous.)| F |GM|FHR| A | D City County ithous.)| F | GM FHR| A D 


Oregon state map—page 602 


McMinnville... . . Yamhill 
Medford. .......Jackson.........| 


17| 
12| 
9| 
13) 


Albany..........Linn cS see : 30) 
Astoria....... Clatsop... - x 

Baker... 

. . Deschutes . 

Coos... 
Corvallis. .......Benton... 
Eugene...... Lane... 
Grants Pass... . . Josephine 
Hillsboro. ....... Washington 
Klamath Falls. . . Klamath 
La Grande.......Union... 
Lebanon... .. 


- 


Uwe AI ARMAAWS 
~ 


yr) 
to ih Ow nw ww Om 


Ontario. ........Malheur.... 
Oregon City. . .. .Clackamas 
Pendleton. ..... . Umatilla. 
..Multnomah... 
Deschutes . 
. Douglas. 
...Marion.... 
.. Lane... 
The Dalles... ...Wasco.... 
Tillamook Tillamook 


-_ 
- 


ss 
— 
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11 
10) 
36 
il 
6 
25) 
10 
il 


- 
i) 
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ee SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


SM | ESTIMATES SM INCOME ING 
1/1/55 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


Metro. 


COUNTIES |politan| : [: |, MO Snone tbe 
CITIES Area | ‘Ui (in thousands of dollars—add 
Total | % | Fami- | ized 


) 
Buying |Qual- 
(thou- lies | Popu- Power | ity 
sands) | U.S.A. | (thou- | lation 
| sands) 


index | In- 


| U. : General | Furn.- Auto- | 
(thou- Food | Mdse. | House- | motive | Drug dex 
| sands) i | Radio 


3,826 1,916 742} 5,484 .0093 ed 
3,170} 1,539 608! 5,180) 4 .0067| 116 
0228/1, . c 7,164, 3,071 1,668} 8,362) 6: .0214| 97 
.0135)1,86917 ,088 Zi ? | 5,106) 2,600; 1,425} 8,113} 452) 0138] 123° 


Before using these figures, see explanation page 11 
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GASHINGTON 


yaunn 


CLACKAMAS 


DESCHUTES 


Rosedurg 


JACKSON 


JOSEPHINE 


CALIFORNIA 


i NEVADA 


Counties and cities on this map 
ore charted in proportion to net 
Effective Buying Income: Scale, 
0097 sq. in. equols $1 million 


Cities shown are those hoving 
net Effective Buying Income of 
$15 millien and over. 


Metropoliten County Areas are 
bounded by black dotted line: 


OREGON 


a hiekioseee san ae 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


~ | SALES AND 


OREGON — (Continued) 


PULATIO! RETAIL SALES 


EFFECTIVE BUYING 


COUNTIES 
CITIES 


Clackamas 
Oregon City 


Clatsop 
Astoria 
Columbia 
Coos 
Coos- Bay- 


North Bend. . 


© SM, 1955. 
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1ON 
ESTIMATES 
1/1/55 


PO 
BY. 


of 


sands) | U.S.A. 


11.1) 17.7 
5.0 

7.2| 4.7 
17.4| 19.9 


INCO 
JM ESTIMATES — 1954 


Net 
Dollars 
(add 
000) 


133,338 
13 ,006 


56 ,532 
27 , 296) 
29,213) 
89,097) 


26,140 
14,665 


15,853 
10,093 
33,016 
20,066 

6,413 


101,777) 
20,437 
5,143) 
16,388 


% Per | Per 
of | Cap-| Fam- 
| U.S.A. 


ita | ily 


.0531/1,420/4,415 
0052} 1 ,567}4,645 
.0226| 1 ,703|5,093 
.0109| 1 ,922/5, 459 


-0116) 1,293) 4,057) 
0355) 1 ,704)5,121 


0104\1 ,936\5 , 809 
0058 2 ,222)6 , 666 


BYP estimares—i954 


(in thousands of dollars—add 000) 


5, 140} 


-0242| 3,688 
-0164 

-0112| 2,640 
0364, 3,562 


11,671 
6, 150) 
6,864) 

15,909) 


.0213| 
0166) 


7,576) 


5, 133} 


.0051| 3,307 
.0038| 2,397) 
.0214| 5,270) 
.0120 

.0082 | 


2,500) 
2,070 
7,579) 
4,773) 


.0417| 3,359) 
0211) 

.0023| 4,016 
.0050| 3,290) 


FIVE STORE GROUPS 


General | Furn.- Auto- 


| 
8,026 


8,189) 
7,496) 
3,925) 
13,965 
| 
8,968; 
8, 619| 
1,462 
501 
9,972 
5,751 


4, 100 


| 
13,994) 
10,973 
596) 
2,051) 


ADVERTIS- 
ING 
CONTROLS 


.0079} 155 
| 
.0227| 111 
-0121; 139 
0119) 86 
.0351| 109 


0133| 160 
0087} 212 


.0041} 89 
.0156) 119 
.0091| 123 
.0042| 191 


= 


.0413| 97 
0116} 184 
.0021) 124 
211} 0058) 104 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


To SELL Mr. and Mrs. Portland... 
you must know them! 


meet these 
important 
customers in 
the Oregon Journal’s 
1955 
Consumer Analysis 


There’s more to selling Mr. and 

Mrs. Portland than meets the eye. 

For instance—do you know 

his favorite smoke, how he shaves, 

what brand of beer he prefers? 

And do you know how she buys 

for her family, what cosmetics she 
prefers, what kind of store gets the most 
of her food dollar? Do you know 

how they both take to your product? 


The Oregon Journal's exclusive 1955 Consumer 
te ; Analysis is a MUST for every sales manager interested 
in Portland, Oregon. It is a sensitive barometer of currem 
In Portland, d brand preference and sales trends for any advertiser, 
EVENING time is READING time. and the ONLY comprehensive, scientific analysis of this 
billion-and-a-quarter dollar market. Write for FREE copy today. 


The Journal—Oregon’s one major 
evening newspaper—delivers the Address your request to: National Advertising Department, 
full force of your selling message The Oregon Journal or your nearest O’ Mara & Ormsbee office. 


during these important evening hours. 


when you know Portland... you'll always schedule 


The OREGON JOURNAL 


EVENING and SUNDAY...Home Owned, Controlled, Edited 


Represented Nationally by O Mara & Ormsbee, Inc. Member Metropolitan Comic and Pacific Sunday Magazine Groups 


MAY 10, 1955 


EUGENE-SPRINGFIELD 


wS9100 


TWIN CITY 7s POPULATION 


CORPORATE 


RETAIL SALES s+» *13,323,000 
FOOD SALES == 418 570,000 


RETAIL LINEAGE (1954) 
10,046,232 Lines 


CLASSIFIED LINEAGE (1954) DEPT. STORE LINEAGE (1954) 
2,958,508 Lines 2,546,222 Li 


Eugene Register-Guard 


NEWS 


For Complete Market Data, See SAWYER -FERGUSON-WALKER 


NEW YORK * CHICAGO ° DETROIT ° PHILADELPHIA ° ATLANTA ° SAN FRANCISCO ° LOS ANGELES 


RETAIL FOOD LINEAGE (1954) 
1,394,260 Lines 


OREGON — (Continued) 


The “‘SM’’ symbols mark original, exciu- 
y sive estimates by SALES MANAGEMENT. 


OPN ESTIMATES 
JM Bi 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES 


|Metro-| 
politan 
CITIES Area 


Klamath Falls 


Lake 

Lane 
Eugene- 
Springfield 
Eugene 
Springfield 

Lincotn 


Linn 
Albany 
Lebanon 

Malheur 
Ontario. 

Marion 
1A Salem 


Morrow 
Multnomah 
tA Portland 
Polk. . 
1 2 Salem 


Sherman 

Tillamook 
Tillamook 

Umatilla. . 
Pendleton 


Union 
La Grande... 
Wallowa....... 
Wasco. .. we 
The Dalles. . . 


1 Salem is in Marion and Polk Counties. : 


(add 
000) 


SALES AND 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| 
| General Auto- | 
Food | Mdse. motive | 


om 
174.9|462.8 
143.2 


-0301) 
-0088) 


0111) 
-0055) 
0041 
0117) 


4) 10.4 


10,887) 
17,187) 
101 648 
33,422 


10,143) 
40,248 
14, 130) 
72,471| 
33,300! 


10,994 
242,916) 
105,674) 
86,576) 
19 ,098) 
31 930) 


88, 106 
23,310] 
9,876) 
27,695) 
8,244) 
148 486) 
73,220} 


8,260 
911,632 
773 ,368 
34,540) 

| 


5,138) 
32,718) 
7,211) 


| 
0044 1,001), 497 
.0967|1 ,631/5,191 


| 
pa oe 
.0345}2,013/6 , 413 
.0076} 1, 540|5, 162 
a 3,991 


.0351|1,304/4, 
.0093|1,727 
.0039} 1, 452) 
.0110)1,204 
0033} 1,682 
.0592|1 ,378 
.0292|1,631 


| 
-0020' 2, 335)7, 
-0131 1,501 
-0029) 1 ,717|5, 547) 


-0133)1,750)4,9 


-0040 1,449/4, 
-0160) 1328/3, 
0056) 1 ,570)4, 282 
-0289|1,717/5, 
- 0133/2 ,056/6, 167 


-3080) 1, 887/5, 401 
.0137/1,328)4,30 


| 
| | 
| 


4,67: 


-0092)1, 


-0037)1,383/4,41 
.0117)1 ,850/4, 


t Gent. Mdse. sales include mail order catalog sales. See page 20. 


9,909, 
162,674 


118,828 
102,300| 
11,023) 
24,573) 


Be 8393! 


° 
= 
a 
@o 


mimtit 


| 3,918) 


4,616) 
| 
| 
| 


| 3,990) 


sare 


2,262 


| 3,007 


| 3,528) 


3,267) 


- 


seul 


1,757) 511 
4,002 
19,869 
9,169 


1,161 
9,283 
5,945 

13,365) 
8,913) 
1,994) 

38,621| 


18,570 
15,344 
3,226) 
7,565) 
| 
17,684) 
7,137 
4,052 
4,273) 
1,944) 
25,960) 
16,769) 
1,248) 
167,487 
141,913 
5,139 


467) 
6,507) 
2,864 
11,828) 

“$1 
4,449) 
3,027| 
1,728 
5,197) 


4,638) 1,570! 


.0367| 133 


.0032| 103 
.3802| 122 
3304) 131 
.0132| 83 


aa 131 
0133) 99 
.0047| 181 
.0305| 101 
oe 132 


.0108| 97 
-0066) 120 
.0039| 95 
0131) 112 
.0089) 139 


Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. 


SALES MANAGEMENT 


Rr 
4 v 


‘v9 OREGONIAN... 


..and tells you 
WHAT they’re 


Send for your copy of the Oregonian’s 


SECOND ANNUAL 
CONSUMER INVENTORY 


OF PORTLAND’S 


ia | TOP Ti 
et’ 9 BRANDS 


+Associalos, Ome. ( and STORE DISTRIBUTION CHECK 


CHECK THESE SURVEYED SALES FACTS: RESERVE YOUR COPY NOW FROM 


1. Product usage in the permanent Portland home market. 


> 
. Brand acceptance—yours and your competitor's. T H E Oregoni an 


° PORTLAND, OREGON 
. Grocery and drug store check of brand distribution. 


« Media penetration and duplication. Largest Circulation in the Pacific Northwest 
. Family characteristics. | 236,289 Daily + 294,216 Sunday 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


MAY 10, 1955 


The Eugene-Springfield area in Oregon is one of the 
fastest growing markets in the entire Pacific Northwest. 


and 


5000 CBS 
WATTS RADIO 


HAS MORE LISTENERS IN THE EUGENE-SPRINGFIELD AREA THAN 
ANY OTHER RADIO STATION.* 


For more facts, contact Weed & Co., National Representative 
or Frank Kincaid & Associates, Northwest Representative in Seattle 


*Conlan Survey, Jan., 1955 KERG-1280 KC-EUGENE, OREGON 


OREGO! N" — (Continued) _ Wi, 4 sea 2S eee 
SALES AND 


LATION errecrive ‘Burin RETAIL SALES 
BYP 1/1/55 BYLD ESTIMATES—1954 CLD estimates—ioss 
MMiaten. 
COUNTIES |politan| : FiVE STORE GROUPS 
CITIES Area |Urban- in thousands of doilars—add 000) 


Auto- 
motive 


Washington 9} 0442) 9} 22. | ,0437/1,528/4,796 ; .0324) : 11,669 
Hillsboro. . . ve : ,333| .0037|1,609/4,444 . 9,049 
Wheeler cc} ; .0020)1 ,559/4, .0010) 1, 443 
Yamhill . : F -0173/ 1 ,280/4, 0217) 8,218 
MeMinnville 5) 13,548} .0054|1,759/5, 419 .0100) 3, 4,186 


Total Above Cities} 713.6; .4389) 240.2 1,308,502 5211) 1,834)5,44 1,440,704) 8474) 273 , 869 


217,366) 420} 357,308) 31,931 


State Total... : 1,674.1) 1.0297| 544.0/907.2 | 2,661,073) 1.0596|1,590/4, 2,040,082) 1.1998) 3.750) 472, 735) 248, an . 434,166) 46,513 


ORE G Oo N — @@D Metropolitan County Areas 


Portiand........] 111 | 760.7) .4880| 256.6 577.6] 1,292,750 .6148)1,699)5, 965,670, .5679| 3,763) 220,705) 187,845) 47, 197, 366) 2.138) .5216| iy 

AEugene.......) 191 | 148.9) 0916) 46.8, 60.3] 242,916 .0967/1,631/5,191] 162,674) .0956| 3,476, 38,621 18,190 31,861) 3,515) 0963 

ASalem.........] 222 | 107.7] .0862| 32.6 148,486) 05821, -370)4,554 127,781) .0761| 3,918) 25,960, 13,486) 7, 32,405) 3,074) .0683 ir 
| 

Total of Areas 1,017.3] .6288) 396.0] 689.4 1,684,122 .6707/1,65515,012] 1.256.075, .7396| 3,738] 285,286) 189,800| 65,004, 261.692) 27,724 


OR ‘RE EG! ° N. ae Income Breakdown of Consumer Spending Units 


mes In- NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 
ota 


come | . ts il : ° Se 
COUNTIES Con- F | COUNTIES | | 
cITIES CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over 
sumer } ay %, %, 


Unit In- % in| & ft % im | & in 
$ | $ Units come | come | Units come 


Baker 4 | 3,936 | 36. 5 | 25. 6 | 3 . ; e fo : 25.9 7.1} 23. .3 | 32.2 33.8 118.5 43.8 
Baker . 4,133 ‘ 6 | 24. \ 31. ; f J \ y 30.4 9.1 36.9 | 16.6 39.3 
Benton .6 | 3,675 | 43. 8 | 23. .0 | 23. 3] 9. e 144, 26.9 8.7 42.1 | 11.9 28.3 
Corvallis 1 3,431 i 3 | 4 -2 | 21. . - = : x 30.4 9.4 38.6 | 13.2 34.6 
Clackamas... .9 | 4,322 | 30. .3 | 23. 4 | 33. ? . . } , 25.5 7.1 38.5 | 16.6 39.9 
Oregon City... ‘ 4,182 4} 22. m 37. 4 a ‘ Seed s yj 27.4 8.4 37.1 | 15.2 35.9 
Clatsop... 4 | 4,206 | 31. 9 | 22. : 8 | 12. : cee 37.7 13.1 36.4 | 10.2 30.0 
Astoria....... 0 | 4,564 | 25. 5 | 21. . 7. 8 | 15. 4 ; “hs . 36.1 11.9 38.4 | 12.0 33.1 
Columbia... .4 | 3,970 | 29. 9 | 24. .8 | 35. . , i 01 4, 4 6.5 38.2 | 16.8 39.4 
Coos......... .7 | 4,768 | 23. . . . : 9 37. ; y 7 6.0) 37.8 | 18.7 42.6 
Coos Bay .7 | 6,497 | 18. 5 | 20. . : : ; . : 1 6.3 | 32.8 | 19.5 44.3 
Crook 9 | 5,465 | 19. . . i : 2 | 21. ; % " 3 8.0) 40.1 | 14.7 36.7 
Curry 8 | 3,641 | 41. .2 | 28. 6 | 26. , : ’ gale : 8 9.7 35.3 | 15.4 40.4 
Deschutes 4,671 | 23. . ‘ 6 | 38. 7 | 14. . Spri ie 914, 1 6.6 | 20. 4 | 44.4 46.7 | 15.1 34.4 
Bend . ° 4,787 . " 
Redmond , < 5,139 \ 0 | 22. .0 | 40. a , d a s -l 13.2 é 26.5 35.9 9.2 27.9 
Douglas 5 | 4,518 | 24. , : . 5 41.4) 13. ’ 25.9 7.8 | 24. ‘5 | 36.5 41.8 | 13.1 32.9 
Roseburg .0 | 5,051 | 22. . . : 9 37.4| 17.6 42. : 14, 23.3 6.8 | 24. 37.5 41.6 | 14.3 34.3 
Gilliam .0 | 4,917 | 29, y . 1 26.2! 22.2 51. .1 | 4,626 1 26.7 7.8 | 19. 38.4 42.5! 15.6 36.4 


© SM, 1955. Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


sm @ eA 


wee oo 


0 R E G ON — @® Income Breakdown of Consumer Spending Units - — (Continued) 


NET INCOME GROUPS, 1954 


NET INCOME GROUPS, 1954 


COUNTIES | Con- | 
$7,000 & Over CITIES $0-2,499 | $2:600-8,900 | 94,000-4,200 $7,000 & Over 
Se | Units bd % % 
In- % iIn- % In a In- % in 
come | Units come $ | Units come | Units come | Units come 


ea | pag —— 


q, Pd In- 


| % 
Units come Uaite come | Units oak Uais 


31. 
25. 
31. 
29. 
28. 
28. 
28. 
30 
19 
25. 
23. 
25 
22. 


10.4 | 30.5 
7.2 | 26.6 
10.1 | 24.8 
9.0 | 22.8 
8.1 | 25.6 
8.2 | 21.1 
8.3 | 21.1 
10.1 | 25.3 
4.2 | 22.2 
7.6 | 25.9 
6.4 | 26.4 


32.1 10.5 | 26.2 20.8 | 28.3 

40.6 

33.8 9.4 | 24.9 18.1 | 30. 

36.9 8.1 | 24.6 16.9 | 32. 

45.8 8.5 | 22.9 16.1 | 33. 

38.5 9.3 17.2 | 33. 

39.2 ‘ ‘ 8.9 21.3 | 33 

29.0 

58.7 eee 4} 3,804 | 37.8 13.3 20.0 | 29. 

32.4 McMinnville...) 3 11.8 14.9 | 30.7. 37.8 | 12. 

40.8 yt Se a taahatninte 
36.9 
40.2 


23.8 | 27.0 
17.8 | 32.1 
18.7 31.0 
16.3 | 33.0 
17.5 | 26.1 
14.6 | 35.0 
14.5 | 34.4 
20.0 | 32.3 
1 
3 
4 
3 


33.7 
34.4 
37.4 
37.8 
28.6 
38.7 
38.0 
40.9 
25.8 | 26.6 
41.5 | 12.8 
35.3 17.0 
7.2| 24.8 17.0/ 35.4 38.9 | 14.6 
6.2 | 23.3 15.1 | 37.3 38.8 | 16.6 
| 
11.5 | 24.6 20.0 | 31.7 41.3 | 
11.1 | 21.4 17.0 | 34.5 43.8 | 


10.6 
15.8 
12.4 
14.3 
19.9 
15.7 
16.0 
12.1 


11.3 | 31. 
18.8 | 36. 
17.5 | 33. 


34.2 38.1 | 15.4 38.4 


Total Above 
Cities. 


State Total. . 


nar werawawe Done 


33.8 38.9 | 14.1 


28.9 8.5 21.5 


29.1 8.8 | | 23.0 16.5 


-3 | 3,933 | 33 
-3 | 4,028 | 33.1 


10.0 
11.0 


27.2 
28.1 


(Other — Atlantic States: 


oom suse Ae Gas — PEN NSYLV A NIA— - Counties and Ci Cities 


35.8 
La Grande.... 


The “SM” symbols mark original, exclu- 
sive | estimates by SALES MANAGEMENT. 


Penna. state map—page 612 | Pop. | Pop. 


City 


County 


| (in NUMBER OF OU 


TLETS 


thous ) | GM | FHR 


Abington 
Township 

Aliquippa 

Allentown... 


Canonsburg 
Carbondale 
Carlisle 
Carnegie . 

Cc “hambersburg. . 


Cheltenham 
Township 


Connellsville. . . . 
Conshohocken.. . 
Corapolis....... 

{EG vie nce pean 


Doylestown...... 
Deies..154.. 


Ellwood City. . . 
Ephrata we i 


Harrisburg 
Haverford 
Township 


Montgomery... . .| 


Beaver. 


. .Lehigh 


Blair... 
Beaver. 


. . Westmoreland... . | 


Beaver. 


..Allegheny....... 
. .Columbia........ 
Allegheny. ...... 
. Northampton. .. .| 
Columbia........ 
. Allegheny 
po. oe 
Allegheny. ...... 
i Re 


Fayette 


Washington 
Lackawanna 


Cumberland. .... 
. .Allegheny 


. Franklin 


Washington...... 


Montgomery 


yo See 


Allegheny 


.-Clearfield........ 


Fayette 


.Montgomery..... 


Allegheny 


Delaware 


.Clearfield........ 


Lackawanna 


Venango 


Adams. 


Westmoreland... . 


Mercer. 


aen~szrnnsnarnonw 


we 
> * 


~ 


Y=) 


D> tra tr 2 & & Om Oo Oh ONAN 
= 
= 


i) — 
SON RAD hs TP & & 1 OW 00 OO I 


OA ROK DW UIUNWONwWEMNBWUIOUNUNOBNORBiO 


_ 


2 
i) 


_ 


_ wo -_ 
Bow erounnnuankroaunnanowo~r0HM 


~ 
x 


City 


County 


Hazleton. 
Homestead 
Honesdale 
Huntingdon 
Indiana 
Jeannette 
Jenkintown. 
Johnstown..... 


Kingston. ...... 
Kittanning. .... 


Lancaster 


Lebanon 
Lewistown... . 


Lower Merion 


. Montgomery... . 


Armstrong... . 
Lancaster 


Westmoreland... 

Lebanon......... 
.. Mifflin. .... 
Lock Haven.... 


Clinton 


Mahanoy City...S 


McKeesport... .. . 
McKees Rocks. . . 


Mount Carmel. . 


Mount Oliver. . 
Mount Lebanon 


Township... . 
.. Allegheny. . . 


Nanticoke 
New Castle 


New Kensington.. 


Norristown 


North Braddock. 
CGS . iiss 


Philadelphia 
Phoenixville. . . 
Pittsburgh... . . 
Pittston. . . 
Plymouth. . . 
Pottstown. .. . 


Pottsville....... 
Punxsutawney.. . 


Westmoreland... 
’ Northumberland . 
.Allegheny. . . 


Allegheny. . 


Luzerne. . 
Lawrence. . 
Westmoreland.. 


Montgomery... . | 


Allegheny . 


.Vena i 
Philadelphia . rity 


Chester. ... 
Allegheny . 
Luzerne 


.. Luzerne. 
..Montgomery.... .| 
.Schuylkill. . . . 


Lackawanna... 


Allegheny 


Northumberland... 


(in NUMBER OF OUTLETS 
thous.)| F |GM|FHR| A | 
201| 43} 21 
75 11 8 
33 12 14 
33 14, 13 
51 21 20 
89 13 12 
19 6 9 
305 37 29 
110 16 27 
43 22 
443) 42 
30) 15] 
19} 7| 
60 19 
166 22 
96 
42 


— 


_ 
— ww 


th 


= 
aoeoueaqaowoannnn 


= 


POSS Dwr OWORMMONWIAN 
~ 


NR 
us 


ei ae ee 


— 


- 
Own worn 


19. 
| 19 
2139 


— 
x 

= 
n> 


29 
i7 

8 
58 
15 
50 
il 
14 
27 
13 
15 

9 
7 
21 


et , nN 
nun eNO OO 


oor tw 


me ie ee WON Iw WNAWEANW = OCORASD 
on 


— 
IAW 
th 


~ 
nm 
cs 

— 


a 
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© SM, 1955. 
MAY 10, 


1955 


Before using these figures, see explanation page 11. 


607 


ONLY IK_-IO2R_A. COVERS THE BIG 
PITTSBURGH TRADING AREA 


Here are the coverage and market figures: 


PRIMARY SECONDARY TERTIARY TOTAL 
25 Counties 19 Counties 24 Counties ene ee _ 


Population 1/1/55 3,563,600 871,900 876,100 5,311,600 ~—«st ies, covers over 
Radio Homes 1/1/55 1,013,330 252.720 YY RR eyo sng 9 
Consumer Spendable Income, 1954 $5,774,256,000 $1,106,411,000 $1,234,917,000 $8,115,584,000 has the top power, top 
Total Retail Sales, 1954 $3,663,297,000  $845,979,000  $877,962,000 $5,397,238,000 audience, top shows. 
Passenger Cars, 1954 995,500 252,400 277,400 1,525,300 If you want this top 
Food Sales, 1954 $1,014,048,000 $25,431,000  $235,031,000 $1,474,510,000 buy, call John Stilli, 
Drug Sales, 1954 $91,096,000 $18,540,000 $18,672,000 $128,308000 DKA Sales Man- 


Automotive Sales, 1954 $653,296,000  $155,623,000  $167,372,000  $976,291,000 henge = bay 
Farm Households 1/1/55 70,980 42,240 49,500 162,720 WBC National Sales 
Farm Radio Homes 1/1/55 68,300 39,640 46,570 154,510 Manager, PLaza 


Gross Farm Income, 1954 $204,541,000  $124,124,000  $135,102,000  $463,767,000 1-2700, New York. 


Figures Based on 1954 Audience 
Action Mail Map 


3 Ce BROADCASTING COMPANY, INC. 


KDKA * KDKA-TV, Pittsburgh; W8Z+WBZA * WBZ-TV, Boston; 
KYW * WPTZ, Philadelphia; WOWO, Fort Wayne; KEX, Portland; KPIX, San Francisco 


KPIX represented by Tue Katz Acency, Inc.; all other WBC stations represented by Fnez & Perers, Inc. 


The “SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


Pop. 
NUMBER OF OUTLETS Gn NuMBER OF OUTLETS 


County GM |FHR/] A D City County thous.)| F |GM/FHR! A D 
Loe CLLes 


Sunbury......... Northumberland | - 15) | 20.3 
Swissvale.... Allegheny. ......| ; | 2 | 

Tamaqua........ Schuylkill. ......} : 8) 5 
Tarentum.......Allegheny ; 12| i Westmoreland... . 9.4 
Titusville. ...... . Crawford , | 16) 
Turtle Creek... . . Allegheny : 7| 


Delaware........| 99.7 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES @ INCOME SM 
1/1/55 ESTIMATES— 1964 ESTIMATES—1954 


COUNTIES ] FIVE STORE GROUPS 
CITIES Ur , (in thousands of doliars—add 000) 
Total | % Fami- Net | % 


(thou- | lies — Dollars of | Cap- 
sands) | U.S.A. | (thou- (add U.S.A. \ Furn.- Auto- 
sands) 000) | 


Food Mdse. | House- | motive 
| Radio 


45.8} .0282| 12.7) 12. 55,973, .0223|1,222/4, : 7 y 9,496, 2, 2,013; 9,039 
7.1, 0044) 2.1 12,336) . ,737|5, y ; 4,227 975, 6,529 
1,549.5) .9832| 448.3|1425.5] 2,742,952) 1. 77016, 837, y ,098| 512,509 83,813} 287,390 
675.3} .4154| 196.1 1,232,109}. 82516, 113,503}. 255,099 49,697) | 134,246 
51.1} .0314] 15.3 96,304) ,680|5, ‘ 4 32,023 11,804) 16,548 


; 


$0.7 8.6 ; ,689\6, y y 18,107 ; 2,771| 12,699 
16.1 4.1 , 3535, : ; 9,375 ; 9,738 
32.2 10.4 i ,104/6, $ y 10,780 : j 15,833 
9.6) . 2.7 f ,727\6, Y ! 8,474 , 3,229 
16.2 4.6 27,240). ,681)5, : J 8,353 3,282 
12.2) . 3.4 21,455). 7596, i . 7,283 5,314 
21.4 5.7 82,720} . 5295, , j 7,949 4,897 


30.0) . 8.6 88,981; . . a J 10,400 6,611 
4 and 4 See end of state for SM Metropolitan County Areas. , ; Before using these figures, see explanation page 11. 


608 SALES MANAGEMENT 


IT "PAYS" TO LOOK 
HARD AT YOUR 
POTENTIAL SALES 
IN THE 
PITTSBURGH AREA 


BEAVER 


oP HISBURGH 
The Pittsb ‘* Press 
with Its Texal Daily 
Circulation of 288,329 


WASHINGTON : 
is even more impressive in these areas 


a Pittsburgh Metropolitan Area a 


9 LES — Pittsburgh eee rot since PRESS (E) .........264,053 
Fe S-T (E) 169,404 P-G (M) 202,071 


Includes Allegheny, Beaver, Washington, 
Westmoreland Counties 


General Merchandise .... 

Furniture-Household-Radio 

Automotive . : aa 

Net Effective Buying Income ", $3,823,412,000 


da —~ 
- 


SALES—Pittsburgh {Allegheny Co.) Area Pittsburgh (Allegheny County) Area 
or. oS PRESS (E) .........231,013 


Food 


General Merchandise igs -=he Sani an Se S-T. * 131,255 P.G. “2 163,198 


Furniture-Household-Radio 
Automotive .. ; sg 390, 
Effective Buying ‘Income . .$2,742,952,000 A leader for 48 years, The Pittsburgh Press is FIRST 
in Total Daily and Sunday Circulation, Total Adver- 


tising, Retail, General, Automotive and Classified. 


Source: A,B,C. ; 

Audit Reports ce eect 

3-31-54 ‘ 
i (yan vane 

ye \ vrs 

am \\h van %, *P.S. Ask your "Press Man” ‘ ut NO. : \ 

4 ww ue for the latest monthly cir- — 

pittsBURO" ey culation reports. 


The Pittsburgh Press 


Represented by the Generel Advertising Department Scripps-Howard Newspapers, 
230 Park Avenue, New York City. Offices in Chicago, Cincinnati, Detroit, Dallas. 
Philadelphia. San Francisco. 


MAY 10, 1955 


aif. TOE. Fa ED CcHANNEL 2 
FIRST IN THE PITTSBURGH MARKET 


Here’s the picture on KDKA-TYV: 


Grade A&B Coverage 

You get far-and-away the highest tune-in in the Population 1/1/55 4,235,994 
ete pagent Os nati “he 5 ie Television Homes 1/1/55 1,134,110 

nnel 2, is urgh’s pioneer oo < 
gives" you there viewers ib the tei-ctate area than. Commer Spendable Income, 1954 $6,922,464,000 
any other station. For information and avail- Total Retail Sales, 1954 $4,375,970,000 
ae = pate oe ge sneak wie ote Passenger Cars, 1954 1,171,876 
ittsburgh, or on Campbell, atio: 

Sales Manager, PLaza 1-2700, New York. Food Sales, 1954 $1,241,857,000 
Drug Sales, 1954 $108,224,000 


Automotive Sales, 1954 $769,216,000 


Beir, 
Se 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


KDKA-TV*KDKA, Pittsburgh; W8Z+WBZA*WBZ-TV, Boston; KYW *WPTZ, Philadelphia; 
WOWO, Fort Wayne; KEX, Portland; KPIX, San Francisco 
KPIX represented by Tue Katz Acency, Inc.; all other WBC stations represented by Free & Peters, INc. 


P rE N N S y L V A N L A hte (Continued) _ pert Be The “SM” symbols mark original, exclu- 


a ee | py $ sive estimates by SALES MANAGEMENT. 


SALES AND. 
POPULATION EFFECTIVE § suviNG RETAIL SALES ADVERTIS- 


ESTIMATES ING 
BYP 1/1/55 BD Ustimares—ios ESTIMATES—1954 CONTROLS 


COUNTIES |po FIVE STORE GROUPS 
CITIES | Urban-' (in thousands of dollars—add 000) 
4] 


Fami- | ized Net 
(thou- | Dollars 


les | Popu- 
sands) | U.S.A. | (thou- | lation] - (add 
| sands) | (thou- 000) 

| | sands) 


Tarentum.... 6). ; 01 j ’ s i c d . ‘ 1,577 
Dormont. ... 3.3} .0082| 4.6) 425) | .0117|2,2126, 19,150}. | 8, 780 
Turtle Creek 3.9) . 9} ‘ -0087)1, a d d x" | 1,532 
Duquesne... . d j | 3 ,061; .0104/1, r , d | i 565 
Coraopolis... 5} .0065) 2. : .0073|1,741/6, ; 1 i 650 
Sewickley . 3. | ° ‘ -0062/2, iy y d y 662 
Mount Oliver .. 7 . -0053)1, . J E . 155 
Bellevue....... 2. 4 i é d 0098/2, 
Bethel....... 8} 0007} 4.2) ’ .0112)1, 
Brentwood. . . . 8) ‘ ‘ -0132)2, 
Munhall..... d J | ° 35 -O117)1, 
North Braddock 4 ; y -0078) 1,374 
Swissvale.... +, oe } . J pepe be "7383/6, 291 A : 
West Mifflin, . 7) 0140] 5. ,727| .0138]1,530/6,809 : 512) 0108 
Armstrong 1. .2\ 23. 805, .0437|1,344)4,733 ,526| .0397| 2,911 18, 7,051, 3,004) 16,118). 1, .0438) 
Kittanning 7.8). 5) . | .0054/1,747/5, 450) e .0144| , 182) 2,724) 1,591) 7,939) 625 -0080 


© SM, 1955. 


Before using these figures, see explanation page 11. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 


SALES MANAGEMENT 


PENNSYLVANIA'S “PROFIT CORNER”! 


TARENTUM'S 4-COUNTY CORNER ON THE RICH 


ALLEGHENY-KISKI VALLEY OFFERS: 
e 3rd largest Western Penna. income—$134 Millions annually (Breakdown figures on request) 
e Quality index of 137—one of the highest in the state. 
e Highest ABC coverage of this booming market exclusively belongs to— 


THE VALLEY DAILY NEWS 


Published in TARENTUM, PA. for Allegheny-Kiski Valley 


National Representatives: Bottinelli-Kimball 


__PENNSYLVANIA — (Continued) 


The “SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 

ADVERTIS- 
ING 

CONTROLS 


roa 
SM ATES 


1/1/85 
COUNTIES |poli 
CITIES 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


Total | 
(thou- | 
sands) | U.S.A, 


General Auto- 
Food Mase. motive 


Beaver... 
Aliquippa- 


— } / -— 
-1236|1,707/6,095} 176,440) .1037 


ies | 


PSB 


12,833 33,416 


310, 225| ae 85,806) 
| 


78,011) 58,213 17,274) 
| | 


0s4e| 6,476 11,798 
47,008) 
31,043 
48,284 
29,649 


13, 256 


0187 
-0124 
-0192) 
0118 
-0053 


1,764\6,876 
1,794|5,970 
1,843/6,998 
1,853/6,738 
1,816|6,025 


2956/3, 
1,758/5,931 
1855/6, 129 


18, 883| 
10,198 
9,954 
11,402| 
4,723 


6,718 
4,489 
5,056 
1,530 

707 


12,799 
9,623 
4,636 
§,312 
3,512 


39,195] .0231| 
83,747| | .0198) 
33,567| 
14,311 


-0198| 
J 


-0084 


es | 
48,848) 0887) 

| 

| 


38,355 
454,935 
204 ,097 


0153 
1811 
-0813 


2,629| 
3,844) 


29,183 
294,816 
178,809 


0172 
1734 
- 1052! 


2,137 
26,290 
23,201 


5,547 
55,569 


5, 
29,327 a 


Before using these figures, see explanation page 11. 
© SM, 1955. 


7,264) 
68,816 
37 ,673 


116 


| 127 


1 Ellwood City is in Beaver and Lawrence Counties. 
4 and 4 See end of state for SM Metropolitan County Areas. 


Looking For A Terrific Market? How About Beaver County, Pa. 


— 5 NEW SHOPPING CENTERS PLANNED HERE THIS YEAR!! 


(Ranging from One Million te Ten Million $$ Investments) 


—Beaver County's 


All To Be Located In The 
Only 


Local 


Beaver Valley Times Circulation Zone!! 


Newspaper 
To Offer 
ABC Certified Circulation 


ABC AUDIT 9-30-54.............. 20,656 
ABC CITY ZONE.......200- 
ABC TOTAL ZOME.... ovess tae 


Beaver County Statistics Tell Why 


Over 181,000 
Buying Income . Over $328,000,000 
Family Income Over $6,000 
Annual Family Food Purchase ...... .»+ Over $1,000 


Beaver Valley Times 


“PUBLISHED DAILY IN 6 HOMETOWN EDITIONS TO COVER BEAVER COUNTY” 


Offices in: Beaver, Rochester, Aliquippa and Ambridge 


National Rep.: Burke, Kuipers and Mahoney 


MAY 


10, 


1955 


Aasual MaN 


QNVIAUVA 
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“sane pus vou Sit 
yO eweru; Buydng easreysg sou 
Burrcy esoys 810 Umoys sort> 


wou 1g yonbe “wy “bs oZOO 


VINIDYIA LSIM 


7 


fmm ee fon 


a 


: 4 
oe Se eee eee 
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SALES MANAGEMENT 


SELL Pittsburgh with COLOR! 


dve ertising i> “ 
LY TELEGRAY 


Supply. 
be and local adver. 


. 3, and full 


Wort 
git® oO He 


“oa of Be 1954 ® 
2 EVENING and- SUNDAY 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


oy re Z i 1 Pop. 
(in NUMBER OF OUTLETS (in |___Numser or OvrTLets | 


(Continued from page 608) 


City County F GM | |FHR| A | D- | City County thous.) dik. GM | FR 


Washington Washington......| 25. | Wilkes-Barre... .. . Luzerne : r 
Waynesboro. ... . Franklin. . ; 5| 5 Wilkinsburg Allegheny 

Waynesburg. ... . Greene. .. | } 5 Williamsport... .. Lycoming 

West Chester. .. . Chester. . i y Delaware 

West Mifflin. .... Allegheny. . t 2 Se - OTK. cede. carci 


*Not Available. 


..PLUS West Virginia and 
Eastern Ohio radio homes 


is easy with ww 


Wheeling, W.Va. » 50,000 Watts + CBS Radio 
ATTRACTIVE PROGRAMMING, PRODUCTIVE SELLING 24 HOURS EVERY DAY 


State Population Retail Sales 
Ohio Serene . « - §$2,178,245,000. 
Pennsylvania. . Soe = . . +  2,945,655,000. 
West Virginia . a TTS 568,580 . . . 466,781, 000. 
Primary Total . . $5,590,681, 000. 


“SERVING THE INDUSTRIAL HEART OF AMERICA” 
National Sales Offices: Tom Harker, 118 E. 57th St., New York 22, N. Y. 
MAY 10, 1955 613 


add the MAGIC Touch of 


OLOR 


to your advertising 


in ALTOONA, PA. 


Add reader-pulling color, matched to your sas 
exact specifications in the Altoona Mirror. Use the Combination You Want 
Remember, color adds pulling power to your 1 or 2 COLORS 


story, helping you sell ALL the over-100,000 
daily readers of the Mirror. and BLACK 


Altoona Mirror. 


The Only Evening Newspaper in Altoona, Pa. 
Richard E. Beeler, Advertising Mgr. 


The * “SM’’ symbols mark original, excli- 
_sive estimates _ by $ SALES MAN sas 


SALES AN 
Ag iy BUYING RETAIL SALES ADVERTIS. 
w p ESrimares SM ME ING 
ESTIMATES —1954 4 ESTIMATES—1954 CONTROLS 


COUNTIES | } | } FIVE STORE GROUPS j 
c |Urban- | (in thousands of dollars—add 000) 
Total % | Fami- | ized i | | &% ty Buying |Qual- 
(thou- | of | lies | Popu- Cap- | Power ity 
sands) | U.S.A. | (thou- | lation 8. i .S. Furn.- Auto- | Index | In- 
| House- | motive dex 
Radio | 


nee PRG TREC? Shsan ie i ae 
; -0744)1 ,353)4 610 .0780) : ' 10,089} 20,015| 2,756 
AAltoona.... 76.5) .0471) 23.2! 0443/1 ,453/4,793 874. 27,134 2,302} 7,951] 13,783] 1,898 
Bradford. ....., 2. .5| 16. ; 02551 ,230)4,141 Ss a 3 : 3 1,644, 9,949) 889 
Bucks.......... . a , : ? -1470)\1,715)5, 804) ; i j ,189} 7,797) . 33,947) 3,403 
Bristol....... 3.4) .0082) . .0084|1,575|5,703] 24, 0146 5 615) 2,427, 5,693) 465 
Doylestown 5.4 2 Bl 34) .0048|2,026|5,778 | 0184) 343 ,207| | 629 
Quakertown 5 00% mn! , 488) 0046/1, 853)6 046 
Butler |. .3| 33. | .0561|1,397)4,980 
Butler 23.4) . 3] ‘ .0144|1,546/4,955 
Cambria i © ed ; 3 . 1107/1, 323/4,987 
AJohnstown... : j 3| af ,570| + .0393)1,543)5, 416) 
Cameron | . 9 3. 11,161). ,594/5,874) 


| 
Carbon . . A 15.9) 38.3 74,223) 23.0 ’ ° | 2, 15,717) 


Centre 8). 17.0| 28.1} 90,475) .0361/1,334/5,322 14,590 


State College- | / 
Bellefonte... 3.7} 0146] 5.0) 43,802} .0174|1,848|8,760 /857| 7,176 
State College. 8} .0109} 3.2 35,128) .0140/1,973|10978 35: 2 | 4,385 
Chester é -5| .1024) 43.6) 70.5} 279,695. 1113/1, 680/6,415 | 0924) | 40,282) 
West Chester. I d ‘ 30,024) .0120}1,925}7 ‘sa 8,013} 
Coatesville. . . 0086) 3.9 26,134 .0104)1.867 ‘6, 701 24,008} .0141) 6,378 
Phoenixvills. . a. ; 2| 6) 24,672 .0008)1,841 6, 853 38 010% | 5,173) 


Clarion......... 8} .0233} 10.5, 4.5] 41,378) .0165,1 092'3,941 @ 3,444, 9,322 
Clearfield 3.3, .0512) 23.4| 23.7 | 98,288) .0392/1, 180|4,201 ‘ : 3,177} 21,614 
Du Bois...... 3. 3.5 18, 568) 00741, 643/5, 305 2s) 0147) 6,176 . 
Clearfield... 9.4) .0058) 2.9 14,967} .0060|1,592)5, 161 865). | 5,066 ‘ 1 4, +0075) 129 
Clinton... 1, 0228; 10,6} 15.6 | 49,163) .0195|1,325/4,638} ‘ 3,056) 9,442 . | | . 87 
_ Lock Haven... 11.4) 0070) 3.3} 18,948) .0075/1,60215,742 J 54 3 0052) 74 


4 and A See end of state for SM “Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
614 SALES MANAGEMENT 


IT’S A FACT... when you buy WJAC-TV, you get a 
bonus of Pittsburgh and Altoona. Hooper consistently 


shows WJAC-TV 


Ist in JOHNSTOWN 
2nd in PITTSBURGH 
Ist in ALTOONA 


Anytime you want your television dollars to go further 
. and work harder . . . put WJAC-TV on your list! 
Call your KATZ man for complete information. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999; over $7,000. 


TALL TOTALS in the Rich Markets of CHESTER COUNTY, PA. 


a 7 
West CHESTER stands out $ 


as the heart of Pennsylvania’s rich 


; Effective Buying Income: 
Chester County . . . with hearty $279,695,000 


: org Py " - 7 Retail Sales: 
buying that is spurred by the po $157,114.00 
tent “pull” of this county-minded Retail Food Sales: 

$40,282,000 
Family Income ($6,415) 
local circulation. is 18% better than 
national average 


——<—— 


ieee ro 7 : 
pf duily newspaper with the largest 


CHESTER Co 


10, 1955 


Cony... 
HARRISBURG, PA. 


Per Capita Income of $1897 (Per Family—$6003) 
Per Capita Spending of $1972 (Per Family—$6241) 
Quality Market Rating of 138 (Up 3 Points) 


4, , 
and youd, bass 
HARRISBURG, PA. 
Not only the best Market in the State 
of Pennsylvania but one of the best in 


the entire United States. 


NO WONDER IT’S A NIELSEN AND BURGOYNE TEST CITY! 

NO WONDER IT’S THE THIRD MARKET IN THE ENTIRE STATE! 

NO WONDER THE PATRIOT-NEWS HAS OVER 120,000 DAILY CIRCULATION! 
NO WONDER THE PATRIOT-NEWS HAS OVER 120,000 SUNDAY CIRCULATION! 
NO WONDER THESE NEWSPAPERS CARRY MORE ADVERTISING! 

NO WONDER THESE NEWSPAPERS HAVE THE LOWEST MILLINE RATE! 


—And no wonder MOLONEY, REGAN & SCHMIDT are so glad 
to give you all the details of the Harrisburg Market Story and 
the co-operation available in this Capital City. 


. The “SM” symbols mark original, exclu- 

PEN NSYLV A NIA — (Continued a, sive estimates by SALES MANAGEMENT. 

~ a 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS. 
Sy7p ESTIMATES INCOME @D ING 

1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES | } FIVE STORE GROUPS 
CITIES t (in thousands of dollars—add 000) 
Net y) | __| Buying Qual- 
Dollars | | | | Power ity 
(add : i 000 . Gen = | Index | In- 
000) 5 | dex 
| Radio | 


Columbia....... a. .7) 25. 69,053, . ,305)4, 50,376, . ‘ . 350) , y .029 | 190 
Bloomsburg. . 8). . 16,879}. , ' 18,580}. ,358) 7 : ‘ 1 .0080} 121 
Berwick Aly ; 19,748] 0079/1, ‘ 18,121) . 143} 3 7 ; 462]  .0089) 100 

Crawford....... ee . . 115,101). , : 87,526) . 709) ,069! y . . . .0483 
Meadville. , a4 2) 35,165). ,87015, 41,099}. ,706 3,658, 2, 3 é -0166| 
Titusville... 4.0058) .2| 13,831 17,356] -. 714) ee .0070| 

Cumberiand .2, .0635| 30.1| 60.9] 166,584) .0663/1,614 94,691 148) 24,425, 4, , Y . ‘0625 
Carlisle. 5} 0108) 5. 30,805] .0123/1,765/6,941] 29,673] 0175) =| «6,790 2,058, 2,438) 5, .0136| 

| | | 

Dauphin 2. 5/163. 348, 362| .13781,678 5,616} 249,570, . 058) ; ,991, 15,447) j , .1382| 
AHarrisburg. 1) .0367 .1| 174,676) .0696|1,897|6,003] 180,659) .1062| 171; 28, 2,950! 32, 2 .0780| 

18,684] .0074|1,507/6,027] 10,355). 203) | ; .0071| 93 

958,277 .3816)2,083|7,332) 397,702) .2338) 3, 959) 74, ; 3176) 112 

131,155) .0522/1,845/6,602) 108,861) 3, 796 ! * r 0541) 124 

Upper Darby i | } } | | 

Township. .7| .0613| 29.6) 242,673| .0966/2,434/8,198] 102,853}. 503| 68: 473; 22, : .0787| 128 
Darby 9) .009% 6 26,695] .0106|1,792/6,674] 18,351] .0108) 563} 1, ,208| 7 0104) 113 
Haverford | | } | | 

Township 5.6} .0281) 12.1 107,344, .0427/2,354|8,321] 16,918) 0100) 669) ; ,227| 1,077] 0300) 107 
Media....... 0} .0037) i 11,806} .0047/1,968/6,559] 15,758) . ; 33 741| ,367| 555} .0059| 159 
Lansdowne. . 2.8| .0079! 4.1) 33,055| .0132|2,582/8,¢62]  12,727| 0074] | 3,821) | 6,583) 4 0104) 132 
Yeadon... A) 0076 24,967} .0009/2,013)7,566] 3,904) .0023/ eee | 1,938) 0072} 95 

Elk .9| 0215) 46,432} .0185/1,330/4,837|  24,626| .0145| 2,565 Y , 616) .0179| 83 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


Table of Contents appears on pages 1, 3 and 5 


SALES MANAGEMENT 


of OHIO, PENNSYLVANIA and NEW YORK 


USE 


The combined coverage, promotion and 
merchandising facilities of: 


Serving 218,500 set 
WIC U cuanwer 2 N.B.C.— A. B.C.— Dumont 
ERIE DISPATCH serving 40,097 daily, 44,905 Sunday 
Serving the tri-state a ith 
WIKK-NB 5000 watts me 


OWNED AND OPERATED BY REPRESENTES BY: 
e WiCU—channel 12. Edward Petry Co., Inc. 


ED WA RD L A MB E N T E a PRI Ss E Ss © Erie Dispatch. Reynolds—Fitzgerald, Inc. 


© WIKK—N.B.C. Edward Petry Co., Inc. 


i ee i TEE ac Gag os NSYLVANIA — (Continued) 


sive estimates es by SALES | MANAGEMENT. _ Ah OS es ct Se . tli yl rans. SS oe 


POPULATION a gs ee Be aie RETAIL SALES 
JH ESTIMATES SM IN 
Esrit MAT ES—1954 J ESTIMATES—1954 CONTROLS 


1/1/55 
FIVE STORE GROUPS 


COUNTIES fi | | ; 
CITIES Urban- | (in thousands of dollars—add 000) 


Per | Per | 9 ty | Buying |Qual- 

- | of | ties | Popu- of |Cap- Fam- | | Power | ity 4 
sands) | U.S.A. | (thou- | — } U.S.A. | ita | ily .S. | General | Furn.~ Auto- Index | Jin- 
000) | | | Food | Mdse. | House- | motive | Drug dex 
| Radio 


233.4] 1436] 67.9:181.4] 391, 492 .1559/1, 67/5, 766} 277,780) 1633, 4,091) 71,807) 28,527, 16,565] 52,285, 5, -1656| 108 
134.7; .0829 39.7 239,792) 09661, 78016, 040} 208, 293| . 1225) 53,067; 25,656 14,144 34,556) 4,13 -1011} 122 
8.4] .0052| 2.6 11,886) .0047|1,415|4,572 13, .796| .0081| | 4,013] 972 610} 4,156} 27 .0058} 112 
Before using these figures, see explanation page 11. 


4 and “ See end of | state ‘for SM Metropolitan County Areas. © SM, 1955. 


FRIE IS PENNSYLVANIA’S ‘3rd CITY 
, in 


e FAMILIES e FOOD STORE SALES 
e effective BUYING INCOME e AUTOMOTIVE SALES 
e DRUG SALES 


This IMPORTANT MARKET deserves consideration and to cover it you MUST use... 


ov] CHE ERIE TIMES [wx 


REPRESENTED BY THE KATZ AGENCY, INC. 


MAY 10, 1955 


CONNELLSVILLE—SOUTH CONNELLSVILLE 


PENNSYLVANIA’S NEWEST MULTIPLE CITY 


investment 


It’s not the size that counts, it’s 


how much you can sell per dollar 


THE DAILY COURIER 


Retail sales activity . . . plus 
the closely knit area of Con- 
nellsville, South Connellsville, 
Dunbar Township, Scottdale 
and Mt. Pleasant ... make up a 
market of 36,400 people, with 
nearly $56,000,000 to spend. 


On a quality of index rating, 
this market is 20% above aver- 


age. You can sell 20% more it 
you advertise enough. 


The Daily Courier not only 
provides full news coverage 
for all of these areas, but 
serves as a strong selling influ- 
ence in the entire city and re- 
tail trade zone of 86,381 
people. 


CONNELLSVILLE, PA.—Represented by 
The Julius Mathews Special Agency 


JM 


POPULATION 
ESTIMATES 
1/1/85 


EFFECTIVE BUYING 
INCOME 
ESTIMATES-—1954 


JM 


_sive estimates by SALES 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES 
CITIES 


South Connells 

Connellsville. . . 

Brownsville... 
Forest...... 


Franklin... 
Chambersburg 


Waynesburg 


Huntingdon. 
Huntingdon- 
Mount Union. 
Huntingdon. . 

Indiana 
Indiana 

Jefferson 
Punxsutawney 

© SM, 1955. 


5 |e 


USA. | (thon | tare 
/ sands 


lation 
thou- 


Urban-| 
ized 


Coun- 
ty 


FIVE STORE GROUPS 
(in thousands of doliars—add 000) 


The “SM"’ symbols mark original, exclu- 
MANAGEMENT. 


SALES AND 


Furn.- 
House- 
Radio 


0220/1221 
0036} 1,663 


| 
- 0174/1 ,084 


| 
.0087\1 , 895 
0046} 1,547 
-0353)1, 169 
.0084/1,779 
.0232)1,217 


-0050) 1 , 430)4 443 ay 


.0074!1,770|5, 
0033 805)2, 


5,716 


3,910) 


4,445) 
4,642 
4,239) 
5, 880) 
4,166) 


1,679) 


11,118) 


6,159) 13,573) 1,599 


2,280 
1,805 
1,399 

123 


6,486 
5,571 


4,442! 
2,283) 
1,816) 
168 
604 
425 


1,867 


1,818 
1,255 
3,171 
2,175 
2.719) 
1,413] 


-0084) 114 
-0057) 124 
-0386) 83 
-O112) 153 
-0249, 85 
-0066; 122 


Before using these figures, see explanation page 11. 


The Scranton Tribune oi, 


Before You Budget Your Advertising 


Dollars In The Scranton Market... 


Take a closer look at THE SCRANTONIAN-TRIBUNE 
Get The Complete Advertising Picture in ALL Scranton Newspapers 


THE SCRANTONIAN suns 


GILMAN, NICOLL & RUTHMAN, National Representatives 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


There is only OWE ][st(MARKET!in Pennsylvania 
el thes tiller re coecee 


.. . and only ONE 2x? (MARKED in Pennsylvania 
‘ 9 Pitts rgh = Population- op aa 


M THERE 1S ONLY OWE ZyPdMARKETs 


? Topographically, economically and socially, SCRANTON and the 
neighboring city of WILKES-BARRE must be considered as a unit. 
These two markets are so closely allied that the traveler can hardly 
tell when he has passed from one to the other. 

This is also true in the distribution of merchandise as evidenced 
by the major grocery and drug chains and wholesalers. 

For example: The A & P TEA CO. has its buying headquarters 
for the area in SCRANTON. AMERICAN-ACME STORES buy in 

Source: Consumer markets 1955, Hazleton WILKES-BARRE. The PENNSYLVANIA WHOLESALE DRUG CO. 

luded from Scranton . .. Wilkes-Barre. headquartered in WILKES-BARRE and distributing in fifteen counties, 
etmetee 35% of its total volume in SCRANTON and Lackawanna 
ounty. 


he Scranton Cimes 


GEORGE A. Mc DEVITT CO., INC ational Representative N hicago, Philadelphia, Pittsburgh, Detroit 


eet cae per PENNSYLVANIA — (Continued) 


SALES AND 


ULATION ure, See RETAIL SALES —— 
+ peed 'N 
@ GD ESTIMATES—1954 JM ESTIMATES- -1954 CONFROLS 


COUNTIES a ia) ca cds sls alae FIVE STORE GROUPS 
CITIES Area | |Urban- | (in thousands of doliars—add 000) 
Total % Fami- | ized Net | %&% Per | Per | a £ __} Buying Quel 
thou- | fies |Popu-} Dollars of | Cap-| Fam- dd | | Power | ity 
sands) USA | (thou- thw (add U.S.A. | ita | ily | U.S.A. | Pei | Furn.- Auto- Index | In- 
| Sands) | (thou- 000) | | . yong | motive dex 
| | i jadio | | 


Juniata sail ° -0093) * wire 15,243 9061 i ne), 545) 12,313) . ,863) 2. 171 : 176) 2,827 .0070, 75 
Lackawanna ; 1549) . . 351,576) -1400/1, ,396/4, ,836 229,044, . , 66 , 260 . 14,454) 928,512 ’ 44 91 
AScranton. .. y .0770| 37.5) 190, 499 “0759|1,523 5,080 151,053; .088 37 ,633 20,751 11,748 19,949; 2,88 -0800; 104 
Carbondale. . 5.7; 0097) ‘ 20,968} .0083/1,336/4,765 17,310] 0102 5,346 980 769 3,101 27 0092) 95 
Dunmore : 0119 5. 26, 768) _-0107 1,387)|5 ,249 10,529} .0062 3,849 89 441 1, 637 32 0096 81 


| 
J 


4 and 4 See end of st state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see “explanation page n. 


IN THIS ISSUE ESS oh iaigeliaii ae SCRANTON, PA. 


Home of the 
Foreword 11- 50 development boards are best | Famous ‘Scranton Plan” 
Industrial Data Section 51- 77 


equipped to provide up-to-date ° 


and reliable information on con- 23 Community Industrial Builaings 


Growth Trends: Population, sas peng Completed And Still Going Strong 
Sales, Construction 91-119 ditions, resources and facilities | 


Farm Income Section 78- 90 


. 

We Keep A Building Ahead 
Let Us Provide For Your Future 
or all of them will be answered INDUSTRIAL DEPARTMENT 
with prompt and courteous co- Chamber of Commerce 
operation. Scranton, Pa. 


Metropolitan Areas 155-212 in their respective cities, states 
Leading Counties 121-152 er areas. Your inquiries to any 
County-City Section 223-756 
Territories 757-758 
Canadian Data 760-807 


MAY 10, 1955 


For “Plain and Fancy” Results 
Lancaster County’s 


Family Buying Income 
is $6,327* 


*12%%% above Pennsylvania average of $5,627 


The spending Power is here and Growing! 


Lancaster County's population of 242,000 represents a total 
retail sales figure of over 265 million dollars! Per capita 
buying income of $1,812 is 12.6% above the Penna. average 
of $1,614. Automotive sales alone topped the 49 million 
dollar mark! 


Big Industry is here and Growing! 


Within the past year, Schick, Inc., Warner-Hudnut, Alcoa, 
Jones & Laughlin Steel, and other large industries have come 
to Lancaster County—joining ranks with such established giants 
as Armstrong Cork Co., Hamilton Watch Co., New Holland 
Machine, R.C.A., and others, to make this one of the great new 
industrial centers of the East. 


All this Industry Growth and Lancaster County is still the First- Harold M. Canning, Mgr. 
Ranking Non-lrrigated Agricultural County in the United States! 45 W. 45th St. 


And Lancaster County is Sold on 


LANCASTER NEW ERA °  Jittelligenter ai Journal. « SUNDAY NEWS 


Judson 24354 


PENNSYLVANIA — (Continued) a ine eotmata ty SALES WARAGEMERT: 


AND 
EFFECTIVE BUYING RETAIL SALES NDVERTIS 


OPE ESTIMATES NCOME 
, 5 ING 
JM BYP ESTIMATES—1954 BYP ESTIMATES—1954 CONTROLS 


1/1/85 


COUNTIES i | } FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 
% Fami- 70 Per | Per 
of lies of | Cap-/| Fam-| | 
U.S.A. | (thou- ita | ily 
| sands) 000 


Drug 


1488 69.3)121. . . 1,812)6,327) ,371|  .1561) 3,829) 55,681) 24,380) 14,439) 49,570) 5,140 
0398; 19.6 , é 1976/6 ,522) R -0647 23,701; 18,366 8,217; 15,467) 2,965) 
0046) 2.4) . ‘ 1,791/5, 596 . -0086 3,939 649 1,376 2,782 4i9)_—(« 
-0075) 3.3] i A 1510/5, 583) -0068) 3,746 359 661) 2,913 359} + .0072 


4 and 4 See end of state for SM Metropolitan County 4 © SM, 1955. Before using these figures, see explanation page 11. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 


are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


Super-Powered for your profit 


a wonderful combination! 


1 * 2 A rich market with 938,675 families who own 
5, h i | 0 n 823,448 TV sets, have an annual effective buying 


income of over $54 billion. A super-powered 


station — the one station that reaches this vast 
dollar market) =. 


STEINMAN STATION 


Zo Clair McCollough, Pres. 
WGAL-TV : 


CHANNEL 8 MIGHTY MARKET PLACE 
* CBS '* Dumont York Harrisburg Reading 


L A re c A S T E we ' P A . Honover Lebanon Pottsville 


; . Gettysburg Carlisle Hazleton 
3] cs] 000 watts Chambersburg Sunbury Shamokin 
7 Waynesboro = Lewistown Bloomsburg 
Frederick Lock Haven Lewisburg 
Westminster Hagerstown Martinsburg 


Representatives: 


MEEKER TV, Inc. 


New York Los Angeles Chicago San Francisco 


The “SM” symbols mark original, exclu- 


sive sive estimates by $ SALES MANAGEMENT. _ 3 an © : . - . NN N SYLV Y LV V. A NIA l AW (Continued) 


POPULATION tg hk 3 dommes RETAIL SALES 


aw NCOM 
ei JM ESTIMATES— 1954 ESTIMATES—1954 


M a a scl 
COUNTIES Hi FIVE STORE GROUPS 


CITIES \Urban- | (in theusands of dollars—add 000) 
Total | % Fami- ized Ne Per | Per 


} | % ty Buying 

(thou- of | ties | Popu-| Dol | Cap- | Fam-' Power 

sands) | U.S.A. | (thou- | lation (a .S.A.| ita ily | General | Furn.- Index 
) | | 


sands) | (thou- Food Mdse. 
sands) | 


107.7} .0662) 31.1) 62.9 : ~ .0701|1,636 636/65, 1066 ,238|  .0631) 3, 448 30,368) 8,970| 719) 3 ‘ -0673 
ANew Castle 49.9} .0307| 6} J .0343 1,728) /5, 905) 175) .0442) | 19,674] 7,483} .0366 
1Ellwood City 13.3} .0082| ,708| .0094]1,783/6,239 ,385} .0102! | 5,683; 1,148) .0004 
Lebanon....... 89.5} .0551/ 25.8) 48.5 * .0542|1,519|5,269 é .0495| 3,265, 19,752} 6, 103! : - 0529) 
Lebanon. ... 32.01.0197 9.6) 55,967! .022311,74915, 830! eo .0272 | 9,480; 5,200: 3, 11,400! 1,284) .0233 


1 Ellwood City is in Beaver and Lawrence Counties. Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. 


LEBANON— Pennsylvania ’s Purse-onality Market 


Sales Management ‘shows a 16% GAIN in Effective Buying Income for Leb- 
anon, compared to a 2% national increase, and a per capita EB! 13.2% high- 
er than the national average. That's “Purse-onality”’! 


REACH THIS RICH, RESPONSIVE MARKET WITH THE SEVEN-DAY-A-WEEK 
rede Zone Cosroge LEBANON DAILY NEWS ons sinday voring 


Represented Nationally By STORY, BROOKS and FINLEY 


MAY 10, 1955 


BUSINESS IS BETTER 
LEIGH VALLEY, PENNSYLVANIA 


cee rere ee 


© tepertian be he BS Term Hegr © keri soe: 2 dr Al Ime Hor 
& teow treme twietemg fe dee BA Terme tegr 6 @ 0(feee mouse: & Sr Al Tere tear 


en ee 


> FORMITURE LAMEDEE UP 28S, * BUILDING LINEMEE OP 552%, 
* EMER UEDSE UP 26S, * FIRMREIDL LINEAGE OP 155%, 
> FORD LINEAGE DP TTR, teen et coe oe 


° Jomuary Ts eve January Mot 


GIRCULATION AT AM ALL TIME HIGH! 


CALL-CHRONICLE NEWSPAPERS 


ALLENTOWN. PA. 
Rationd) Eepresenialioes: Siory. Browks & Fintiez 


PEMNSTLVANIA— Cont mut 


Prec we STL 


fifty 


7 
a a SEA 


SERRE 


- 
we 


BE 


BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with few exceptions. They know the Survey is reliable. And they 


know too that the people they are talking to—advertisers and advertising agencies—rely on 


the same authority, 


SALES MANAGEMENT 


Lifting The Lid On 
Pennsylvania's Third Largest Market 


LUZERNE L weir x 
COUNTY RIA $520,611,000 


In Effective Buying Income 


When you talk WILKES-BARRE TRADING AREA you are talking about FORTY contiguous munic- 
ipalities of the great Wyoming Valley within 8 miles of the corporate limits of the hub city. 


WILKES-BARRE = (si zone 169,479 
TRADING AREA 300,436** (Minicrames”” 


This Half Billion Dollar Market can be reached ONLY through exclusive daily coverage of 


TIMES @ LEADER Wilkes-Barre Record 


THE EVENING NEWS MORNING 
Circulation Yo of 
' Combined Population _ Coverage __ 
Wilkes-Barre City Zone (ABC) 50,633 169,479 100.0% 
Wilkes-Barre City & Retail Trading Zones (ABC) 89,017 392,241 79.3% 
* (SM) Official Figures NATIONAL REPRESENTATIVES ** (Excluding Hazleton Area) 
Story, Brooks & Finley, Inc. Reynolds-Fitzgerald, Inc. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 


IBM listings of data in the "Survey of Buying Power,” regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 


, Bethlehem is getting big- 

... key city of 
Pennsylvania's ger all the time. Look at 
34 largest 


market! the listing for further de- 


tails on this important 


market. To cover it, use— 


The Bethichem Globe-Times 
Population esis 69.4 


Effective Buying Power $119,439 $124,722 Hany. Rolland L. Adoms, President 
Family Income S 6,094 $ 6,429 De Lisser, Inc., national representotives 


MAY 10, 1955 


WILLIAMSPORT, 


PENNSYLVANIA 


The Market With FOUR Point 


Williamsport’s Per Capita Sales are 
J amongst the highest of any city in 

Pennsylvania and exceed the State 
Average by: 52% in Total Retail Sales; 42% 
in Food Sales; 57% in General Merchandise 
Sales; 85% in Furn-House-Radio Sales; 56% 
in Automotive Sales and 76% in Drug Sales. 


re 


Williamsport, the only city of its size 

in a 75 mile radius, is so completely 

isolated from the impact of outside 
market and media influence that it is prob- 
ably the most ideal test market in the north- 
eastern part of the United States. 


Williamsport, North Central Pennsyl- 

vania’s oniy Metropolitan Market 

Area, has a consumer potential that 
ranks amongst the highest of any market its 
size in the State. Its 103,900 people have a 
Buying Power of $151,335,000 and a Retail 
Sales Value of shots: 273,000. 


a: Coverage. Williamsport’s only Daily 

Newspapers with a Total Combined (M&E) Cir- 
culation of 31,305 deliver 100% City Zone 
Coverage and 88% Metropolitan Home 
County Area Coverage. 


The wntinniacbane Sun, Gazette & Bul- 
letin Coverage is — — — Saturation 


THE WILLIAMSPORT SUN + GAZETTE & BULLETIN 


Represented einiiiitaiead by: niankas Brooks & stl Inc. 


PENNSY LV ANI A— (Continued) 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1954 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
OUD estimates—1954 


COUNTIES 
CITIES 


] PIE STORE GHOURS 
Coun- of dollars—add 000) 
ty 
Sales 
Per General 

Mdse. 


Buying 
Power 


Auto- Index 


motive 


Lycoming....... ¢ 

A Williamsport. .0283 7 5,355 
.0342 , -0340, 5, 
.0107) 5.4| 5,838 
.0715| 33.1) 65.5 15,818 
Sharon-F arrell- | 
Sharpaville..... | .0985| 13.0] 6,788 
Sharon........ ll 0167} 7.9} 929} .0223/2,064|7, 


Fam-| Food 
ily 

3,384 pt 
17,961| 
16,276) 


8, 403| 
31,103 


10,596 
9,739 
2,709 
1,900 

10,905 


20,242 
12,564 
16,587 

7,717 
23,909 


3,423 
30,442 


120,710 3,647 


16,895 | 
11,927 


66,290 
52,092 


7,483) 12,783, 2,072) .0850 
6,988| 11,945; 1,539}  .0237| 142 


+ and & See end of state for ‘SM Metropolitan County Areas. 


© SM, 1955. 


Before using these figures, see explanation page 11. 


A recognized leading 
small city newspaper 


COUNTY TRADING ZONE 
1954 Sales Data 


Retail Sales $120,710,000 
Eff. buying income 192,591,000 


Sept. 30, 1954 
Po ulation (county) 
amilies ; 


HERALD COVERAGE 

Population city zone 
Families wat 

Herald circulation ... 


HERALD COVERAGE 


Per Family 

Food Sales .. 

General Mdse. . 
Automotive 
ere 
Furniture . : 
Market index 103 


5,818 
31,103,000 
10,905,000 
23,909,000 

3,063,000 
7,875,000 


month’s average . 


Che Sharon Herald 


Sharon, (Mercer Co.) Pa. 


1954 POPULATION & CIRCULATION DATA 
SHARON HERALD CIRCULATION 


Herald circulation Feb. 28, 1954 


Seurces——U.S. Gov. Census, ABC, Sales Management Survey, 
Pa. State Reports, Standard Rate and Data. 


Covering a rich industrial 
and agricultural market 


SHARON—1954 Sales Data 


Retail Sales 
Eff. buying income 


$52,092,000 
55,929,000 

Per Family 7,080 

Food Sales 11,927,000 

Gen. Mdse. 

Automotive 

Drugs .. 


Furniture 


Market index 


SALES MANAGEMENT 


A More “Highs” |< ..sin NORRISTOWN, PA. 


Bustling buyers are rolling up their new “highs” Norristown offers advertisers a ‘choice’ section 
... and the 1954 lineage records of the NOR- of the Greater Philadelphia market . . : an area 
RISTOWN TIMES-HERALD reveal impres- noteworthy for its bulging $6,731 effective 
sive new totals in three departments: family buying income! 
Beer (Brewery) Advertising . .up 47%! And the NORRISTOWN TIMES-HERALD 
Gasoline and Oil Advertising . .up 36%! (with 99% home coverage) is the daily news- 
> paper that takes a living, moving part in local 
Food Advertising - +. -up 26%! activities . . . especially active in moving the 
Liquor Advertising ...up 6%! products of advertisers. 


a 
Montgomery County’s Great ° 1p a Represented Nationally by . 
HOME NEWSPAPER Gimes {ern THE JULIUS MATHEWS SPECIA 


NORRISTOWN. 


rete eee ss PENNSYLVANIA— (Continued) 
pes SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOM ; ING 
JM SYD estimares—tes BYP ESTIMATES—1954 CONTROLS 


Metro. 
COUNTIES |p FIVE STORE GROUPS — 
CITIES Urbar: | n thousands of dollars—add 000) 
Total » 3 I 
(thou- | | of | | 
sands) | U.S.A. dd U.S.A. 000 U.S.A. | P General | Furn.- | Auto- 
000) | Mase. House- | motive | Drug 
jadio 


Greenville... ' ¥ 3. ; .0068}1,815/5,688 , .0107 4, .798| 1,396} lll} 3,744] 398 
Grove City. 6} .0047! J , -0063|2 ,086|6 342 : 3 3,541 938) 3} 4,423) 230 
Farrell... 3.5} .008% ‘ 21, -0086}1 , 6016, 355 } ; 3,750 310 ,505| 329] 369 
Mifflin....... 6}. .5| 17. .0221/1 ,269|4, 427) ; é Los 14, 3,642 , 6,830) ic 


Lewistown... Oo}. : , 0089/1 ,589|5,057 ; .0162 3,466 119} 4686/9083 

.0211/1 ,510/5, 110 . é 977) 854) 5,126 : 8,154 

East Strouds- | | 
burg... 3.9]. .0093|1,679\5,692| 27,968 .789| 861) | 6,011} 686 

Stroudsburg. . 5} ‘ ‘ .0045/1,750/5,986] 18,785! . ,132} 4,214 3} 5111) 443 


Montgomery... "ate 9/259. -3161|2,090)7,566] 409,471) 2408) 3, ; 37,131) .176| 83,928| 11,789] 
Lower Merion | | } | 
Township. . .0332 ‘ 5 .0571/2,657|8,912] 63,910] | .0376| 7,233 a| ,606| 20,389) 2,847 
Norristown. .. "ie .6| " .0257|1,611|6,731] 62,045) | .0365| 8,372| 1,805 
Pottstown... .. 25.3) . : ,226| .0196/1,946/6,563] 43,606) 0257 9,909} 3,005 ,372| 10,995] 1,424 
Jenkintown... 5.l| . 5| 3,604] .0054/2,667/9,060) 27,494) .0162 204] 5,612} 646 
Lanadale.... 3. Al 775} .0079|1,920|6,379 18,566 0106 ei | *1,685| 4,569) 534 
Abington 
Township. . 33.2] .0204] . 75,569] .0301/2,276|7,872] 16,998 
Cheltenham | | | | 
Township. . 5.1) 0154! ; 6,217| .02¢4/2,638/9,460] 15,016) .008% 3, 85 1,896} 738 
Conshohocken. . as 9, .0078}1,786|7 ,557 11,043) ae 30} 1,986 278) + ©.0072 
Montour........ .3} 0100) 3.6) 7.2 .0060/ 933/4,223 8.917) . 2,477| 548) 2,081) 0065 
Northampton. . 4 0}. 53.7|137.0 f .1247/1,666|5,832] 215,453) . 4,012| 66,081) 34,692) 5,251) .1235 
_ 2aBethichem.. .0427; 19.4] 124,722} .0497|1,797/6,420] 81,720! .048 24,113] ; 17,471| 2,734] 0478 


7,592 697 


2 Bethiehem is in Lehigh and Northampton Counties. Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 195: 


Definition of Consumer Spending Unit 


The “consumer sperding unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 


colleges, etc.), as well as unrelated individuals living alone or with other families. 


MAY 10, 1955 


Long Deserved Recognition Granted 
Always A Claim ... NOW A Reality! 


EASTON & 
WILSON, PA. 


and 


PHILLIPSBURG, 


N. J. is a 


MULTIPLE CITY MARKET 
mits Popuiation §=O9,10 


Limits Population 
The Audit Bureay of Circulations, in juncti with Standard 
Rate & Data Service and Sales Management, has officially veri- 
fied what we've been telling market and media men for years 

. EASTON and WILSON, PENNSYLVANIA and PHILLIPSBURG, 
NEW JERSEY is a MULTIPLE CITY MARKET .. . the important 
eastern portion of the Allent Bethlehem-Easton Standard 
Metropolitan Area, Pennsylvania's third largest market. 


tasTonw PHILLIPSSURG 


} 


ABC City Zone 81,797 
C&R Zone 181,865 


Television Station WGLY c=. s7 
Truly An AREA Station 


Strategically 
Located In The 


CENTER 


Of The 


Allentown - Bethlehem - Easton 
Metropolitan Area 


. that Serves and Sells the Third Largest Market in Penn- 
sylvania . . . 44th in the United States. 
HERE'S A MAJOR MARKET WITH MONEY TO SPEND, AND THE 
WiLL TO SPEND IT. The way to get this market to spend 
its money for your product or services is an advertising sched- 
ule on WGILV. 


EASTON 


ALLENTOWN 
BETHLEHEM 


100,000 Watts E.R.P. 


ABC - DuMont - WPIX Sports Relay Networks and the Leading 


local Programs. 


WGLY EASTON, PA. 


Represented By Headley-Reed TV 


46,000 net paid circulation daily 


EASTON EXPRESS *..”" 


Represented Nationally by Kelly-Smith Company 


The “SM” symbols mark original, exclu- 
_sive estimates by SALES MANAGEMENT. 


aaa: SALES AND 
ADVERTIS- 


PENNSYLVANIA — (Continued) 


PULATION EFFECTIVE BUYING 


PO 
ESTIMATES INCOME 
BUD 1/1/55 GZD Estimares—tos JM 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 
Per | Per 
Cap- | Fam-| 
ita | ily 


| General Furn.- | Auto- 
Food Mdse. | House- | motive 
Radio 


63.8, .0389| 18.9 
35.0) .0215) 10.5 
114.5} .0704; 33.3 


103 , 662 97 ,096 ’ 
59,127) . 75,253 20, 463 8,333 6,163} 10,209) 1,681]  .0293 
142,653). 106, 5 30,150 8,963 6,676, 21,166) 2, -0612 
15.7| 0097 5.0 24,022 27,582) . 5,825 2,924 2,367 6,886 812] + .0116 
16.4) .0101 4.8 21,053 25,893) . 6,485 2,754 2,249 3,860 81 -0108 
13.8} .0085 3.9 16,151) . 14,825). 4,308 2,070) 724 2,180) 451) .0075 
25.3) .0156 7.2) 2.2 29,982) .0120 18,408) . 4,865 pe 439 3,164 27, («0124 
106 | 2,139.6) 1.3161) 626.1/2130.6] 3,753,815 1.4947|1, 2,668, 143 616,789| 485,714) 156,442) 303,524) 69,111] 1.4813) 113 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


AND NEVER FORGET IT 


Home-delivered newspapers give the advertiser maxi- ment pay off—select the newspaper with just plain 
mum attention in the place where it counts most— old-fashioned home-delivery. 


87,285 8,498 7,080, 16,887) 1,940) 0465 


in the home. 

Small city dailies like the Sunbury Daily Item—jam 
packed with local news—carry a sales impact that big 
city newspapers just can’t match. 

News about local people is must reading for the whole 
family. 

There’s one sure way to make your advertising invest- 


City Population 
15,700 


Sunbury Baily Item 


That’s why local news plus home-delivery adds up 
to a big pay-off for your advertising—especially in a 
market where retail sales are substantially larger than 
income. : 

The Sunbury Daily Item is that kind of a paper with 
100% coverage of the city zone families and more 
than 60% of the families in Northumberland County. 


ABC Circulation 
19,431 


SUNBURY, PENNA. 


National Representatives . . 


. THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


SALES MANAGEMENT 


This is 
the ad 
we might 
have run 


at 


If we had believed 


the prophets of doom... 


who in the year 1948 predicted the quick end of Radio, we 
would now be holding creditors’ meetings instead of clients’ 
meetings. For despite the phenomenal rise of television in 
Philadelphia, WIP local and national sales combined, went 
up a total of 69.9 per cent during the last seven years, hit- 
ting an all-time high in 1954. WIP has made consistent and 
appreciable progress every year for the last seven years. 
To keep sales of your product going up in the growing 


Philadelphia market, use the station that gets results. 


National Ve a 
Representatives 


= 5000 WATTS | &W@! 24 HOURS A DAY 
he PHILADELPHIA 7, PA. 


MAY 10, 1955 


Look AT THE A/STING 


é 
ies ow ere > SALES ARE UP IN POTTSVILLE! 


1954 1955 
Buying Power .. $32,198,000 $34,567,000 
Family Income . 4,666 5,083 
Food Sales ......... 6,728,000 6,815,000 
Drug Sales .......... 970,000 993,000 
Quality Index ........ 115 120 
THE LARGEST PAPER IN SCHUYLKILL COUNTY 


THE POTTSVILLE (PA.) REPUBLICAN 


Represented by DeLisser, Inc. 


PENNSYLVANIA— (Continued) _ ae 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING 
ESTIMATE: 
JM By BYP ESTIMATES—i954 BY) estimares—1954 


COUNTIES 
CITIES 


Coun- 
Net Per ty 
Dollars Cap- | Fam-| Sales 
\ Per 
Fam- 
ily 


(add 
000) 


3,753,815 616,789 303 , 524 


11,038 
18,594 
250,224 
34,567 
19,043 
17,203) . 
13,059) . 11,301 


339 
4,233) 
31,072 
8,040) 
2,977 
3,990 
1,404 


= 
ee es 


Bea § 
EEEMT ITTY: 


—_ 


a 22: 


23,939 14,843 
87,270) . 67,051 
9,644) . 20,500) 
6,183) . 4,574 


3,184 


- ow 


LE 


35,259) . 23,535 
42,023) . 31,031 
27,344) . 15,240 


79,042) . 54,886 
27,029) . ’ . 28,877 
15,729) .0 ’ A 16,355 
66,732) . 53,276 
26,140) . A 40,765 
310,488) . 196,391 
51,603 
27,784 


13, 
26,568) 


13,937 
308 ,913 


3 


28 


sheesh BR 
geee8 ARS 


ge §2523% 


0153) 7.6 244, 6,016 
18.6} .O14) 5.4 ¢ 3,915] 4,839 tS .O182 


t Gent. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 
Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


Action speaks in the pages of The Inquirer . . . where 
advertisers talk effectively to a willing audience (with 
$8 billion to spend each year). No wonder these adver- 
tisers have made The Inquirer First Choice for Action in 
Delaware Valley, U.S.A. ... tops in every important 
advertising classification, and now in its 21st consecu- 
tive year of total advertising leadership. Want action? 
Speak to us. 


% DELAWARE VALLEY, U.S.A. 


Philadelphia is at the heart 
of this 14-county area of 
Pennsylvania, New Jersey 
and Delaware. America’s 


3rd Market, it is the World’s ° ° 
Greatest Industrial Area . . ¢ Ta iif 
where over one million fami- 


lies annually spend over 


eight billion dollars ! The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : 
NEW YORK CHICAGO DETROIT 


West Coast Representatives: 
SAN FRANCISCO 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES 


342 Madison Ave. 20 N. Wacker Drive Penobscoi Bidg. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 
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155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 


Dunkirk 5-3557 
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97% Home Coverage of a $60,508,000 Market 
New Kensington — Arnold ED aily Disp ateh 
“Circulation where circulation really counts” “first of all the home news” 


1954 SALES DATA TRADING AREA DATA § SPEED—ACTION— 
CITY ONLY 12% MILE RADIUS No Wasted Time 


Effective Buying Population-— Over 200,000 Di h d \ th 

Income $57,800,000 Employment— Over 57,000 mg ae ved oan ene we re 
Retail Sales ... $60,508,000 Industry—Highly Diversified:- New Kensington er Armold 
Food Sales ... $16,168,000 Steel, Glass, Oil, Coal, “The shopping center of the 
Automotive ~ $13,611,000 Aluminum, Etc. valley.” 


Represented by The Julius Mathews Special Agency, Ine. 


PENNSY LV ANIA — (Continued) ‘ The “SM” symbols mark original, exclu 


sive estimates by SALES MANAGEMENT. 


POPULATION Logg no BUYING RETAIL SALES 
SM ESTIMATES SM ME 
1/1/55 Esti I MATES—1954 ESTIMATES—1954 


COUNTIES q | “ } | FIVE STORE GROUPS 
CITIES Ar Urban- (in thousands of doliars—add 000 


| 
% | Per | Per 
of | Cap- Fam- } 
U.S.A, | ita | ily | U General | Furn.- | Auto- 
| Food Mdse. | House- | motive 
| Radio | 


| | | | 
0830) 1 ,896\5 ,658 . 7 ° ] 6, 339) 13,611 


7.6 693} .0166)1,610 , , 371, 6,024) 7,916] 13,116 
4.8 ‘ .0101/ 1,530 F 8,301} 1,237] 2, 3,179 
3.3 .0085] 1,769 ; d ; 2,295} 2, 4,412} 425) 
4.9 .0115}1,662 ¥ , 866) 1, 3,921) 599 
2.7 0058} 1,548 : , 3 798 4,984) 362 
2.8 0064] 1,595 : ‘ 315) 495} 167 
4.8) .... ' -0074)1 123 16,115). y 499 2,918) 1 


63.6/114.0 - 1359) 1 ,607 225,236, .1324) 3, 56,794 21,130, ° 40,087; 3,818 
19.4) i ,0443/1,793)5, 102,557} + .0603 22,222; 16,407 ,763 17,177) 2,39. 
Hanover... .. - d | 4 ‘ -0103}1,751/5, 31,705; .0187 5,766 3,477 ,828) 5,829 632 
| | | | 


| aaa 


} | | | 
TotalAboveCities 5,842.4] 3.5942)1,707.6 10,379 ,672| 4.1330|1,777/6,079} 8,349, 476) 4.9107 2,030, 74h 1,267,448 -403}1,316,011}218, 598 4.2509] 119 


mee =aaee 


10,815.3| 6.6529 3,108.017714.5117,480,631) 6 .9528|1 ,614/5, sz7li1, 413, 508 6. 7124) 3,678|2,987 ,792|1 ,461 738 » | -892,160/274,712| 6.8207) 103 


NNSYLVANIA— Metropolitan County Areas 


| | | | | | | 
| | | | 
449.8) .2767, 130.3) 330.7] 753,852) .3001|1,676|5,786 3,814) 129,854, 47 047) 34,219) 
138.0) .0849) 40.5) 100.6) 186,710) -0744/1,353/4,610) 681) “are) 3.278 41,562) 14, 453; 10,089) 
233.4! .1436) 67.9) 181.4] 391,492 -1880)1,67/8,708 ° 1 4, om 71,897) 16,565, 
| | | 


309.4) 1904) 91.6! 224.0] 511,946! 208 1088859 261) 2028) 3,780| 70,201| 37,418, 20,297 
Johnstown....... 201.1) .1782| 78.5) 147.2] 365,335, .1455/1,255/4,654] 240,522, .1467| 3,179| 68, 688) | 13,882! 
Lancaster... 242.0) 1489) 69.3) 121.2] 438,471) 1748/1, 812)6,327| 286,371 .1561| 3,828, 55,681, 24, 14, al 
me 
1Phitadeiphia....! 106 | 3,964.8! 2. 422511, 137.7 7'3422. 6! 7,134,283) 2.9407!1 ,804!6, 271] 4,370,113 2.5701] 3,84111,108,670! 600,819 246,727| 636,2731115,433] 2.6779| 110 


1 Includes Camden, N. ni » SM, 1955. 


| 


Before using these figures, see explanation page 11. 


Not a REview . . . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


Some people are born leaders 


---like WCAU, Philadelphia 


WCAU-TV has 35% more quarter-hour wins 
than Station B and 102% more than Station C 


source upon request 


The Philadelphia Bulletin Radio and TV Stations +. CBS Affiliates 


¢ Represented by CBS Radio and Television Spot Sales 
MAY 10, 1955 
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THE BEST BUY IN PITTSBURGH RADIO! 
* Top-Rated CBS Radio Shows 


* Favorite Pittsburgh Personalities 


* A&P In-Store Merchandising Tie-Ins 


KOV CBS RADIO in Pittsburgh @ Natl. Rep.—Paul H. Raymer Co. 


P ENNSYLVANIA— @ Metropolitan County / Areas - — (Continued) _ 


Aree EFrecTive BUYING RETAIL SALES 
@D 1/1/85 BYP ESTIMATES—1954 @ | ESTIMATES—1954 


| | ~ FIVE STORE GROUPS 

| | (in thousands of dollars—add 000) 
Total % | e / Per | Per a ae ee ne Ra 
(thou- | | Popu- of | Cap-| Fam- | 
sands) 8. | US. ita | ily ) | U.S. j General | Furn.- Auto- | 

| ( 000) | | ; motive | Drug 
| | ily i | 
2,262. 3| 1.3917) 1814.8] 3,823,412| 1.5225/1,690/5, 886 2,518,905) 1. poe 3,878) 717,440 374, 390| 123,951; 419,810) aa 

258.6, . 1590) 173. 454,935) .1811/1,759/5,931) 294,816 3,844, 68,816) 26, 290/ 19,701 55,569) 5,798 


1744) 110 


| | | | 
1549) , 201,570 .1400)1,396/4,836] 229,044 = 3,161} 66,260) 23,767; 14,454 asi 4,951] .1414) 91 
Wilkes-Barre- 
Hazelton... .7| 2323 fi 520,611} .2073/1,378/4,916] 358,003, .2105| 3,381, 97,806, 41,194, 22,719) 54,384) 6,922) .2133) 92 
aes .3) .1306 . 0} 341,067) .13591,607)5,363] 225,235 1324) 3,541, 56,794, 21,130, 15,879) 40,087) 3,818] .1338) 102 
a 
ANew Castle... -7| ,0662 -1} 62.9] 176,223' .0701|1,636)5,666 107,238, .0631| 3,448; 30,368 8,970) 7,719} 19,160) 2,311 
AWitiamaper... 7 .9| .0639) 4) 68. eat -0603/1,457/4,820] 106,273) .0625| 3,384) 30,161) 10,596 5,915 


-0673) 102 
20, a2) 2,546 0616 96 


Total of of Areas. . . { | 9, 192. 6 5.6548 2,646. 8.7313. 5/15 601, 198, 6. 2122'1,087/8,894] 9,976, , 162 8.9670) 3,769 2.623. ad 11,208, a 566. = 
P E N N: s YL Vv A N 1A—€ ) Income Breakdown o of Consumer Spending Units — 


| 
ee | 6.0073) = 


NET INCOME GROUPS, 1954 


COUNTIES Lik: } | Re, 
CITIES oS | ane $4,000-6,999 | $7,000 & Over 
% 


NET INCOME GROUPS, 1954 
Total aadiaeuaheny 
COUNTIES | Con- 


a; 
| 
CITIES sumer $0-2,499 $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
Units % | % 
% in| © im | © im | & in (thous. ) i % im | & S % im| & ie 
Units come Units come | Units come | Units | $ | Units come | Units come Units come | Units come 
| 
| 


aye 87.3 14.5 | 31.2 a. | 36.1 
Gettysburg... ° 47 

Allegheny. ... 615, 23. 
Pittsburgh q x 27 
McKeesport. . . ° 24 
Braddock... . . 31 
Wilkinsburg . . s v 20. 
Homestead. .. . 28 
McKees Rocks. . y 23 


North 
Braddock. .. 
Swissvale..... 
West Mifflin... 
Armstrong... . 
Kittanning. . .. 
Beaver...... 
Beaver Falls. . 


red 


o 
w 
ow 


0 
7 
8.0 4 
7.1 | 27.3 
10.9 3 
5.2 4 
9.3 5 
7.0 | 30.1 
5.5 | 24.2 
5.4 8 
6.3 3 
41 4 
4.8 | 20.4 
6.5 2 
5.8 | 27.2 
5.4 | 20.3 
4.4} 21.1 
4.8 7 
1 


SSSSESBSS: 
o@gaqaenow-n 


_ 
a 


Reading 
GREE. a skcege 


Altoona. .. 
Sewickley... 


Mount Oliver. 
Bellevue 
Bethel. . 4.5 | 
Brentwood. . . 3.1 
Munhall...... ° . 5.9 4.1 | 21.8 


meer ewseerseoere tw wwe 


& » . es 
- wee own 
RSSSS 
nn 2 ON 


0 40.0 
Bristol...... 5.8 | 25.0 | 38.4 36.2 
Doylestown. .. 5.5 22.8 1) 37.2 . .7 43.7 

vet | 21.8 1.5 4 20 3 | _ Quakertown...] 2.3 | 5,090 | 24.2 6.8 | 25.4 16.9 | 34.6 39.2 
© SM, 1955. using these figures, see explanation page 11. 
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A Sales pense s Profile of the Pittsburgh Retail Market 


from Sales Management’s Survey 


BALANCE 
OF MARKET 


14 counties within 50 
miles of Pittsburgh 
where Pittsburgh de- 
partment stores have 
free -delivery. 


38.4% 1,200,863 1,923,837 61.6% 


A.B.C. 
City Zone 


$2,944,327,000 58.3% 


49.2% $41,277,000 $42,572,000 50.8% 


43.1%  $400,872,000 $528,617,000 56.9% 
FURNITURE, HOUSEHOLD, APPLIANCES 


42.5% $70,738,000 $95,675,000 57.5% 
AUTOMOTIVE 


Vatemsivax 39.5% 226,751,000 $347,834,000 60.5% 


DAILY NEWSPAPER PROFILE 


zB 
mi 
= 
» 
r 
wn 
> 
- 
m 
a) 
“vw 
Po] 
2] 
- 
~ 
m 


71.1% 205,019 PRESS 83,310 28.9% 


58.4% 114,052 SUN-TELE. 81,312 41.6% 


52.9% 140,252 POST-GAZETTE 124,990 47.1% 


The Post-Gazette's coverage pattern most closely ve 
matches population, buying power and retail sales in the SOURCE: 
Pittsburgh Market . . . use it to route your advertising A.B.C. 3/30/54 | 
as you route your salesmen! sasen “one 


Pittsburgh Post-Gazette 


Represented Nationally by Moloney, Regan & Schmitt 


MAY 10, 1955 


P ENN SY LV AN 1A— @® Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- 
$0-2,499 $4,000-6,999 25 weet wl 


% in % in 
come | Units Units 


Connellsville. . 
Brownsville. . . 


BS 
a 


aoe: 


Oil City 


Waynesburg. . Franklin. ..... 


Huntingdon, .. . 


Huntingdon. . 


Noone nnn 


ee ee ee 


Carbondale... . 
Dunmore 


wey enoaeo 


New Castle... 
Ellwood City 


so = obo 


30.4 
28.9 
29.9 


Allentown... . 
Luzerne....... 
Wilkes-Barre. . 
Hasleton..... 
Kingston 


37.1 | 15.8 
38.0 | 9.7 28. 
36.8 | 10.3 31. iti j2010.9 A 8.4) 25.7 
37.1 | 12.6 | 

34.31 16.8 43.8 || State Total... 2667.5 27.6 8.3 | 26.5 18.9! 32.1 36.7! 13.8 36.1 


& 
“~nNuoravonxsneweoe 


ase 


© SM, 1955, . at Reise using these figures, see explanation page 11. 
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@N Attleboro 


Counties and cities.on this mop 
are charted in proportion to net 
Effective Buying Income: Seule, 
0109 sq. in. equals $1 million. 


Cities shown are those having 


@F all River 


lesen sn oc ol 
: pt 
7 
= 
7 
s s 
eo | 


WASHINGTON 


(Other New England States: Connecticut, Maine, - R 4 ODE | S LAN D — Counties and Cities 


_Massachusetts, New Hampshire, Vermont.) — 


| Pop. 
| Gn |__Nowser or Ovrtets 
—— ithous.)| F |GM|FHR| A 


Pop. i 
| Gn |___Nowsen ov Cunsrs _ 
City County thous.)} F GM FHR| A | D 


— |—_—_ |-—-— 


Bristol. ......... Bristol 

Central Falls Providence... ...| 

Cranston. ....... Providence. 

East Providence. . Providence 

Newport. .......Newport... 
Providence. . 


Providence. . . Providence. .....| 247.4] 1, °210 131) 150 
Warwick. oF 6| 14 10 
West Warwick << | ; 2 | 12 
Westerly Washington | ; } } 6 
Woonsocket . .Providence...... ‘ 16 


| 
| 
| 7 deo SSS 
| 


Before using these figures, see explanation page 11 


$7054 INCOME PER FAMILY—HIGHEST IN STATE 


That’s only one of the many reasons why advertising $64,000,000 a year for public works, contracts— 
in the Newport, Rhode Island Market (Newport supplies and salaries to naval and civilian workers. 


County) is sure to bring extra sales. pela : - : 
Selling in this top-income market is done econom- 


On top of the highest family income of all cities and ically through the Newport News—Newport County’s 
counties in the state, the U. S. Navy adds another only daily newspaper. 


THE NEWPORT DAILY NEWS 


Largest Circulation in southern Rhode Island 
Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1955 


Rhode Island's PLUS Market! 


Again—for the fifth straight year—Woonsocket 
average family spending shoots ahead of Rhode Island 
in every S.M. retail sales category. 


For inside coverage reach this 100,000-plus market 
e through its one-and-only daily, the— 
Average Sales Per Family 


DRUGS $153. $118 WOONSOCKET 


GEN.MDSE. 385 303 | CALL 
FOOD 1118 980 


me oa, Representatives: Gilman, Nicell & Ruthmen 


TOTAL RETAIL 3862 3537 D COVERS RHODE ISLAND'S 


Source: S.M. Survey of Buying Power, ‘55. PLUS MARKET 


RHODE _1SLAND— (Continued) ABS The “SM” symbols mark origina 


sive estimates by SALES WARAGEMENT. 


rears BUYING RETAIL SALES 
@ ESTIMATES v7) ME SM 
1/1/55 4 ESTIMATES—1954 ‘ ESTIMATES—1954 


COUNTIES Hi we ea FIVE STORE GROUPS 
CITIES (in thousands jollars—add 000) 
hod Popu- he 
(t rf of ) 
sands) | U. . i 8. | soa | a = Auto- 
) Food Mie i motive 
| 


30.6) . 8} 23. ,220| .0192|1,576/5, 7s). . 8,150| 751; 2,064) 4,008 
10.8) . ; 431)5, Y 2,709) 438| 1,028 524 
88.5) . .3| 77. ° 5099/5, 319]. ; 22,647, 2,382) 3,925] 11,685 
19.8 ‘ , $ 31314, . . 9,189} 1,561] 2,885) 4,503 
47. 5). / e . (620/15, i f 7,502 486 180} 4,255 0255 
68.3, .0420) 17.4) 43. j . ,806'6, 487}. . 22,253] 2,785} 2,352} «8,838 0408 
41a). ; 73317, t 15,351 2,733) 2,086] 7,116] 1, 0271 
583.2) . 7/842. 103}. ,578\5, . : .733| 169,810) 84,616] 35,028) 110,634 3700 
247.4) .1522| 73. .1603/1,627)5, 491 ; ; 83,970, 48,980] 20,849] 62,523 .1762| 

| | | 


105.4). : ’ ‘ ag pe 117,913). $1,618 7,344 7,981| 21,369 .0666' 
81.9) . ‘ ; 1,619|5,1 103,462) . 25,431 7,062} 7,231) 20,168) 3, .0547 
50.9). . F 1,531/5,062) 59,475) . 17,222} 5,942} 3,001 9,278 .0323 
S9.1| ,550| .0373/1,58315,921] 30,456). 12,348] 526, += 786] += 4,692} 2,041] —.0313 


4 and 4 See end of state for SM | Metropolitan — Areas. © SM, 1955. Before using these figures, see explanation page 11. 


THE SALES FORCE—+thar’s 
KNOWN and LIKED and BELIEVED—throughout 


THREE Standard Metropolitan Areas: 
1. PROVIDENCE, R. I. 
2. FALL RIVER, MASS. 
3. NEW BEDFORD, MASS. 


MORE NEW ENGLANDERS LISTEN TO WPRO 
THAN ANY OTHER RHODE ISLAND STATION! 


PROVIDENCE - 630 KC - 5000 W 


Represented by JOHN BLAIR & COMPANY 
SALES MANAGEMENT 


Your Best Salesman in 


it 


> 


ny Belletin!! | 


BURIAL f, 
ETT | f | 4 4 With coverage of weil over 100% of the families in 
‘ ‘ the A.B.C. Providence area and more than 80% in the 
city-state market, The Providence Journal-Bulletin is your 


best salesman in New England's second largest market — 


one of the nation's top test markets. 


New product? New package? New merchandising 
idea? Test it in Providence . . . where The Providence 
Journal-Bulletin offers advertisers the most effective, 
most economical and most responsive coverage of the 


compact Providence-Rhode Island market. 


Providence J 


Represented 


MAY 10, 1955 


We Crow Again! 
NOW. AT 316,000 WATTS! 


The “‘live’ channel featuring New England’s most popular selection of 
“live” local shows, has a new POWERFUL REACH! Already New Eng- 
land’s most “viewed” channel . . . WJAR-TV now brings its famous 
showmanship to more and more of the rich New England TV market. 
Remember, when plotting the New England TV market . . . you simply 
cannot beat the coverage of powerful Channel 10, Providence! Ask for 
our new powerful station brochure! 


WJAR-TV CHANNEL 10 


PROVIDENCE, R. I. 
NBC-BASIC e ABC -DUMONT 


WEED TELEVISION—National Representatives 


sive estimates by SALES MANAGEMENT. 


RHODI E | SL AND — (Continued) % < apes The “SM” symbols mark original, exclu- 


POPULATION EFFECTIVE BUYING RETAIL SALES 
WD iio SVD Estimates —1954 BYP EstTIMATES—1954 
COUNTIES : et Bee FIVE pp Se 
| a |e = Per oi 


| Popu- | Fam- 

sands) | U.S.A. usal in ity 
| sands) | 
| 


CITIES 


East Provi- | | | | 
denee...... 9} 0233) 11. d 0278) 1,842/6,290 B, . | 14,701 316| : ‘ .0237| 102 
Central Falls... B . d .0132|1,416/4,752] 13, 0080) | 6, 182} 282| ‘ -O119| 82 
-0327|1,523'5, 273) . 944, 14,013] 2,800) 2, : , 0307; 92 
-0070/1,349/4, 255.0125) | 6,750} 2,241] = 1,608) 3, 149 0089) 110 


Total Above Cities! 633.0} .3805| 184.5) 1,017,009} .4050}1,6075,512] 739,886) .4351| | 201,355) 70,567| 41,236) 128,346) 24, 110} 106 106 


State Total... trees __ 824.5) .5072| 241.7/702.0 | 1,301,625, .5183|1,579/5,385] 855, 040) 5029) 3,538) 236,873 _73,314| 45,665) 141,428) 28, -5115| 101 


ISLAND— @& Mevrpelitan County Area 


| | 
rea. 4320 anno} 042.8 642.9) 1,109 ou 44191, 1.0, nl 751, ad 4419) 3, a 200,607; 67 se 41,018) 126,307) 24,900 | .4399) 102 


3 702.3! .4320) 209.6) 642.9} 1,109, e4a| 4419)1, 580.5, 298| 751. 280) aig 3,584) 200,807] 67,759) 41,018; 126,307) 24,900 -4399| 102 
© SM, 1955. Before using these figures, see explanation page 11. 


WESTERLY, RHODE ISLAND-—Sales Center for 67,000 People 


Westerly completely dominates the southern part sales nearly $54,000,000 or 40% above national 
of Rhode Island and the easterly end of Connecti- average . . . plus the added activity of summer 
cut. . . the shopping center for more than 67,000 vacationists . . . the Westerly market keeps going 
people i in the city and retail trade area. Its up-to- at top speed the year round. 


the-minute stores provide a choice selection of . 
The Westerly Sun, long established as the home 
a for these above average income fami- Ab r, gives your advertising a chance to 


enjoy family membership in nearly every home in 
With a total income of $102,000,000 ... and retail the city zone and in 40% of the outside area. 


THE WESTERLY SUN 


WESTERLY, R. 1. Represented by The Julius Mathews Special Agency, Inc. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES COUNTIES | e: 

CITIES n $0-2,499 $2,500-3,999 | $4,000-6,999 $7,000 & Over CITIES $2,500-3, 908 | +4.00- 990 [37,0008 Ove 
% % % % % % 

(thous.)| Unit | % in | % im | & im | e ine e i | 6 & | % tm 

aS Units come | Units come | Units come | Units come i $ Units come | Units come | ‘Units come: 


Bristol........ 9.4 4 18.1 | 32. -8/| 15.8 40.4 i] Woonsocket... . - 6 -7 | 28.3 21.2 | 32.3 38. 0 | 11.8 31. arg 
Bristol... . 3.3 ‘ " ° 9 21.2 | 32. -5/ 11.9 32.1 Cranston . . 5 22.9 bs “ 35.7 37.6 | 16.7 40.5 
Kent conch SOS 3 18.2 | 36. -1 | 14.2 36.6 ; Central Falls.. . P 7. .2 | 32.6 31.6 40.9 8.8 23.5 
7 8. 
‘ 
1. 


22.9 33.7 26.0 


27.3 34.5) 1 32.5 
8.5 27.6 | Total Above me 

12.1 33.0 | Cities... .. . . -8 | 27.4 30.1 | 11.9 32.9 
11.1 32.6 || CERES. eRe GREE si PNOREEES 15 6 

12.8 31.7 State Total 291.7 30.9 9.9! 27.3 20. 8 | 30.0 36.5 | 1 11.8 32.8 


ee Ses exe ini” Ge" — SOUTH CAROLINA— Counties and Cities 


Warwick. .... 14.6 " 16.5 | 38. 4 | 15.3 38.4 Washington. . . J 43.5 . 25.6 ap 
Newport ..| 29.3 2.5 16.2 | 28.0 25.4 | 20. 5 | 8.6 27.9 || Westerly... ‘ 1 .0 | 27.9 22.0 | 


Newport 19.2 
Providence 203.0 
Providence. . . 93.0 
Pawtucket.....1 28.0 24.0 


| 
| 
| 
| 
| 


bo be tS bo 
a eo) 


Pop. 
(in NUMBER OF OUTLETS 


County s.) f GM |FHR| A | | City County thous.)} F | GM | FHR| A 
a | | 


S. Carolina state map—page 640 | NuMBER oF OUTLETS 


Anderson. ....... Anderson. . : é | Geete....3....< QR. , |; 10 
Brandon-Judson..Greenville...... } | Hartsville....... Darlington ' 9 
Charleston. ... .. . Charleston 71) | Lancaster Lancaster ; 13 
Chester... 5. 4s ; | | Laurens..... Laurens ‘ ae 

Richland ; 95. Newberry. ......Newberry....... d <a 

eee... Se aac | Orangeburg. . Orangeburg ’ 13 

. .Florence......... | | Rock Hill.......York.... a 

Gaffney. ........Cherokee. view j | Spartanburg. Spartanburg 22 
Georgetown...... Georgetown.... | | Sumter..........Sumter... ‘ Lae 
Greenville. ...... Greenville. . | Union...........Union... 
Greenwood . Greenwood . . 


_ 


— ne 
eK Ue AU eS 


5 RTE RTT mr 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES ING 
e ae 1/1/55 JM ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
COUNTIES _jpoli AA ay | | FIVE STORE GROUPS 
CITIES Urban- (in thousands of dollars—add 000) 
Total %, i % | Per | Per ¢ MR EMAS ive Buying 
(thou- | of Dollars of | Cap- | Fam- Power 
sands) | U.S.A. U.S.A. | ita | ily 
| sands) | (thou- 000) 
sands) 


5.6) 5.5 -0087} 984)3,917 
23.0) 29.5 | -0350!1,020)3,818 
8.2) .... | -0035) 617/2,739 


23. a 41.2 | .oatt|t 139/4,326 
-0125}1 ,536|4,896 
-0048) 702/2,983 

2,445) 


4,281 
(2,847 


*Not Available. rs oa at: © SM, 1955. Before using these figures, see exolanation page 


cea i 4 a ee organizations are best CHARLESTON, S. “a 


SOUTH CAROLINA 
STATE DEVELOPMENT 
BOARD 


oqnipper te een re tette Confidential reports on indus- 
and reliable information on trial sites and cost factors in 


conditions, resources and facili- this area with unlimited fresh 
for information in confidence on ties in these cities, or the state water for industry. 


1. Site Analysis or area. Your inquiries to any ARTHUR M,. FIELD, Chief Engineer 
2. Site Inspection or all of them will be answered CHARLESTON 


3. Site Acquisition with prompt and _ courteous DEVELOPMENT BOARD 
4. Continuing Assistance cooperation. See add page 641 


Table of Contents appears on pages 1, 3 and 5 
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POPULATION EFFECTIVE BUYING RETAIL SALES 


COUNTIES 
CITIES 


4 and 4 See end of state for SM 


640 


ESTIMATES 
YD 1155 


INCOME 
BY ESTIMATES—1954 


Net > | Per | Per 
Dollars of | Cap- | Fam- 
(add 8. ita | ily 
000, 


1116 
0431 
0217 
-0051 
-0198 
-0044 


.0222 
.0198 
.0176 


0317 
-0037 
0191 
0144 


- 0098 
0128 
- 0518 
-0148 


| 


ESTIMATES —1954 
FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


Food 


General 
Mdse. 


Furn.- 
House- 
Radio 


Auto- 
motive 


| 
CONTROLS 


| 
Buying Qual- 
Power | ity 
In- 
dex 


228 825 
100,741 
33,089 
11,785 
32,795 
9,683 


— 


agse 389 £25283 


24,410 
17,350 
19,130 


44,046 

8,408 
21,568 
17,947 


ry 


11,877 
16,122 
71,748 
31,749 


gs 
= 


853/3, 
1,317)4, 472} 


146 ,522 
113,972 
18,152 
14,755 
20,426 
13 ,463 


19,446 
10,782 
14,660 


39, 004| 
25, 082} 
5, 180| 
3,596 
6,631 
2,816 
«sl 
2,702) 


12,514 
11,319 
1,879 
1,581 
1,920 
1,478 


1,910 
1,719 
1,915 


5,328 
3,194 
1,422 
1,325 


2,155 
8,513) 
5,457 


9,241 
8,973 
1,388 


1,180) 


1,145 
831 


941 


3,929 


2,758 


32,275 


3,182 
2,098 


2,021 
1,720 
13,019 


9,339 


1,493 
863 


-0164) 111 


Metropolitan County Areas. 


© SM, 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Charleston, South Carolina... 


GIANT of the state 
AND STILL GROWING! 


Springing from the birthplace of American history, a new GIANT 
has appeared . . . Charleston County is South Carolina’s biggest 
market ... AND STILL GROWING! Editor and Publisher's 
1955 Market Guide shows 191,500, a growth of 26,500 since the 
1950 census! 


With the eyes of the nation’s industry fixed on the South, 
Charleston, with its limitless supply of fresh water, deep water 
shipping, ideal climate and splendid labor, is growing both in 
population and prosperity. Look at the statistics: 

Retail Sales up 145% since 1944! 

Family Income... .up 60% since 1945! 

Mfg. Payrolls up 654% since 1939! 


It's no wonder manufacturers and advertisers have found that 
the Charleston market is a BUYING market! 


Ree (71/1) EVENING POST 
aa CE /—© NEWS ond COURIER 


Represented Nationally by 


THE JOHN BUDD COMPANY 


OUR SECRET'S OUT... 


in recent years businesses, large and small 
alike, have ‘discovered’ Charleston . . . they’ve 
found out that ‘It’s true what they say about 
Charleston’. Industries such as Bird & Son, 
Esso Standard, West Virginia Pulp & Paper 
Co., to name a few, are pouring millions of 
dollars into the area’s economy. Businesses of 
every sort . . . textiles, lumber, plastics, chemi- 
cals, oil, heavy and light manufacturing have 
proven to themselves that Charleston really 
does have EVERYTHING! Industry has found 
an ideal year-round climate, a good supply of Charleston lies between the Ashley and Cooper Rivers which come 


efficient labor, transportation by land, sea and together to form the bay, resembling the situation of Manhattan 
; , . raat between the East and Hudson Rivers. 
air, a World Port with modern facilities over 


miles of waterfront . . . PLUS thousands of So, naturally, industry has come, it’s 


acres of industrial sites with UNLIMITED _ stayed and it’s prospered ... Want to join 
FRESH WATER.®* All this and superb nearby these happy people? Then write, wire or 
recreation, too! phone 3-2531 ... 


CHARLESTON DEVELOPMENT BOARD 


Arthur M. Field, Chief Engineer 
*Ask for the “Bushy Park Story.” P. O. Box 141, Charleston, South Carolina 


MAY 10, 1955 


are in the Compact Greenville Market 


ABC City oo With 494,212 people in its ABC City and 
Retail Trading Zones with 494,212 people. Retail Trading Tonia, Greenville is li 
PEP TR ke among the State’s three leading markets. 
shennaaamite sdar Wie WHEE, Wlader of Geninn Power. Here are South Carolina’s greatest incomes 
% of 5.C. and retail sales. Covered* employment and 

Soe wages are greater here than in the other two 

INCOMES $620,882,400. 27.0 markets combined. By every accurate 
RETAIL SALES 382,807,400. 25.6 measurement, the Greenville market ranks 


91,956,600. 24.7 es | 
45,782,000. 26.3 first in South Carolina. 


Furn., H’held, Radio 27,470,360. 29.8 * S.C. Employment Security Commission figures 
Automotive 83,307,880. 25.3 
Drug 11,177,200. 32.8 


Che Greenuille News —e 
Contact ws or our Representatives for market MORNING & SUNDAY CIRCULATION 
dete end epee untae ae pow proline GREENVILLE PIEDMONT 100,014 


EVENING 
Represented Nationally by 


WARD- GRIFFITH CO., INC. 


SOU T H Cc A Rg Oo L i N A— (Continued) : The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


7 y ESrimares cy7 INCOME ING 

‘ ESTIMATES—1954 ESTIMATES—1954 CONTROLS 
ee FRA Sa ; FIVE STORE GROUPS 
Ur (in 
Total % | Fami- Net A Buying 


(thou- lies Cap- ( f Power 
sands) te S.A. | (thou- (add . . Index 
" sands) ( F 


Metro. 
COUNTIES jpoli 
CITIES Area 


Georgetown. ... le A - 28,829 
Georgetown. .. . ; 9,223 
Greenville... ... . ° x ke 269,835 
AGreenville. . 7} .0398| 18. 124,171 


= 
os 


—_-— 
$28; 


1Greer........ . d j 8,055 
Brandon- 
Judson . é . 15,248 
Greenwood 4 ° ls 56,802 
Greenwood... & é ; 23,352 


Ww 
= 
a 


~— 


83282 8888 23 


4,433 
2,360 


on 


7,282) 


Hampton........ . d | Wi widow 10,813 
Conway J ‘ . 8,709 
6,894 


1,119) 
5,896 
3,088 

547) 


2,186 
8,054 
5,856 
1,617) 


_— 


-= < 


’ 
6.9 25,726) . 
12.0 41,264 
11,067 


2,012 
3,322 
2,161 


3,724 
6,077 - 74 
3,972 A 127 
1. 7 16.4 53,136 2,665 5,105 ° 72 
2.6 13,286 945 3,331 3 ; 103 


1 Greer is in Greenville and Spartanburg Counties. *Not Available. Before using these figures, see explanation page 11 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955 
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WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


GIANT MARKET IN THE SOUTHEAST! 


on CE Compare this 69-county Coverage in S. C., N. C., Ga., 
and Tenn. with Any Other Southern Market. 


Scuchare Sides! POPULATION 2,204,800 
Wee mason INCOMES $2,306,268,000 

: RETAIL SALES $1,471,603,000 
TELEVISION HOMES 329,281 


Population, Incomes and Sales Figures from Sales Management 1955 
Survey of Buying Power. TY Homes from Nielsen Survey 1953, plus 
RETMA Shipments through December 1954. 

Represented 


unannel 4 WFBC-RADIO 
co by : (NBC Affiliate) 
B33 Represented 
N. C. Television Corp. — WE BC -TV os Nationally by 


AVERY-KNODEL, INC 


e@ CHARLOTTE NBC 
Network 


fe SPARTANBURG 
@ GREENVILLE —— 
ANDERSON 
COLUMBIA 
Ask us, or WEED, our National Representatives 


for complete market data, rates, availabilities, 
audience surveys, and success stories. 


eS re oe sce see ~~ SOUTH CAROLINA — (Continued) 


COUNTIES ’ | FIVE STORE a 
CITIES Urbar | (in thousands of dollars—add 000) 


| ap-| Fam | : 
|. @ am- | 

| U.S.A. | ita | ily | General 
| | Food Mase. 


————— |---| ——_|—- 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
BYP 11/55 BY ESTIMATES—1954 BYLD ESTIMATES—1984 CONTROLS 


11,368) .0046) 505|2,41 ,550) , 2,331 974 
47,399] .0188 3,823 ; : % 7,902) 1,725 
6,194) . : ,323) . y 953 742 


24,635) . ‘ ,870! 0122) 2, 4,805, 2,619 F 

Mariboro ;  - J 19,732) . ‘ ,405| .0097| 2, 4,534) 2,529 j 2,043 
Newberry... a. : 32,285 .0128/1,012/3, ,815| .0128) 2, , 2,400| 1, 4,408 
Newberry 4). , 9,979) . ; ‘ ,221| .0084 : 1,412} 3,464 


Oconee . ie 3 35,264) . 2 ,280| .0119 ' 2,942 : 4,354 
Orangeburg. 2. ’ 52,674, . Y " .0225| 2,348 , 3,983 i 10,518 
Orangeburg d F , 19,696; . ¥ . " | 0133 1,970 . 8,254 755 
Pickens t ; 42,702| . ,060/4, 3 .0125| 2,053 . 3,770, 71 


10) 


© SM, 1955. ’ figures, see explanation paye 12 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 


MAY 10, 1955 


No other Radio Station serves 
South Carolina like this 


WIS is South Carclina’s leading radio station. It is 5,000 watts at 560 K.C. 
Of the 150,620 daytime families credited to WIS in 29 of South Carolina's 
46 counties, a total 84,800 families—or 57%—tune 

to “South Carolina’s Most Powerful Voice” six or seven days weekly! 
(Nielsen, April 1953.) 

Population ___ 1,160,700 Food ; $174,669,000 

Total Homes 240,800 Gen. Mdse. ...... 1: 83, 132,000 

Radio Homes ; 235,190 Furn., Hh., Radio... 38,690,000 

E. B. I. ....$1,061,191,000 Auto ..... 157,390,000 

Retail Sales _ 696,485,000 Drug 19,669,000 


Sales Management, May 10, 1955; Nielsen, April 1953. 


Sell the most people for the least cost via WIS Radio... 
lowest cost per family reached of all media in the area! 


Affiliated with RADIO 
Broadcasting 5000 W G. Richard Shafto, 
Company General Manager 
of the South SSOKS J. Dudley Saumenig, 
NBC Managing Director 


COLUMBIA, S. C. 


Represented nationally by Free & Peters 


SOUTH CAROLINA— (Continued) } The estimates by SALES MANAGEMENT, 
7 SALES AND 
rears Benne RETAIL SALES ADVERTIS- 


POPULATION 
77m ESTIMATES INCOME ING 
JM Bry @D ESTIMATES— 1964 ESTIMATES—1954 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Urbar : (in thousands of dollars—add 000) 


General Auto- 
Food Mdse. motive 


Richland - 3) . . . . ’ ° . . 32,056; 17,430 ’ 45.493 
AColumbia.... 5 : ° ,532|5, . ‘ 26,326; 16,938 . 42,891 
Saluda......... 4 : . . . : . ° ’ 1,138 635 1,843 
Spartanburg... .. 5) le ° ’ . ’ ’ . ° 30,256; 15,906 ’ 29,095 
ASpartanburg -0) ‘ ‘ ss . . A 11,845) 11,365 25, 869 


1Greer.. . 


Sumter. , Se . .0208| 9854/3, : , : 9,349] 5,916 : 6,893 
Sumter . , ‘ 0113} 1285/4, 439) : : 6,894] 4,355) ; 6,531 
Union 0} .0191) = 7.6| 10.5 . .0127|1,023/4, ; .0104) 2, 5,498} 2,218 2,987 
Union 3} .0063} 2.6) .0054/1,316 : 2,868} 1,860 2,987 
Williamsburg 9) - " 3.8 3 .0093| 21/2, ' f ’ 4,968} 2,182 4,552 
York. : 9} .0479| 18.9) 38.8 . .0377|1,216/5. . 2 : 15,966} 5,796 ‘ 10,297 
Rock Hill. ... ‘O10 7.0) : .0177/1, 62916, é , 8,710} 4,192 y 7,710 


Total Above Cities 479 3) 2948) 135.0| .2907|1,523|5, 4C9 157,835, 102,261 . 220,032 


—e oo — 


peor | 
State Total..... 2,247.7) 1.3828) 556.0 851.1 | 2.296, 165) -9143) 1022/4, 130] 1,495,320) .8794 2,689} 371,633, 173,933) 92,062) 329,254 


1 Greer is in Greenstle and Spartanburg Counties. Before using these figures, see explanation pave lu 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


Yr 


SOUTH CAROLINAS 
FIRST MARKET! 


South Carolina’s largest and wealthiest market . . . first in the state in popula- 
tion, retail sales and income. Columbia is the state capital, home of the state 
university and the marketing hub of a vast and prosperous trade area. Textiles 
manufacturing, cotton, tobacco and lumber are all vital industries in this thriv- 
ing market. 


And here are the facts and figures that prove Columbia’s No. | ranking: 


Population Households 


COLUMBIA COLUMBIA 
Charleston __ by : Charleston 


Greenville ____ | $3. Greenville 


Total Retail Sales Consumer Spendable Income 


COLUMBIA - ____$157,976,000 COLUMBIA 
Charleston. - ___. : 122,478,000 ~—s- Charleston ____ 
Greenville ee Greenville 


Drug Sales Food Sales 


COLUMBIA .- PHS y ie COLUMBIA _. 

Charleston _ ERE _ 3,954,000 Charleston 

Greenville _ ae Oe Greenville . 
(Source: 1955 Consumer Markets) 


COVERED BEST BY 
SOUTH CAROLINA’S LARGEST NEWSPAPERS 


The * atate = The Columbia Record 


MAY 10, 1955 


Centered caroLina COVERAGE 
fits NATURAL distribution patterns 


Here’s WIS-TV land in a nutshell:* GROWTH IS SPECTACULAR 
Larger than Baltimore EBI up % billion dollars 

EB! $1,285,413,000 (25%) in WIS-TV land in just 2 years 
Larger than Milwaukee WIS-TV power up 2'2 times 


TOTAL RETAIL SALES _.766,977,000 now 269,000 watts 
Greater than Atlanta 


Tee ee Miesaccin”"° ~~ ONLY WIS-TV covers 


GEN. MDSE. SAL , 
ae hs ae so much of South Carolina 
FURN., H HOLD, RADIO __.43,346,000 , 
Greater than Seattle , « « Central South Carolina’s only VHF station 
AUTOMOTIVE SALES ____.169,918,000 . , , 
Greater than Kansas City 
DRUG PRODUCT SALES __ 22,029,000 
Greater than Cincinnati 
TOTAL NUMBER OF 
FAMILIES tis ccaaiiaaal 289,600 
TOTAL TV SETS ; Pe 
*SM Survey of Buying Power, May, 1955 ' “2 % 7 eae a ie 23 
igs - sae : 3 ne nationally 


President G. Richard Shafto by Free & Peters 


Managing Director Charles A. Batson 


SOUTH CAROLINA— @@ Metropolitan County Areas Be ot sate itd. 
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POPULATION EFFECTIVE BUYING RETAIL SALES 
JIM iD ESTIMATES—1954 LD estimates—ioss ‘ 


V/1/55 
FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


fume | ute | 
House- | motive | Drug 
Radio | 


re | 


1116 . 3 F .261/4, y d 39, 04 12, vd 9,241) 32,278) 4 
-1004 -5| 128. ‘ ‘ ‘ , t 32,086] 17,430) 9,979) 45,493) 5,391 
1118 Y , . : : ‘ d ; 37,621; 21,694) 12,082) 39,591) 5,157) 


| } 
.0963 o.9 x y ‘ J i : d | 3.188 30,250 15,906) 8,370) 29,096) 3, 


Total of Areas. 683. Th -4201) 182.0) 429.0 ‘ : ° .3654| 3,414) 138,931| 67,544) 39, — 146, 454) 18, i 


SOUT H Ch AR oO L L N A. — @ Income Breakdown of C Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 

COUNTIES | Con- iM, “tat REESE: Hip } COUNTIES — =a ae Mischa ot 

CITIES so29 ‘s2a0000 | 000.900 | $7,000 & Over CITIES sumer $0-2,499 | seson-sa0| osname 7.9008 Over 
% 


< @|s w&|s &|s & sels «ls &|% & 
Units come | Units come ‘Units come | Units come $ Units come | Units come | Units come | Units come 


Abbeville 8} 3, 9 22.1 | 25.2 | 19.9 33.5| 6.2 19.2 || Chester ’ y 45.5 17. 2 22.4 3 33.2| 8.0 26.7 
Aiken 413, A 2.6 | 27.7 28.1/ 17.7 28.9| 6.2 22.4 Chester .5 | 3,939] 42.6 15.4 | 25.5 21.9 33 3.1 31.7 | 8.8 31.0 
Allendale 1} 2, 76.9 81.6 | 14.6 23.4] 7. : 5 6.9 Chesterfield... 4] 2, 64.1 35. 9 28.5) 9.5 19.8| 4.5 16.7 
Anderson 1} 3,909] 39.2 14. 1 25.8 | 24.2 34.8! 7.5 25.1 Clarendon 5 | 2,316 | 70.7 43. 1 279| 73 6.9) 2.9 1.8 
Anderson i ; ‘ 6 | 30.6 24.3 3 30.8} 10.2 33.3 Colleton ; ¥ 67.5 39.5 | 19.6 27.4 3 23.0) 2.6 10.1 
Bamberg J 3 sf 8 | 19.1 26.2 ' 8} 2.9 11.2 Darlington . ° 54.7 24.8 | 22.6 24.5 | 17.1 29.5 6 21.2 
Barnwell 4 ‘ . . A 22.2) 6.7 16. 5 1.8 Hartsville. . 3 ‘ 41.7 14.9 | 22.9 19.4 9 33.6 5 32.1 
26.4 | 10.1 22. 0 12.6 . é 57.8 29. 9 33.1 8 23.4| 3.5 13.7 
Berkeley 8] 2, 1 38. 3 27.7) 10.3 22. 3 1. 1 6.6] 2, 62.0 32. 8 28.6 11.1 22.3| 4.1 16.6 
60.0 29. 6 24.3 | 14.8 26.0| 4.6 18.0 
55.8 28. 7 32.5 | 14.8 27.9| 3.2 19.1 
Charleston . x 1 20.1 | 22.7 / 

| 713, 54.0 24. 0 26.8) 15.8 27.2| 5.2 21.8 


29.3 : : . . , 46.4 23.5 7 HO .6 27.4 


Cherokee... . ° 5 2.6 
Gaffney . . . a 39.0 14.3 ' 28.8 a ‘ . Eo. a . 49.4 oe 38 28.1 | 26.9 1 24.0 


om155 #1 Before using these figures, aa Giielie page 11 
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OUR PULSE IS POWERFUL PROOF! 


Our PULSEt from 6 AM to 12 Noon From 12 Noon to 6 PM— WSPA enjoys 
proves that WSPA enjoys more than FOUR TIMES the audience of the 
THREE TIMES the audience of the next next highest station! 

seven stations in the rich, Carolina- From 6 PM to 8 PM—WSPA enjoys 
Piedmont (Spartanburg-Greenville) nearly FOUR TIMES the audience of 
Area! the next highest station! 

COMPARE OUR COST PER THOUSAND RADIO HOMES FOR ONE MINUTE, ONE-TIME RATE: 
7 AM-Noon $ .81 Noon-6 PM $1.00 6-8 PM $ .87 


TPulse November 1953 2 
pence. Represented by 


GEORGE P. HOLLINGBERY CO. 
Walter J. Brown, President 
Roger A. Shaffer, Manager 

Ross Holmes, Sales Manager 
First CBS Station For The 
Spartanburg-Greenville Market 


SPARTANBURG, S.C. 5,000 Watts—950 On Your Dial 


SOUTH CAROLINA —-@ Income Breakdown of Consumer Spending Units— { Continued) 


NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 
COUNTIES | COUNTIES 
CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 | $7,000 & Over CITIES ) $4,000-6,999 
% % % % sumer % % 
% in % % I\n- thous. | % 
Units come Units Units come | $ 


In- 
Units come 


35.4 11.0} 28. .6 | 22.9 27.2) 13.7 41.2 | Newberry. .... 5 ‘ . . .4| 24.8 36.6 
34.6 10.9 | 27. 6 | 26.5 31. te oe a ; ’ J . .0| 14.9 29.7 
37.8 11.4 t .6 | 23.4 26. 9 43.1 ce i . J : 2] 9.0 18.7 
28.8 9.4/| 28. 7 | 32.8 40. 3 2.2 | = : e : . 7} 12.4 21.2 
24.4 35.6 
28.0 9.3/| 32. 4 | 29.8 37. 9 27.7 - . ‘ . 8 | 22.2 30,0 
33.3 10.9 | 29. 6 | 27.1 33. .6 32.8 ’ y . : 1] 21.3 28.4 
10.8 : . i ; 1 36.4 
42.4 | 18. : . ; 1 8.3 
25.2 | 26. . ; : 0 22.1 oe 
15.7 P e y d 3 34.8 Spartanburg. . . 

41.7 | 19. 3 19. 1 11.6 Sumter... : 
28.1 : . : . 1 17.9 
13.1 ? . : 8 21.7 
11.3 : 5 | 23. . 0 31.0 
16.7 | 24. 3 | 23. d 2 27.7 
11.8 : 8 | 25. * 4 35.8 


10.6 


49.5 , . 3. . ‘ 8.0 
17.4 
37.4 
31.5 
39.9 } 


¢ 19.5 | 26.3 25.8 | 20.0 31.4| 6.3 otal....| 669.0 | 3, 24.5 | 18.9 29.9) 6.8 25.2 
Before using figures, see explanation page 11. 


34.3 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market .. . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


MAY 10, 1955 


WATERTOWN, South Dakota SERVE THE DAKOTAS from 


A CITY OF BUILDERS : oe organizations are best ABERDEEN 


The logical place for your industrial equipped to provide up-to-date “The Hub City of the Dakotas’ 


expansion or relocation. Heartland of 
paren Midwest. Present industries and reliable information on 
thriving & expanding. City of 14,000 on 
three ra_lroads . . . two transcontinentat conditions, resources and facili- 


highways. Favorable utilities . . . effi- 
cient labor . . . abundant water. Indus. ties in these cities, or the state 


trial foundation ready to assist you. er area. Your inauiri 

Industrial sites & buildings available. or ep rer og | 

as : or all of them will be answered 
irect your confidential inquiry to , i 

We Chamber of C with prompt and _ courteous Write, Wire or Phone 


CHAMBER OF COMMERCE 
ee ae ABERDEEN, SOUTH DAKOTA 


Kansas, 
Minnesota, Missouri, Nebraska, North Dakota.) 


SOUTH D AKO T A— Counties and Cities — (othr West North Central States: towa, 


Po Pop. 
S. Dakota state map—page 650 | in Numser oF OUTLETS Gn Number or Outiets 


City County ithous.) GM | FHR) A D City County thous.)} F |GM|/FHR] A 


Aberdeen... .. .Brown ul 18) 24 Rapid City Pennington 1 654) «8 «20; «(32 
. .Brookings 6 7) 14 Sioux Falls...... Minnehaha 117; «=11) 28) 40 

Beadle. . ‘ 6 14 9 Watertown : 36 7 14 23 

Mitchell...... Davison.........| 10 11! 16 Yankton , 19 7 10 16 


SALES AND 
EFFECTIVE BUYING ADVERTIS- 


TION 

rest MATES INCOME 

1/1/55 JM ESTIMATES—1954 JM ESTIMATES—1954 

COUNTIES FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 

% 
of 
S.A. 


U. 


Furn.- 
House- 
Radio 


10,701 
26, 285 
12,759 


62,841) . ° . 5,115 
38,701 
6,667) . ’ 5,014 
1,578) . 538 


9,348) . . F . 4,731 
3,054) . ’ F . 2,156 
22,654) . ’ . 3,672 


9,621) . ° . 2,796 
16,377) . 7 ° 2,491 
30,763) . ’ ’ 4,975 
23 , 806 


#8328 833 


6,333) . . : 2,079 
5,686) . . ‘ 2,876 
28,387) . ’ . 5,819 


Mitchell 


Day... .7| .0072} 3.3] 2. 208 : : 3,409 
Deuel.......... 7. 1 870). , Y F 2,497 
1Dewey. | 


Douglas : J \ , 
Edmunds....... .1} .0043) 8. , 2 : é : , | 869 
Fall River. ..... 4) 0071) x ‘ 569). ‘ 4 “ . t 1,942 


Faulk A: 6) 0028} 1.5)... | 0024) ; 158). . 980 
Grant........ |. 2.7| 2. -0049) 1250/4, ’ d -697) 1,164 
Gregory , 8 3 331). i, 1998) . J 212) 615 


Haakon........ a. .710|  .0023' 904). 194 
Hamlin. .... 6} .0041) 2.1)... 587). 1503, 796). . 416 239 768 
Hand 1.8 .0338) 3, 692 227; ~=—«'1,272 


1 Armstrong ‘County is no longer a political ent tity. It has been annexed by Dewey County. © $M, 1955. Before using these figures, see explanation page 11. 
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The Sioux Falls Argus- Leader gives you 


8* COVERAGE 


of South Dakota's Metropolitan Area 


Where families earn $1000 
above the national average 


There’s buying power here .. . and the ARGUS- 
LEADER with its dominating leadership and 
coverage, has the selling power. Spreading its 
influences beyond the natural Sioux Falls 
trading area the ARGUS-LEADER is truly the 

state newspaper for all South Dakota. 
High reader interest plus unequalled 
coverage of South Dakota’s able-to-buy 
families makes the ARGUS-LEADER 
your best buy in reaching this prosper- 
ous market. 
98% coverage in Metropolitan Area 
66% coverage in 14-county ABC trad- 
ing area 
Plus worthwhile coverage of all South 
Dakota 


Leader 


OSTON ® san 


. AOnERTS, 
me PHERSON prown | manswau|. 


ERMUNDS 


eee: es 


- 3. ‘stows - 
Each dot represents 10 Argus-Leader subscribers. - : 


South Dakota’s Leading A r q T 


1 Ow wa 
Daily Newspaper 


SIOUX FALLS 


St ha anlaia Sata 


REPRESENTED BY GILMAN, NICOLL & RUTHMAN e 


The “SM” symbols mark original, exclu es, 
sive estimates by SALES MANAGEMENT. 


SOUTH DAKOTA— (Continued) 


SALES AND 
=~ 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


PULATION 
ESTIMATES 
V/1/55 


W 


COUNTIES 
CITIES 


Total 
(thou- 


% 


of 


sands) | U.S.A. 


Hutchinson 
Hyde 


Jackson 


Jerauld 
Jones 
Kingsbury 


Lake 
Lawrence 
Lincoin 


0318 
-0220 


16.2) 39.0 
10.9 


3,271 


6,543 
135,254 
105 , 275 
10,644 


85,249 
59 933 


% 


of 


| Per | 


Per 


| Cap- | Fam- 


ily 


U.S.A. | 


ita | 


"0022/1, 1913/4, 197) 

.0013| 1 ,602/4,577} 

-0063 1,828 /6 626 
| 

0048 1,040 3, 508 

-0014)1 ,394/5, 177) 

.0009/1,239'4,462 


.0018/1, 105 3,682 
.0010|1,149 3,304 
.0047)1 ,228|4, 167) 


-0057) 1 ,334/4,604 

-0089| 1 ,489 4 684 

-0060) 1 ,203)4 ,033 
Be 

-0030) 1,725 a 

~0038/1 ,147/3,809 

-0023, 921/3, 466; 
| | 


| | 
-0036|1,219|4,237 
-0069}1 ,379/5 607) 
-0013/1,168)4,089 


-0026|1, 109/3,849 
.0538!1 ,806/6, 
-0419) 1 ,900}6,229 
0043|1,170/4, 


0339/1 ,649|5, 
-0239) 1 ,679/5 , 49 


FiV OR PS 
(in thousands of dollars—add 000) 


3,397) 
4,195) 
| 3,323) 


| 3,100 
| 3,244 


“0044! 
0007) 
.9031| 
-0616) 


.0541| 
.0042 


4 and 4 See end of state for SM 


Auto- 


General 
Mdse. motive 


| 3,172 


0318, 


437 


3,112 
3,698) 


3,819) 


2,795 


| 


2,417 
1 oa 


3, ors| 
4, ih 


2.08 


3,576| 


Metropolitan County Areas. © SM, Before using these figures, see explanation page 11. 
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==SQUTH DAKOTA™== 


NORTH DAKOTA 


PERKINS CORSON | CAMPBELL 


MONTANA 


RRSP, 


PENSINGTON 


BEADLE ieee seamen : BROOKINGS 


VLOSINNIW 


WYOMING 


JACKSON 


WELLETTE 


Custer 


FALL RIVER 


GREGORY 


NEBRASKA Be It) 


Metropolitan County Areas ore 
Buying : . bounded by black dotted line: 
0241 sq. in. equals $1 million. 


at 
eK mem wows 


i 
4 
| 
| 
: 
j 
i 


SOUTH DAKOTA— (Continued) : : tive estimates by SALES MANAGEMENT. 
POPULATION EFFECTIVE BUYING RETAIL SALES 
BYP ESTIMATES—1954 ESTIMATES—1954 
COUNTIES FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 


000) 


General 
Mdse. 


. 
N 


_— 


#32 222 88 


5 . . ae 
¢ 822 822 882 282 §8 


28 8! 


oe 


. 


S& 8239 


n=— = 
~ 
= 
_ 


RZ 


gfe s28 


Yankton . 5,044 979} 2,095 303 
Yankton x § ; 5,456} ‘ , | 1,902 
Ziebach 7} 0017) ae cabl e 4,141 | 21 22) 


Total Above Cities! 


mass ita 5, 866) ‘ 45,745) 39,370} 16,321 7,310} 


660.5 4063) 191.9/243.4 | _-3627\1,379)4,746] 719,298| .4231| 3.748, 127,148| 67,508 30,239) 17, 955} 


DAKOTA— Metropolitan County Area 


74.9} .0461| 23.2) 59.1) 135,254 et 104,772) .0616) 4,516) 18,187, 13,296, 5,873, 26,778| 3,111] .0646| 118 
| 


Stl —-—— | ——|--- 


104,772) .0616 4,516) 18, 187 13,296) 5,873| 26,778) 3,111]  .0546| 118 
Before using these figures, see explanation page 11 


SALES MANAGEMENT 


74.9) .0461! 23.2 59.1] 135,254) .0538/1, 80616, 


MINNESOTA 


| BIG AGGIE LAND 
of every $13 of National Farm Income a Population 2% million. 


Effective oes income— 
$7 comes from Big Aggie Land Total Retail Sales— 


$2.2 billion 


ND ONE STATION, WNAX-570 
OVERS ALL BIG AGGIE LAND 


$2.5 billion of the total national $31.5 billion 

gross farm income is pocketed by farm families in 
Big Aggie Land. 

Those good people are true radio fans, too—WNAX-570 
fans to be exact. Big Aggie Land ranks 4th in the 
nation with radio homes. And proof of WNAX-570's 
dominance is found in the heart of Big Aggie Land — 
of 41.0 sets in use, WNAX-570 pulled a high 27.2%. 
An important market? You bet it is. Easy, economical 
to reach? It is with WNAX-570. See your Katz 
Representative for the facts. 


WNAX-570 


Yankton, South Dakota * CBS Radio 


A Cowles Station. Under the same 
management as KVTV Channel 9, 
Sioux City —Iowa’s second lurgest 
market. Don D. Sullivan, Advertising 
Director. 


| S O UT H DAKOTA — 7D Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 i NET INCOME GROUPS, 1954 
soci otal haat 
COUNTIES | ] COUNTIES | Con- | 

CITIES $0-2,499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over CITIES — ea ames 3 eet &: $7,000 & _ 

, nits | . 
% In in | % ine | % ire (thous. ) i % | % In | & im | % in 
Units come | Units come Units come | Units come $ | Units come | Units come | Units come Units come} 


—— | ——_— es | —— 


Aurera 413, 8 18.2 | 27.1 26.4 | 18.0 27.2| 8.3 28.2 Custer. . 1.8] 3, .0 17.9 | 29.7 29.6 | 20.9 33.2) 6.4 
Beadle 7.714, . : 4 17.8 | 28.4 34.6 | 11.7 36.0 Davison 6.5 2 10.6 | 24.9 18.3 | 20.0 34.0 | 11.9 
Huren.... : 17.3 | 30.6 36.2 | 12.5 36.1 Mitchell 5.6 0 10.4 | 24.6 18.0 | 20.5 34.6 | 11.9 
Bennett 1.1 5 12.9 | 25.3 19.2 | 17.3 21.2 | 16.9 46.7 | 3.8 9 15.5 | 30.2 28.0) 21.8 32.3) 8.1 
Bon Homme 3.1 4 15.5 | 31.8 29.7 | 20.8 31.1 0 23.7 2.1 3.7 12.1 | 34.1 20.2 | 21.4 20.4| 10.8 
Brookings 7.143 3 15.4 | 27.6 24.0| 21.1 20.2] 9.0 31.4 
Brookings 3.9 -2 20.0 | 26.3 25.4 6 27.2 9 27.4 
Brown. 12.2 8 9.8 | 26.9 19.9 34.0 7 36.3 
Aberdeen. . 8.8 1 9.2 | 26.8 34.9 | 13.1 36.4 Edmunds 
Brule. 1.9 -1 18.7 | 26.1 \ .6 30.9 2 3.1 Fall River 
Buffalo 5 7 19.8 | 26.9 27. 0 27.6 | 9.4 26.4 
Butte 2.6 3 14.8 | 26.4 23. 7 3.9] 8.6 24.6 


14.0 | 29.2 26.0) 21.7 20.8) 10.1 
12.2 20.2 24.6 | 25.9 34.7 
18.5 | 29.9 29.7) 19.8 31.5 
11.6 | 27.4 22.3 | 29.2 37.9 
10.0 | 25.4 17.8 | 26.9 30.3 
12.2 | 30.5 25.9 | 25.0 34.1 
18.2 | 30.2 30.0 18.9 30.1 
6.8 | 22.3 12.1 | 24.1 21.0 
13.7 | 34.9 31.6 | 20.8 30.2 
13.0 | 28.7 23.4 19.8 25.9 


Campbell 1.0 20.4 | 33.1 27.5 6 17.1 
5.3 10.2 | 27.4 20. 1 35.2 3 33.9 
2.6 | 3, 13.5 | 31.4 27.6 | 22.2 31.2 
5.1] 3, 4 21.2 | 23.5 23.6 | 17.8 28.6 
6.8 9.2 | 25.3 17. 2 36.2 $ 9 14.3 /| 26.3 21.8| 18.8 25.0 
Watertown 5.1] 4, 28.9 8.3] 25.3 17.3 | 32.8 35.9 visite x 4 12.1] 21.6 15.9 | 21.8 25.8 
Corson 1.7] 3, 24.1 20.2 | 20.3 27.2 ‘ ; “ 28.0 7.2 | 22.2 13.6 | 30.3 28.9 


© SM, 1955. rs Before using these figures, see explanation page 11 
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SOUTH. D AKOTA — @D \ncome Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 mil NET INCOME GROUPS, 1954 
Con- : 
$2,500-3,999 pee CITIES sumer - ana a 


% Units % % 
% in % in- % in 
Units come | Uni Units come Units come | Units Units 


: 


COUNTIES 
CITIES 


ffif 


26.7 35.7 -5 19.8 
23.2 3 24.6 A 39.8 ‘ . 
24.2 31.8 9 32.1 “ . . 8.2 
22.5 31.0 0 32.3 . . ° ‘ 8.8 
22.2 6 32.0 0 30.5 ° ° , . a 5.1 
25.3 6 34.6 -7 26.0 . ’ le -8 | 10.8 
25.4 32.7 9 31.2 . . ‘ . -5 | 15.0 

. 28.4 


Jackson... 
Jerauld. . 
Jones 
Kingsbury 


= 
enn noe & 


oo 


22.2 42.9 | 8.5 25.4 
27.1 | 26.3 37.6] 7.6 22.0 Me 9 3. 7| 9.8 2.0) 4.5 
16.0 | 22.4 23.6 | 17.7 60.6 8} 3, ’ 32.1 | 10.0 
26.6 | 23.2 32.9 | 10.2 27.0 5 | 3,645 | 33. ‘ 35.9) 8.0 
32.3 27.5| 4.2 13.7 jon.........) 3.418, ‘3| 25.4 36.7| 8.3 
29.3 30.4| 8.4 26.2 of 2474, 2 8.7 | 2. 35.8 | 14.2 
23.1 25.7 | 10.7 33.6 . : 9 13.7 | 16.4 
42.7 8 23.3| 16.9 22.7| 12.6 39.0 ‘ . 38.4 | 8.5 
43.0 27.5 26.3 33.2| 7.8 23.2 SOO oe 35.6) 8.8 
25.3 7.0 | 24.5 16.1 | 35.6 37.8 | 14.6 39.4 7] 3, 23.8 | 14.4 
24.8 6.8 | 23.9 15.6 38.1 | 14.8 39.5 


Total Above 

44.8 18.2 | 27.2 26.3 | 20.8 32.1| 7.2 23.4 Cities.......] 67.3 2 9.0| 25.2 17.9| 31.8 36.2| 12.8 36.9 

ee 30.2 9.2| 26.4 19.1 | 31.2 36.0| 12.2 35.7 

Rapid City....] 13. 29.2 8.7 18.7 | 31.9 36.4| 12.6 36.2 State Total. ...| 226.5 11.9 | 27.0 21.5| 26.2 33.4| 11.0 33.2 
| 2a2 (Other East South Central States: The “SM"’ symbols mark original, exclu- 

TEN N ESSE E— Counties and Cities — Alabama, Kentucky, Mississippi.) = sive estimates by SALES MANAGEMENT. 


Pop. . 
Tenn. state map—page 657 Gn Numer or Outlets ; Numper or OUTLETS 


City County |thous.) GM |FHR| A D i County GM | FHR| A 


—] 


Bristol..........Sullivan.........| 7} 13) «18 
Chattinooga.....Hamilton..... 62; 104) 81 
Clarksville....... Montgomery... 14, il 
Cleveland Bradley . 11 16 
Columbia........ Maury. . 8 14 
Covington. ......Tipton. .. 9 9 
Dyersburg... .... . Dyer...... ; 4 13 
Elizabethton. .... Carter. . Se . 6 16 

9 

12 

12 

9 

54 


~ 


Maryville 
McMinnville 


Sexe ewan 


~— 
a 
N 
4 id 
Aeerawn 


Greeneville... .. . Greene. . 12 
25 
20 
25 
98 


...Madison 
Johnson City. . . .Washington 
Kingsport. ... .. .Sullivan 
Knoxville........ 


—s 


Shelbyville 
Union City 


oeeeuunt Of Ue 


wn 


EFFECTIVE BUYING 
Sy7p ESTIMATES 5y7p INCOME 
LD 1/1/55 ESTIMATES—1954 ESTIMATES--1954 


COUNTIES | FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 
Fami- %, 
lies of 
| (thou- ( U.S.A. General y Auto- 
sands) | ( Mdse. 3 motive 


Anderson...... . P < e € é 3,172 5,871 
Oak Ridge... 3. i ‘ ‘ -0237)1, .01 2,625 ? 4,821 0215 

Bedford ’ i 8 . J F p . 1,421 * 4,981 -0105| 72 
Shelbyville. . I d ' 663) . j y 1,288 F 4.981 7} ©0066) 102 

Benton i ’ ' y ‘ , ; ° A 667 2,097 -0041; 61 


© SM, 1955. TRS Before using these figures, see explanation page 11 


NASHVILLE 
In Rich Middle Tennessee 


We invite inquiries regarding 
@ PLANT SITES equipped to provide up-to-date 


e WAREHOUSE AND DISTRIBUTION and reliable information on con- 
@ MARKET DATA 


IN THIS ISSUE 


Eee of commerce and 
development boards are best Foreword ................. 11+ 50 
Industrial Data Section . 51- 77 
Farm Income Section 

Growth Trends: Population, 

e LABOR SUPPLY ditions, resources and facilities Sales, Construction 91-119 


@ LIVING CONDITIONS in their respective cities, states Metropolitan Areas ........ 155-212 


Leadi ties .... 121-152 
@ PROFIT EXPERIENCE or areas. Your inquiries to any ing Coun 


County-City Sectio 223-756 
CHAMBER OF COMMERCE || ail of them will be answered ma ae 


Nashville . . . Tennessee Territories... 757-158 
Telephone 6—5171 with prompt and courteous co- Canadien Dato 760-807 


operation. 


SALES MANAGEMENT 


what do you 


want to know 


about the 
NASHVILLE 
MARKET? 


These are the Facts: 


Population 
Families 


Eff. Buy. Income ... 


Retail Sales 
Auto Sales 
Food Sales 


Gen. Mdse. Sales ... 


Home Furn. Sales 
Drug Sales 


Metropolitan 
' Area incl. City 


348,500 
98,700 
$533,435,000 

. $388, 109,000 
$ 86,762,000 
..$ 83,948,000 
.$ 49,451,000 
.$ 22,287,000 
$ 11,237,000 


Market 
Area 


1,325,700 
359,500 
,369,587,000 
953,728,000 
219,091,000 
220,082,000 
108,523,000 
58,025,000 
26,195,000 


1955 Sales Management Estimates 


Total Circulation: Daily NASHVILLE BANNER and daily NASHVILLE TENNESSEAN, 


204,360 .. 


. Sunday TENNESSEAN, 189,343. 


(ABC, Sept. 30, 1954) 


Write for folder giving complete market details. 


The “SM” 


symbols mark original, exclu- 


mews PAPER 


sive estimates by SALES MANAGEMENT. 


COUNTIES 


CITIES 


Maryville 
Bradley. .. 
Cleveland 


Campbell. . 
Cannon.... 
Carroll. 


Carter... .. 
Elizabethton 

Cheatham. . 

Chester. ... 


Claiborne... 


© SM, 1955. 


TION 
PU STIMATES 
@ 1/1/85 


PRINTING 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1954 


| | 


Total % 
(thou- of | ties | Popu- 
sands) | U. S. A. | | (thou- | lation 


| |Urban-) 
Fami- | ized 


% | Per | Per 
of Cap- | Fam- 
U.S.A. | ita | ily 

| | 
oo oe TE Sere 
4,885) .0020| 582 2,874 
60,192, .0240/1,010|3,960) 
$4,781) -0099\1 ,602\5 , 163 
0058} 1 ,700|5,625 
-0128| 970|3,714 
0062/1, 185)3,979 
Lod 
.0098} 708/3,005 
0023) 675|2,547; 
820/2,877; 


\1,012/4,076 
401 |4,967 
767|3,033 
680)2, 695 


sreli. aes 
549 2,116 
623 2,563 
| 
854'3,123 
896 3,306 
663 2,854 


2 NASHVILLE TENNESSEAN £2 = 


TT 


—— cote [Withdrawing All Troane, 


CORPORATION 
THE BRANHAM CO 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS r 
(in thousands of dollars—add 000) 


“SALES AND 
ADVERTIS- 


ING 
CONTROLS 


General Auto- 
Mase. motive 


-0118) 117 
-0084| 158 
-0153) 75 
.0089| 110 


0121) 57 
.0028) 55 
0102) 63 


0183) 67 
0079) 110 


Before using these figures, see explanation page 11 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


MAY 10, 1955 


SOUTH D AKO TA — Income Breakdown of Consumer Spending Units — (Continued) 


In- NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


Total 
COUNTIES | Con- COUNTIES 
CITIES Con- $2,500-3,999 $7,000 & Over $2,500-3.999 
% % %, % Units | sumer % 6, 
% in- % in- (thous.) % in- 
Units come | Units Units come Units Units come 


26.7 , 5 19.8 
23.2 d A 8 
24.2 ‘ 9 32.1 
22.5 ‘ 0 32.3 
22.2 , 0 30.5 
25.3 7 26.0 
25.4 9 31.2 


22.8 16.3 
30.6 23.8 
25.2 
28.4 26.2 
20.4 25.2 
25.1 
20.9 
25.6 11.9 


~n 


= cee 
es s. - « 
eeoeouwqgaesqa- 


— 


22.2 
27.1 
16.0 
26.6 
32.3 
28.3 
46.2 45 23.1 
42.7 8 23.3 
43.0 27.5 26.3 
25.3 7.0 5 6.1 
21.4 24.8 6.8 9 15.6 


— 
_ 


25.4 
37.6 6 22.0 . - 8 | 25.8 32.7 
23.6 7 60.6 s J 25.3 22.0 
32.9 2 27.0 Turner ly 33. 29.3 
27.5 2 13.7 ig 5 540 s . 25-3 
30.4 A 26.2 Walworth... .. L ‘ -7 | 25.0 17.7 
25.7 7 33.6 Washabaugh. .. P S 15.1 
22.7 6 39.0 Yankton....... x 23.0 
33.2 8 23.2 Yankton. ..... ¥ 21.3 
37.5 .6 39.4 Ziebach....... . J ‘ 8 17.9 
38.1 8 39.5 


te 
o 


rn 
7 


Seaneoewoaw se w= 


SlFSnlrs 


) 
ao 


Total Above 
3.2 44.8 18.2 2 26.3 8 32.1 2 23.4 Cities. ...... < \é -0 | 25.2 17.9 | 31.8 

bee 19.2 30.2 9.2 19.1 | 31.2 36.0 2 3.7 | 
Rapid City .. 13.3 29.2 8.7 | 26.3 18.7 | 31.9 36.4 4 36.2 State Total. ...} 226.5 8 11.9 | 27.0 21.5 | 26.2 33.4 | 11.0 33.2 


° sa: (Other East South Central States: The “SM” symbols mark original, exclu- 
TENNESSE E— Counties and Cities — Alabama, Kentucky, Mississippi. sive estimates by SALES MANAGEMENT. 
| Pop. Pop. 
| (in |__Numpex or Ourtets (in Numner or Outtets 


thous.) GM/|FHR| A | D i County thous.) GM | FHR| A 


Tenn. state map—page 657 


\—) 


County 


13 18 
: 104; 81 
Clarksville. ...... Montgomery... ; il; 22 
Cleveland Bradley. .... 16, 18 
Columbia........Maury....... 26 
Covington. ...... Tipton. . ‘ ; 12 
Dyersburg....... Dyer...... ° : 
Elizabethton... .. . Carter. . 
Greeneville... . . .Greene. . 

...Madison 

Johnson City. . .. 
Kingsport. ..... 
Knoxville........ 


8 18 


~~ 


Maryville 
McMinnville 


_ Nn 
Nn 
Rawseauwn 


— 


Sheibyville 
Union City 


oeeoeeuuast Of ae & 


un 


EFFECTIVE BUYING 
SM t ME 
ESTIMATES—1954 ESTIMATES —1954 


COUNTIES  |politan FIVE STORE GROUPS 
CITIES (in thousands of dotlars—add 000) 


General y Auto- 
Mdse. motive 


Anderson...... * F . » . d 397 i ° 3,172 5,871 
Oak Ridge... 3. 7 , 1 3 11,77 j 2,625 2 4,821 
Bedford . d a > ° 9383, ¢ J 1,421 S 4,981 
Shelbyville. . . . a ‘ ; ‘ £ : ‘ 1,288 } 4.981 
Benton .9} + .0067| * ee i ‘ . 3 ; 667 2,097 


© SM, 1955. A Before using these figures, see explanation page 11 


NASHVILLE 
In Rich Middle Tennessee 
We invite inquiries regarding 
PLANT SITES equipped to provide up-to-date 


WAREHOUSE AND DISTRIBUTION and reliable information on con- 
MARKET DATA 


IN THIS ISSUE 


a Rare of commerce and 
development boards are best Foreword fey dese.. We B® 
Industrial Data Section . 51- 77 
Farm Income Section ...... 78- 90 
Growth Trends: Population, 

LABOR SUPPLY ditions, resources and facilities Sales, Construction 91-119 


i ties .... .. 121-152 
PROFIT EXPERIENCE or areas. Your inquiries to any Leading Counties 


County-City Secti 223-756 
CHAMBER OF COMMERCE or all of them will be answered rum doe 


Nashville . . . Tennessee Territories ...... 757-758 
Telephone 6—5171 with prompt and courteous co- Cancdien Date 760-807 


operation. 


SALES MANAGEMENT 


what do you 
want to know 
about the 
NASHVILLE 
MARKET? 


Population 
Families 

Eff. Buy. Income 
Retail Sales 

Auto Sales 

Food Sales 

Gen. Mdse. Sales 


Metropolitan 


' Area incl. City 


348,500 
98,700 


. $533,435,000 
. $388, 109,000 
.$ 86,762,000 
. .$ 83,948,000 
.$ 49,451,000 


These are the Facts: 


Market 
Area 

1,325,700 
359,500 
$1 369,587,000 
953,728,000 
219,091,000 
220,082,000 
108,523,000 


58,025,000 
26,195,000 


Home Furn. Sales 
Drug Sales 


.$ 22,287,000 
.$ 11,237,000 
1955 Sales Management Estimates 


Total Circulation: Daily NASHVILLE BANNER and daily NASHVILLE TENNESSEAN, 
204,360 . . . Sunday TENNESSEAN, 189,343. (ABC, Sept. 30, 1954) 


Write for folder giving complete market details. 


9 THE NASHVILLE 


TENNESSEAN &= 
Hae Dla Withdrawing All Troops, 


3 


"E Nashpille Sages Banner. Se 


Fae Seow 


CORPORATION 


Patn Y ING 
t t THE BRANHAM CO. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NES SEE — (Continued) 
Spry ~] SALES AND 
ADVERTIS- 
ING 
CONTROLS 
FIVE STORE GROUPS wR Pe ee 


ran 
JM ESTIMATES—1954 


RETAIL SALES 
ESTIMATES— 1954 


PULATION 
ESTIMATES 
1/1/85 

COUNTIES — [polit a 


CITIES |Urban- 
Total | %&% | Fami- | ized 5 | Per | Per Ate Slater 
(thou- | of | fies | Popu- of | Cap- | Fam- | of ] 
sands) | U.S.A. | (thou- | lation U.S.A. | ita | ily 000 U. General 
| | sands) | (thou- | Food Mdse. 


(in thousands of dollars—add 000) 
Buying 
Power 
Index 


Auto- 
motive 


Furn.- 


-0020| 582/2,874 
0240/1 ,010 3,960 


0015) 1,543 731 
.0215| 2,404) 10,312 


-0099) 1 ,602\5 ,163 d 016i| 
Maryville : -0058) 1 ,700/5 ,625 -0148) 
Bradley. ... 3] . le e ‘ -0128| 970|3,714 0163 
Cleveland | 3 0062/1, 185)3 ,979 -0138} 


4.969 
4,060 
6,788 
5,140 


708 |3 005 5,453 
675 |2,547 332) . 664 
820/2,877 4,496 


Campbell. . 
Cannon. . .. 
Carroll. 


} 
'1,012/4,076 
401)4,967 
767|3.033 
680 2,695] 


5,769 
3,648 
1,014 
1,330 


Carter..... 
Elizabethton 

Cheatham. . 

Chester. ... 


16 ,392 
6,370 
7,647) 


| 
579|2,514 = 911 
549,2,116 . 313 429 
623 2,563 2,966 124 


13,827 
4,231) 
13,584 


Claiborne... 


| 
854 3,123 
896 3,306 
663 2,854 


21 ,863| 
13,884) 
13,127 


5, 184 7,228) 442 
2,375| 1,070 99528 
2,871, 850 2,833) 98 


Before using these figures, see explanation page n 


ozs 3,034) 
-0047| 1,896) 
0062| 2,269) 


SSN £88 f£S5 


Cumberland . 
© SM, 1955. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


MAY 10, 1955 


You can now cover NINETEEN COUNTIES 


SUMNER 


TEN! NN NESSEE E— (Continued) 


COUNTIES 
CITIES 


Davidson 
ANashville 

Oecatur 

De Kaib 


Dickson 

Dyer 
Dyersburg 

Fayette 


Fentress 
Franklin 


Greeneville 


Grundy 
Hambien. . 
Morristown 


AChattanooga. 


National Representative: 


GEORGE P. HOLLINGSERY COMPANY: 


1/1/85 


Ag Hs A 


JM 


ESTIMATES —1964 


Ba 


SS mas) | USA. | chop 


5 | Fam | 


Dollars 
= 


Ls lela 


5 lela | Fam- 
‘usa ita | ily 


98.7) 280.9) 
52.3) 


14.11 16.5 


6.9] 14.7 


61.9/164.5 
40.9) 


2.0) .... 3,915) 
§.0| .... 13,045) 
4.1) 10,448 


533,435 
267 ,103) 
5,472) 
6,822) 


~ 
fy 


7,132! 
26 465 
4.0) 16,901 
288 , 280 
192, 250) 

| 


“on24)t, 531 5,405 


14,246) 
30,781| 
15, 145) 
13,340 


8,127) 
20,232 
46,110 


22,223) | 
809} .0031/1,324| 
6,922 
33,883 
11,445 


-0027| 554 
.0135 
0046/1 ,180/4, 

| 

-0028) 575 

-0106/1 ,022/3, 

-0067|1,150/4, 

-1148}1 350) 

.0766/1 ,401/4,700 


| 


for the Cost of ONE! 
. . . Plus Secondary Coverage in 34 Counties 
WSIX, “the voice of Nashville,"’ reaches out to sway and sell the 
346,400 radio homes in the agriculturally and industrially rich 


fifty-three counties comprising Middle Zennessee and Southern 
Kentucky. 


You can sway and sell all nineteen counties in the WSIX primary 
coverage area (plus coverage in 34 secondary counties) —with 
combined retail sales of over one billion dollars. And the cost? 
Probably even less than you'd expect to pay for strong single- 
county coverage! 

To sell Middle Tennessee and Southern Kentucky most effectively, 
at lowest cost, you need WSIX! 


WSIX 


NASHVILLE ®@ 


5000 W. 
980 KC. 


ABC NETWORK 


@WNew York @Chicago @ Atlanta 
@los Angeles © San Francisco 


The “Sm” symbols ‘mark original, exelu- 
_sive estimates by SALES MANAGEMENT 


RETAIL SALES 
ESTIMATES— 1954 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


FIVE STORE GROUPS = ——~S” 
(in thousands of dollars—add 000) 


JM 


| Coun- 
% eee Pee 
of | Sales} } 
S.A.| Per | General | Furn.- 


Fam-| Food Mdse. | House- 
| ily Radio 


.2282| 3,932 22,287 
- 1957) 20,550 


Buying 
Power 
Auto- 

motive | Drug 


83,948) 
60,033) 
1,405 698 
1,417 876 


86 , 762 
70,099 


| 
2,778) 
6,766 
3,727 
2,281 


1,973 
3,097 


~ 


1,458 
2,353 


S*5e2 wee 8538 


w 


1,897) 
30,852) 
30,51 


4 and 4 See end of state for SM 


654 


Metropolitan County Areas 


© SM, 1955. 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


A Big Market... 


and the 
one tool 


that opens it 
BEST! 


A can open a can with a hack saw. Or 
axe. But you don’t. You use a can 
pener. That’s the way it is with the Cen- 
ral South. The Central South is a $2,713,- 
331,000 market—more powerful in con- 
sumer spending power than the cities of 
Baltimore, Buffalo, Minneapolis, Cincinnati, 


or Houston. 


This market can be opened with a variety 
of tools. But just one does the job BEST: 
WSM Radio. Here’s why: 


The cost is prohibitive if you attempt to do 
it by combining any other Nashville radio 
station with small town stations, or by com- 
bining Nashville newspaper and small town 
papers. Television leaves 

well over half the area un- 

covered from the standpoint 

of consumer dollar penetra- 

tion, 


THERE IS ONLY ONE TOOL THAT OPENS THIS 
RICH MARKET AT A COST WITHIN THE BOUNDS 
OF THE SENSIBLE ADVERTISING BUDGET. 


THATIS... 


WSM <s 


Irnvinc WauGH, Commercial Mgr. 
NASHVILLE @© CLEAR CHANNEL @© 50,000 WATTS 


MAY 10, 1955 


TE NNESSE E ee (Continued) . Reis is The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 
iNCOME 
£449 ESTIMATES— 1954 ESTIMATES—1954 


Metro. 
COUNTIES fit 
CITIES Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Generai Auto- 
Mdse. | House: motive 


Hawkins 
Haywood...... 
Henderson 


2,168 


282 


gS 2258 #88 2829 23% 


28 828 S85 


$8 


1888 892 8#55 


. 


- re 

R388 8282 882 
2 
= 


83 

a 

~~ 
=88 8 


~“ 


MeNairy. . 
Madison. ...... A 1,131|3, 976) 
Jackson ...... ‘ . 48,198 45,974 


S88 222 
SS&S 888 


- 


Marion......... hd 0} 2. 15,924) . 766 3,1 11,546 
Marshall....... : WS. 17,710). 12,236 
Maury......... hd : 39,196) .0156/1,002 3,531] 28,321 
Columbia ° A ° 14,972) . 1361/4, 404 21,679 
3,693 en 1,569 


axe 


15,450 657.2, 11,879 


64,507 1,333 5,561 39,874 
25,446 1,406 5,089 35,024 
| 


2,766 775 
9,358) 3,375 
29,364) y 19,599 


rl ‘ . i 14,305] 


9,371) 5,058 
3,778| 1,754) 
2,229) . 1,085) 


9,833) . 7,711) ; 2,647 
0191 0} 7. 26,804 .0106 15,365) . f ; 2,186 
.0094 8 3. 12,328) .0049 9,667) | 887 
" | | } 
0199} 8.3) 14. 29,918 | .0120 17,863} .0105) 1,851| 
0189} 7.1) 6. 22,896, .0091| 887\3,225] 14.498 . 042} 4,114) 1,148) 
.0261 . . 46,623) .0185|1,100|4,163] 29,566, .0174) | .322) 1, 855) 
.0089 4 20,634 0082! 1,423/4,690 23,891 4 | We 1,542) 
i ; | 


0110) 4.0)... 0040) §522,471] 5,509! 0033) | 1,418) 
.0037 eee : 0015) 642,2,965) 2,053; . J 109) 
2.5 .0138' 5.5| .... | 16,306) 0065! 725'2.9651 14.696) .0086) 1.208 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page ll. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


TENNESSEE 


KENTUCKY 7] omen aide 


WOUST ON * 
i 


pre | WENRY in [eenron DAVIDSON 
Ls os 


7, 


Giesom ee 


MADISON 


CHEATHAM Se 
ps S 


LAUDERDALE 


SHELBY 


DICKSON | WILLIAMSON 
H RUTHERFORD 


waury 22: Murteeespore 2 


HUMPHREYS 


WAMILTON 


MARSHALL 
BEOF ORD 


5 
2 


HARDE MAN 
LAWRENCE 
FRANKLIN 


GEORGIA 


mo 
r 
> 
o 
> 
= 
ae 


MISSISSIPPI 


WALKER 


Counties and cities on this mop 
ere charted in proportion to net Cities shown are those having Metropolitan County Areas ore 
Effective Buying Income: Scale net Effective Buying Income of buunded by black dotted line 

0043 sq. in. equals $1 million. $15 million and over 
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Income, retail sales, buying power index, farm income and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may be granted only through 


written request to the copyright owner, SALES MANAGEMENT, INC. 


..in Memphis because.. 
I. 1088-foot tower 


1335 feet above sea level, WMCT’s “topper” 
tower assures the highest grade signal 
service delivered from Memphis, Tennessee 


“a preferred “low band” channel 5 


WMCT, on preferred lower band Channel 5, 
serves a larger area with a clearer picture 
than any other Memphis television station. 


3. program preference 2 to 1 


According to the ARB Report of O 
between 6 P.M. and 1 ».M.., ¢ 


MEMPHIS - CHANNEL 5 
NOW 100,000 WATTS 


Affiliated with NBC—Also affiliated with ABC and DUMONT 


Owned and operated by National Representatives 
The Commercial Appeal The Branham Co. 


The “SM” symbols mark original, exclu / 
sive estimates by SALES MANAGEMENT. 


SALES AND 
FOPLATION SPPEOTIVE Syria RETAIL SALES AOVERTIS- 
JM 1/1/55 @D ESTIMATES—1954 @D ESTIMATES—1954 CONTROLS 
COUNTIES ney a FIVE STORE GROUPS 
CITIES Area | (in thousands of dollars—add 000) 


Doll i Gs RRS ~ BAD ~ Bu i. 
(add p ae hr 


000) \ Per Genera | Furn.- Auto- Index | In- 

| Mdse. | House- | motive | Drug dex 
| |_Padio | oa 
619,118) . a 137,731 28,511| 138,279) 3360) 104 
588,797) . | y 134,468; 28,355) 136,482 * 8001) 110 
5,846 1,085 433 1,132 -0047| 58 
2.704, . 597) 105 1,094) -0026; 53 


147,897). 380/65, 89,197) . 17,804) 12,696) 6,947) .0583| 88 
| 


48,157 - x 67,683| . 10,738 9,459) 4,400) 10,486 -0841| 112 
43 , 665 . 48,377) . 6,918 5,522 4,614 13,466 359) 0201) i4l 
29,165 30,281) . 4,745 6,737 2,241 6,558 -0134) 121 
27,783 16,594 5,070 1,444 1,686 3,699 -0125| 62 
24,814 16,155 3,734) 2,549) 489° 2,396 -0115; 63 
7,441! . 11,409! 1,646’ 1, 106! 440 2,378 0041! 137 
t Gent. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


658 SALES MANAGEMENT 


to sell anything in Memphis and the Mid-South 


putit ACA PS Comwmenciat Avecar — Press-Scimitar 


MAY 10, 


HIGHWAY: 


BUS LINES: 


AND WE QUOTE: 


“Transportation facilities were a ma- 
jor reason for locating the new twenty 
million dollar Grace Chemical Com- 
pany anhydrous ammonia-urea plant 
in the Memphis area.” 


J. PETER GRACE 
President, W. R. Grace & Co. 


9 trunk lines with 17 radiating rail lines furnish competi- 
tive service to all principal cities and markets of the 
United States. 


88 motor freight lines link Memphis to the markets of 
America. 


Old Man River and his tributaries carry Memphis freight 
to the ports of the seven seas. 


8 Airlines furnish passenger and express service from 
Memphis over 16 radiating lines. You can fly from Mem- 
phis to anywhere! 


5 Federal highways cross the Mississippi at Memphis and 
13 Federal highways enter Memphis. 


8 bus lines serve Memphis and connect Memphis with 
the world. 


Hub of a great and growing Empire, Memphis offers to 
industry unexcelled facilities for getting anything or any- 
one anywhere. That’s important when sites for new plants 
are being considered around directors tables. 


Two Dailies and the South’s Greatest Sunday Newspaper 


THE Rosncscat \ =~ MEMPHIS i ae q 


1955 


SCRIPPS-HOWARD NEWSPAPERS 


“WAY UP IN POPULATION 
AND CIRCULATION! 


19,387 


‘ak a aad 
Nau 4 


EAST 
in Tennessee? 


Redders spent 


$361,964 
for the Press-Chronicle in 1954 
. . . 40c weekly for a thoroughly appreci- 
ated newspaper. 
You reach them at low comparable milline 
Press-Chronicie $6.08, paper « 
6. 81, paper’B’6.68. 


LEADER IN SALES & INCOME! 
RETAIL SALES 1954 | EB! PER FAMILY 
Johanson C. $47,150 

Wash. * ; 54,260 
Johnson C. $41,218 
Wash.Co. 67,519 
johnson City aise aver: 


oem 000 to alga 


ag! 
it works ALL the time! 


MORE SALES $ PER AD$ 
hah all \J ALL-DAY SALESMAN! 
fluences $3,929,000 ba Press-Chronicie is an ail- 
in City Retail Sales .- ¥~ duplication) and Sun- 
for each cent of line 
rate... 14% 100% coverag ‘ 


National Ad. Investment, 1954 
$100,869 

5-yr. Gain— 18% 
National Linage 


“B" lost 14% 
P.C. led “K" by 15% 


somer income in the 2 h highest brackets 
taan the state! 


mY ™ JOHNSON cit" Pat 


“B"—Bristol, “K"—Kingsport 


CHRONICLE =: 


Specializi FULL COLOR 
ats, with Tnest  Enost reaieiraticn 


test at alate cost! 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


EFFECTIVE BUYING 
SUD estimares—i9s4 


TENNESSEE — (Continued) 


RETAIL SALES 
ESTIMATES—1954 


JM 


COUNTIES 


FIVE STORE GROUPS 
CITIES | Coun- (in thousands of dollars—add 000) 
Sales 
Per 


Fam- 


sf? 


Furn.- 
Food 


492 
1,532 
437 


241 
4,143 
2,976 
9,546 
7,140 


S288 e828 


— 


MeMinnville. . 


S238 822 


B 


& 


Johnson City 


1,655 
3,516 
2,239) 


11,412 


fer fies Se 


2,327 
5,217 
488 


19,319) 
24,548 
10,008) 


3,536 
3,848 
2,736 


13,415) 
18,417) 
14,670) 


Lebanon. .. 1,215 369 


Total Above Cities 


State Total ; 
© SM, 1955. 


351.7) 352,798) 118,474) 430,847) 54,148 


906.6 1586.6 


1,197.9 


3,372.4) 2.0745 


-7371 


3,771,556 1.5018'1,118 4,160] 2.728.493 1.6046) 3.010) _ 612,517) 391,91 963| 159,432) 597,644) 77,046 
oy using these figures, see explanation page 12 


Greater Nashville watches channel 5 


The CBS station for 62 Tennessee and Kentucky 
counties — a billion dollar market reached by 
Nashville’s highest towered, maximum powered 
station. 


WLAC-TV 


100,000 WATTS 
CBS BASIC AFFILIATE 
NASHVILLE, TENNESSEE 


FOR AVAILABILITIES, CHECK OUR NATIONAL REPS, THE KATZ AGENCY 


SALES MANAGEMENT 


IN 
MIDDLE 
TENNESSEE 
AND 
SOUTHERN 
KENTUCKY 
IT'S CHANNEL 8 .. 


PER DOLLAR IN NASHVILLE 


o WSIX-TV! 


It's simple arithmetic. Two networks feed top 
live shows and sport programs. This, plus top 
syndicated films and established local person- 
alities, adds up to.WSIX-TV availabilities that 
permit you to pinpoint your most profitable 
prospects — by age and interests — without 
costly ‘‘waste circulation." It adds up. You can 
tell the most per dollar in Nashville on 


Nashville, Tenn. 
ABC @ DuMONT 


National Representative: 
GEORGE P. HOLLINGBERY COMPANY: @ New York @Chicago @® Atlante 


@los Angeles © San Francisco 


TENNESSEE— @) Metropolitan County Areas 


SALES AND 
ADVERTIS- 


The “SM"’ symbols mark original, exclu- 
} estimates by SALES MANAGEMENT. 


TION Ag oJ BUYING RETAIL SALES 


PULA 
ESTIMATES 


PO 
JM 


1/1/55 


JM 


ME 
Esti IMATES—1954 


ESTIMATES—1954 


Fami- 
lies 
| ore bows 
| 


% 


Urban-| 
ized 
Popu- 
lation 
| thou- 

4 sands) 


U.S.A. 


Per | Per 


% 
of | Cap-| Fam- 


ita | ily 


ING 
CONTROLS 


Drug 


Knoxvilie........ 


Memphis... 


Nashville....... 


Total of Areas 


1569) 73.2 178.3 
2182 $6.8) 216.3 
.3228) 149.5) 453.9 
-2143) 98.7) 280.9 


-1342/1,321'4,602 
- 1845/1, 308/4, 
3244/1 ,652/5,449 


-2124/1, 531 5. 405) 


284,731 
321,607 
619,118 
388, 109 


45,166 
137,731 
49,451 


8. 
10, 
17,602 
11,237 


1,483.0; 9122) 417.2/1128.4} 2,148,287) .8655'1, abe 149] 1,613,565 


265,110 


48 266 


COUNTIES 
CITIES 


Total 
Con- 
sumer 
Units 
(thous.) 


T ENNESSE E - — - & Income Sreiidnet of Chapuer Spending U Units 


NET INCOME GROUPS, 1954 


$0-2, | | $2,500-3,990 


G In- % ie 
Units come | Units come 


Oak Ridge 
Bedford 


Shelbyville. . .. 
Benton........ 


Bledsoe...... 
Biount....... 
Maryville 
Bradley . 
Cleveland 


17.7 
11.4 
7.1 
3.6 
3.3 
2.1 
16.9 
3.8 
9.8 
4.5 
8.9 
2.3 
8.3 


12.3 
3.7 


3,636 
4,393 


23.2 17.0 
19.3 12.5 
30.5 33.2 
31.9 30.4 
| 26.1 34.0 
| 19.6 28.7 
| 35.6 34.0 
29.3 25.7 
| 32.0 33.0 
30.6 30.0 
| 31.4 38.4 
| 26.6 36.2 
| 23.8 31.1 


28.9 
25.7 


27.0 
19.9 


| $4,000-6,999 
% 


% 
Units 


In- 
come 


$7,000 & Over 
% 


% 
Units come 


COUNTIES 
CITIES 


43.0 
46.0 
23.1 
24.8 
21.2 
17.0 
29.7 
28.7 
27.4 
32.0 
21.5 
14.6 
26.9 


32.0 
35.4 


16.9 
21.8 
4.9 
7.3 
3.2 
2.8 
5.6 
8.3 
5.0 
5.4 
3.3 
3.1 
2.3 


32.9 
37.5 


Cheatham 
Chester . 
Claiborne 


Total 
Con- 
sumer 
Units 
(thous. ) 


2.4 
3.2 
6.0 
2.0 
5.7 
7.7 
4.9 
5.2 
123.9 
70.2 
2.5 


3.1 
5.3 
9.9 
4.2 


In- 
come 
per 
Con- 
sumer 
Unit 
$ 


NET INCOME GROUPS, 1954 


% 
Units 


$2,500-3,999 
% 


In- 
come 


$1,000-6,999 
% 


% 
Units 


tn- 
come 


$7,000 & Over 
% 


2,695 
2,394 
2,323 
2,140 
2,375 
2,832 
2,831 
2,543 
4,305 
3,804 
2,212 


2,199 
2,712 
3,095 
3,602 


26.5 
23.4 
24.3 
15.7 
22.0 
27.6 
29.8 
24.7 
26.3 
27.8 
20.5 


47.2 
31.5 
26.1 
18.2 


18.1 
23.7 
26.1 
28.3 


33.4 
33.2 
35.5 
25.0 
31.5 
33.1 
35.8 
33.0 
20.8 
24.8 
31.4 


27.9 
29.7 
28.6 
26.7 


11.9 
8.4 
5.5 
7.2 
8.8 

13.2 

12.9 
9.7 

26.2 

22.0 
7.1 


7.8 
12.9 
14.6 
18.1 


24.0 
19.1 
12.9 
18.3 
20.3 
25.4 
24.8 
20.7 
33.0 
31.5 
17.5 


19.3 
25.9 
25.6 
27.3 


MAY 


10, 


1955 


Before using these figures, see explanation page 11 


TENNESSEE — @%9 Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES | Con- | COUNTIES | Con- _ 
CITIES CITIES $7,000 & Over 
% % % % % 
% ‘in q, In- 
Units come | Units Units Units Units Units Units } 


15.2 24.5 
20.8 31.9 
27.0 33.4 
28.4 31.9 
24.3 28.2 ; ; 
24.0 23.7 3 le . y Union City 
20.7 33.3 M 4 ‘ Overton 
26.2 31.1 . . . J Perry 

30.7 29.3 x v ‘ q Pickett 
Polk 

21.9 32.7 
32.6 33.4 J " d . Putnam 

32.8 31.8 r . ‘ ; Rhea 

29.6 24.6 , J . . Roane 

30.5 26.3 . 7 , J Robertson 
17.0 30.3 . 0 d . Rutherford... 
20.1 29.6 d d e . Murfreesboro 
21.6 31.0 . a ° ’ Scott 

22.7 27.3 . " J , Sequatchie 
23.1 29.9 ' e k . Sevier 

21.9 30.4 : s ; ) | Shelby 

24.8 27.3 . x . J Mempuis 
27.0 265.1 4 % . , Smith 


27.5 
29.6 
31.7 
29.4 
31.8 
: 30.4 
Knox ou * . 6 23.4 
Knoxville . A A . 3 23.7 
23.0 29.9 
24.1 30.6 
23.3 29.7 
26.2 25.6 


Stewart 
Sullivan 
Kingsport 
Bristol 
Sumner 


onwneecSwwowen oe 


“4a to © & to @ & @ & be 


Covington 
Trousdale 
Unicoi 
Union 

Van Buren 
Warren 
McMinnville 
Washington 
Johnson City. . 0 14.1 


26.7 36.0 
25.6 30.8 4 27.9 
29.1 32.0 0 31.6 
24.8 27.8 8 30.2 
25.4 36.3 -1 18.5 
20.5 33.3 m 8.8 
25.5 24.8 6 30.6 
25.6 23.8 2 31.5 
28.1 34.4 4 26.3 
30.5 33.1 8 23.9 
Maury y : ‘ 28.4 29.5 1 3.1 
Columbia . . 39. J 30.2 27.4 56 41 


Wayne * 7 5 46.1 
Weakley ‘ 4 32.6 
White. . ; ° .1 36.4 
Williamson... . 6 27.3 
Wilson... ° 9 27.4 
10.8 Lebanon s 3 21.0) 28. 
20.1 dinctonnachuithainlicaa ES ER Bae 
19.2 Total Above 

23.5 Cities a P ¥ 38.0 13.2 27.6 22.9 od ‘tn -1 32.0 | 10.3. 31.9 


ae = ee Oe 


ee en ee ee ee ee 


or oO Ww @ 


Meigs 5 0 38.3 | 22.9 31.6 17.2 | 3.3 12.9 State Total. ... 413, 46.5 18.6 | 26.6 25.4 | 19.3 20.7) 7.6 26.3 
Monroe... os 35.6 | 24.5 al 22. wal 3.1 11.6 

r West South Central States: The “‘SM’’ symbols mark original, exclu- 
T e xX A AS. —— — Counties and Cities — ply ‘Louisiana, Ok lahoma.) sive estimates by SALES MANAGEMENT. 


| Pop. 
(in NuMBER OF OUTLETS 


City County Ithous.) | GM | FHR 


= i 


Nousan Or Ov TLETS 
County “F } | GM | FHR| x 


Abilene.......... Taylor 
Alice... .. Jim Wells 
Amarillo Potter 
Henderson 
Travis. . 
Matagorda 
... Harris. . 
Beaumont Jefferson 
Beeville. . ‘ 
Bellaire. ..... Harris 
Big Spring... Howard. 
Borger... .. . .Hutchinson. 
Breckenridge... . . Stephens 
Brenham. .... Washington... 
Terry. 
Cameron 
Brown. . 
. _Brazos. 
. .Childress 


122 Corpus Christi. . . Nueces. . 
Corsicana . Navarro 
+Dallas........-.Dallas.. 
Del Rio. .... .Val Verde. . 
Denison. . ... Grayson. . 
Denton. ... ..Denton.... 
Edinburg. . . Hidalgo 

E] Campo. Wharton 

El Paso. . El Paso. . 
Fort Worth. . Tarrant 
Gainesville. . . .. .Cooke... 
Galveston... ... . Galveston 
+Garland. 

Gonzales... .. 

+Grand Prairie. . 


| 
rede | aa reste nF IE CA 


Se et er ee 


or 


Montgomery.. . 
tNo. of Retail Outlets from Special Census of 1953. : using these figures, see explanation page 11. 
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% 
sd 
at 

j 


ai} | 


4 
k 


, ween 


YORK 
“ANGELES 


_ OKUAHOMA city 
_$T. Louts 


DENVER 


_ MEXICO, D. F. . 


CHICAGO 
_ SAN FRANCISCO 
KANSAS CITY , 
7 NEW ORLEANS 
MEMPHIS 


DALLAS. 


DALLAS 


Distribution, Financial, Transpor- 
tation and Communications Center 
of the Southwest. 


For Information, Write 
J}. Ben Critz, V.P. 


Dallas Chamber of Commerce 


Dallas, Texas. 


Plant or Warehouse Location? 


FORT WORTH'S the place. 
Write for free booklet 
“Opportunity In Fort Worth" 
FORT WORTH CHAMBER OF COMMERCE 
Fort Worth, Texas 


WICHITA FALLS 
TEXAS 


Now grown to 102,100 city popu- 
lation! Leads all major Texas cities 
in per family income! A central 
distribution point for the South- 
west. Complete information and 
assistance from our fine industrial 
department. 


CHAMBER OF COMMERCE 


P. O. BOX 1860 
Wichita Falls, Texas 


PROGRESSIVE FIRMS 
ARE MOVING TO 


LUBBOCK 


TEXAS’ COTTON INDUSTRY CENTER 
. 


FOR A “MODERN” BROCHURE 
FROM A MODERN CITY 
Write 
CHAMBER of COMMERCE 
BOX 561 LUBBOCK, TEXAS 


, ae organizations are best 
equipped to provide up-to-date 
and reliable information on 
conditions, resources and facili- 
ties in these cities, or the state 
or area. Your inquiries to any 
or all of them will be answered 
with prompt and courteous 


LAREDO, TEXAS 


Capital of the Rio Grande 


Tourist Mecca in the land of 
the happy sun 


Import-Export Capital of 
the Americas 


Gateway to Mexico 


For further information please contact 
LAREDO 
CHAMBER OF COMMERCE 
P. O. Box 790 


TEXA S — (Continued) 


The “SM” symbols mak original, exclu- 
sive estimates by SALES MANAGEMENT. 


NomsBer or OvTLets 


City County 


GM | FHR| A 


Pop. 
Ge NuMBER OF OUTLETS 


thous.)} F | GM 


Hillsboro. . . . 
Houston... .. 
Jacksonville 


Kingsville . 
Lamesa. . . 
Laredo... . ae 
Levelland. ...... 


22.5 58 8 
41 
267 il 

| 24 
(Continued on page 668) 


© SM, 1955. 


Before using these figures, see explanation page 1. 


SALES MANAGEMENT 


SAN ANTONIO, TEXAS 


a 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


roraarit ey | geen une 
BYP 1/1/85 BYP ESTIMATES—1954 


TEXAS — (Continued) 


RETAIL SALES 
ESTIMATES—1954 


SALES 
ADVERTIS- 


COUNTIES 
CITIES 


FIVE STORE GROUPS 


(In thousands of dollars—add 000) 


Furn.- 


Auto- 
motive 


18, 498| 
16,103) 
12,690 


4,249 
16,418) 
7,604 


21,997 
13,371 
131 ,536 
45,519 
768 517) 


-0014) 


| 


-0074| 


1,688/5, 


5,325 
4,335 
1,502 
8,063 
7,765 


180 
453 
156 


2,548 
2,314 
2,615 


243 
2,315 
2,475 


3,373 
506 
16,352 


12,530) 
108 696) 17,828 


257 


160] 


572 
458) 
2,189 
1,584 


-0206 
3184 


s8®ee2a 
3 


— 


Sas s2%5 


sos 
s 


81 
102 
87 
106 
x 


© SM, 1955. 


Before using these figures, see explanation page 11. 


See explanation of New Distort 


Maps on page 223 


MAY 10, 1955 


in San Antonio... \AXA# : the ‘SAN ANTONIO. NEWS: every. evening 
M9 —— 


The home-owned daily newspapers 

which go into the home carry your 

message to those who buy! People in 

Bexar County read the Express and 

the News, believe in the Express and the 

News, buy from the advertising pages of 

the Express and the News. Both the Express and the News 

The News, os named by the Associoted Press lead the third paper in Retail Gro- 

of Texas for 1954... cery advertising, Media Records 1954. 
The News led all San Antonio newspapers 


* —in Community Service in Retail Advertising in December and Janu- 


ary, Media Records 1954. 
Foust: —in Spot News Photography 
—in Women’s Features Represented by the Branham Company 


The “SM” symbols mark ornate TEXAS — (Contineed) 


EFFECTIVE BUYING RETAIL SALES 
ED BS 
ESTIMATES—1954 ~ ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 090) 
| 


Net 
(add 


S.A. . General | Furn.- Auto- 
000) Food Mdse. | House- | motive 


614,410). 3054, 673). ,122| 75,232} 29,360] 108,050) 
3,788, . : ; ; ¢ 103 241 
1,429). -299)7, | 
10,650} .014/3, 762}. , 123) 337, (1,451 
72,163). 07413, 848). , .195| 7,603; 2,383) «11,839 


59,473 .0887|1,247\8, 7,363). : #,48%| $,888| 16,767 
38,063} .0152/1, ' 173) f 1,688) 1,973| 10,082 
85,566) .0341|1,433/5,315 ,029) . . . 2,823) 2,519| 13,618 
54,713 .0217|1,309|4,885 ‘ A ¢ 882) 2,603 2,013} 10,148 
20,634) .0118/1,341/4, y F ,208} 2,268, 1,762} 10,148 
9,967} .9040/1,311/5, . ; : i 424) 173} 1,835 
7,150} .0029|1,932/7,944 ‘ 3 Y 825 | 186) 56 800) 


4 Texarkana is in Bowie County, Texas and Miller County, Arkansas. Before using these figures, see explanation ey 
4 and 4 See end of state for SM Metropolitan County Areas, : Re ree 2 = __©Sm, > 


ALLOTING SCHEDULES? ... DON’T FORGET THE 
VALLEY CITY CORPORATE AREA POPULATION 
sae ea ee 162 Bee 


CITY- RETAIL TRADING ZONE 336, 463 
COVERED EFFICIENTLY WITH ONE ORDER IN THE 


RIO GRANDE VALLEY GROUP NEWSPAPERS 


THE HERALD, BROWNSVILLE © THE VALLEY EVENING MONITOR, McALLEN @ THE VALLEY MORNING STAR, HARLINGEN 


NATIONAL ADVERTISING OFFICE, HARLINGEN, TEXAS. 
REPRESENTED NATIONALLY BY TEXAS DAILY PRESS LEAGUE 


SALES MANAGEMENT 


ONLY | TV STATION 


COMPLETELY COVERS 
THE BILLION-DOLLAR 


ARK-LA-TEX AREA 
e Maximum Power 


100,000 watts on Channel 6 from 
the highest point in the area—the 
only maximum power station be- 
tween Memphis and Dallas. 


® Over 200 Hours 


of network sponsored programs per 
month from all 4 networks 


@ 112,440 TV Homes 


actual spot circulation 
(Television Magazine—March 1955) 


FOR TEXARKANA—SHREVEPORT 


KCMCTV [oe 


Texarkana, Texas-Arkansas 
CBS — ABC — DUMONT 


Represented by 


Venard, Rintoul G McConnell, Inc. 
Walter M. Windsor, General Manager LOUISIANA 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ave = _— RETAIL SALES 
@& T ESTIMATES SM 
1/1/85 Esti TIMATES—1954 ‘ ESTIMATES— 1964 


COUNTIES 
CITIES 


Fami- 

| ties 

sands) [USA | (thw 
sands) | ( 


Total % 
(thou- | 


2.7 
8.8 
7.3) 29, 593| 
a eee 9,554 
oa... 10,798) . 
5.0) 9. 17,848). 
‘ 3.0} 6. 14,249) . 
Callahan. 5) . im * lee 8,950) . 
Cameron . . . 38.9 J 165,501) ‘ 
A Brownsville- | 
Harlingen- | 
McAllen 97.9| . 26.8 108,677| .0488|1,110\4,91 129,057 
AHarlingen 30.1). 8.4 37,558} .0150|1,248/4,471] 50,256) 
ABrownsville . oF 10.6 43,721} .0174/1,086)4, 125) 42,658) 
San Benito. . 5.2]. 3.9 16,052| .0064|1,056/4,116] 14.651) 


& and A See end of state for SM Metropolitan County Areas. © SM, 1955. pana Before using these figures, see explanation page 12. 
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~~ 


gRisasees| 


pee 2,000 
one 3,141 


BBRSEREES | 


_—— = 
= 
Sanwrwesnaen | 


TEY : : The “SM” symbols mack original, excl 
TEXAS — (Continued) a on edinaiee te SALES MANAGEMENT, 
‘ Pop. 
(Continued from page 664) | pig NuMBER oF OVTLETS ans NuMBER oF OUTLETS 


City County jthous.)} F , GM | FHR| A D City County | F 
- ; | 


} 
| 
| 
| 


Littlefield. ......Lamb. . 8. 29| 4) 9) 
Longview. . Gregg.. | 29 75| 20) 
Lubbock... .. .. . Lubbock | 110 149| 5| 54! 
Lufkin. .. Angelina Be 73 20 
Marlin. .. aan APL 7 44 5 
Marshall. ...... . Harrison <b cae 97 21 
McAllen... .....Hidalgo. . acae 47 17 
McKinney.......Collin...........} 11 51 10 
Mercedes. . . ..Hidalgo.... + i . 42 8 
..Midland.... Air 43 16 

Palo Pinto.......} 10. 42 8 

14. 49 12 
CF 7. 11 11 
Mount Pleasant. . Ti e 7. 32 11 
Nacogdoches eae Oy 52 il 
New Braunfels .| 14 37) 11 
Odessa... .. . Ec ee * 65 20 
Orange... , See 22 
Palestine........ son... or He 16 
Pampa. .. ‘ Kate ey 12} 
Pens.... Sel ae. a 23. 18 
Pasadena. . . sé | 34 16 
Pecos........... = | it 4) 
Plainview... ; ; . 17 
Port Arthur... . Jefferson. . . ik ae 
Raymondville... .Willacy.........| 11 
Fort Bend.......| 7 


San Angelo. .....Ton Green....... j 112 
San Antonio. ....Bexar.... Sa 8} 1,424 
San Benito. .....Cameron. . 86 
Seguin..... . Guadalupe 43 
Sherman. . ... Grayson... 67 
Snyder..........Scurry.. 23 
Sulphur Springs. . Hopkins... 47 
Sweetwater 44 
Taylor.......... Williamson 48 
Temple.........Bell....... 75 
Terrell... .. . Kaufman. . 36 
Texarkana....... Bowie...... 99 
Texas City Galveston. . 36 
esis hae Sa0 Smith..... 126 
tUniversity Park. Dallas... . 22 
. .Uvalde... 29 

. . Wilbarger . 48 

.. Victoria. ... 73 

311 
50 
47 
45 


wom 


~ -_ 


_ 


_ 
eon oenuUwa ua @ 


ty 
USN wWOKBONOHEUMUMOADWMOsOAH aH 


— 
ae 


COOh mAb ODOT O CAs 


— 
me hm OOM EU OM OO HOW 


_ 
nN 


3 
White Settlement.Tarrant . , ‘ * 
Wichita Falls. ... Wichita... . a 166 


- 


17) 
34) 
8| 
12} 19} 


_ 
~~ * 


DwSODUNON YH OWMS ONAWYWHONODUWS 


we 
wand 
| 


REE ) SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/55 @& ESTIMATES— 1954 ESTIMATES— 1954 CONTROLS 
COUNTIES 


/potitan ~ FIVE STORE GROUPS 
CITIES Paes (in thousands of dollars—add 000) 
lies of | Cap- of 
(thou- . General 
sands) | Mdse. | House- | motive 


+ 
38 


4 
on 
_ 


e822 3858 882 82528 83 


- 


£98 8832288 


232 882 22522 823 22 


e822 8252 3 
253 88258 #22832 


—-~owwn 


S22 85892 882 88 


a3 


1,212|3,878 


Cocke........... oO. .2| 12. : 1,193'4,04 

Gainesville. . . ; r . -0069/1 ,437/4 347 
Coryell......... ; 6} 3. 15,615] .0062/1,027/3,395 
Cottie........ 6}. 5] 2. 8,748| .0035|1,562/5,832 


*Not Available. © SM, 1955. Before using these figures, see explanation page 11. 


- 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to —S this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


That’s what you want. 


And that’s what you'll get in these two new Market Data Folders — 
one for WFAA-570, one for WFAA - 820. 


They're just off the press and contain the most complete 
information available about Texas’ Dallas-Fort Worth area. 


You'll find: 


* Coverage data, county by county 

* Audience figures, by NCS market areas 
%* Market data for the coverage area 

%* Population and home-ownership figures 
%* Farm market and income 

* Retail sales and other statistics 


These folders bring into sharp focus the facts about the biggest market in the 
biggest state in the nation. They're part of WFAA’s client-service program planned to make 
your advertising on this station effective and profitable. 


For the facts, write for these NEW Market Data Folders. They're yours for the asking. 


A Clear Channel Service of the Dallas Morning News 


820 


W FAA 3.22279 


Alex Keese, Manager 
Geo. Utley, Commercial Manager 
Edward Petry & Co., Inc., Representative 


MAY 10, 1955 


NEW MEXICO 


Exeasss-Maws Station 


The powerful 50,000 
watt daytime voice 

of KENS at 680 Kc. weKrce 
covers 109,737 
square miles in 105 
counties in the .5 
millivolt area! 


‘A ‘ 


KENS COVERS 


¢ 4,271,400 people 
¢ 1,171,100 families 


ewith $5,845,696,000. 
.annual income 


at astonishingly low 
cost per ee, 


| 
| 


Represented Nationally by 
FREE & PETERS 
670 SALES MANAGEMENT 


PARKER 


> 
"| 
DENTON ICLA 


OKLAHOMA 


¥ FALLS 
| wae 


GONZALES 


Grand Prawie 


LIME ST ONE 


RED RIVER 


oo Garland 
« 


Mette chenvennse nen 


ANDERSON 
£ Palestine 


BASTROP 


CALOWELL 


GUADALUPE 


SS West University Plac 


AUSTIN os FORT BEND 


BRAZORIA 


FAYETTE 


COLORADO } WHARTON 


TAGORD 


Bay 


LAVACA | Jackson 


oonemn | WILSON 


VICTORIA =: Vietonta. 
. 


LIVE OAK ote 


rept 


| (KARNES 


CALHOUN 


J 
STARR 


ail 


BROOKS | WILLACY 


HIDALGO CAMERON 


k 
WOUSTON 


RINITY 
wro | POLK 


LIBERTY 
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GALVESTON 
Texas City 


NATIONALLY: BY 
FREE & PETERS 


CONSUMAY Markets says... 


DALLAS’ BUSINESS IS 
BIGGER THAN DALLAS 


» OR DALLAS COUNTY...OR DALLAS’ C&RTZ 


Dallas’ sales volume is increased 61.6% 
by the purchases of outsiders! 


Dallas merchants have long insisted that a 
large portion of their business is accountable 
in sales to out-of-town customers. Now, Con- 
sumer Markets computes the volume attrib- 


utable to non-residents of a market center — 
accredits $374,092,000 of Dallas’ total retail 
sales, 1954, to the buying of North Texans 
who live in Dallas’ market area, the 72- 
counties that look to Dallas, buy in Dallas, 
visit with Dallas each morning through The 
Dallas Morning News. 


72 County 


Dallas Market Sales: 


TOTAL RETAIL SALES $3,289,207,000 
FOOD . 744,950,000 
GENERAL MDSE. . 496,526,000 
HOME FURN. . 170,627,000 
AUTOMOTIVE . 827,403,000 
DRUG . 110,048,000 


Food . 


Drug. 


According to Consumer Markets’ Editor, Edwin Goldstein, the buying 
of non-residents affected Dallas’ 1954 sales volume as follows: 


STORE GROUP 
Total Retail Sales 


General Maleo. 
Home Furn. 
Automotive 


PERCENTAGE OF 
DALLAS CITY SALES* 
TO NON-RESIDENTS 


DALLAS CITY SALES* 
$980,834,000 
159,065,000 
184,108,000 
51,543,000 
231,410,000 
29,599,000 


*Includes both direct and mail order sales 


There’s no trick to tracing the North Texans 
who give Dallas business its extra bigness — 
one of Dallas’ major department stores, in a 
check of its charge accounts, found that 95% 
of its out-of-town customers subscribe to The 


Dallas News. Naturally, you should expect a 
greater return from your advertising in The 
Dallas Morning News with its ample coverage 
of both Dallas and the 72-county Dallas 
market! 


ONLY THE DALLAS NEWS COVERS THE DALLAS MARKET! 


Ghe Dallas Morning News 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News . . . more people READ The News . . . more 
people are INFLUENCED by The News than by any other North Texas newspaper. 


CRESMER & WOODWARD, INC., Natl. Representative * 
672 


New York * Chicago * Detroit + Atlanta * Los Angeles * 


San Francisco 
SALES MANAGEMENT 


Texas Harte-Hanks Newspapers 
TOTAL CIRCULATION-—DAILY 234,469-SUNDAY 198,739 


ABILENE REPORTER-NEWS THE DENISON HERALD THE PARIS NEWS 
THE BIG SPRING HERALD THE GREENVILLE BANNER SAN ANGELO STANDARD-TIMES 
CORPUS CHRISTI CALLER-TIMES MARSHALL NEWS MESSENGER THE SNYDER DAILY NEWS 


SALES TOTALS FOR PRIMARY MARKET AREAS OF OUR NINE PAPERS 


(Counties in Which Papers Have 25% or Better Family Coverage) 


Effective Total 
Buying Retail Food Auto- 
(000’s omitted) Income: Sales: Sales: 


Abilene Reporter-News 283,991 
Big Spring Herald .. 68,431 
Corpus Christi Caller-Times 510,960 
The Denison Herald _. 92,687 
The Greenville Banner 42,036 
Marshall News Messenger 96,639 
The Paris News 73,140 
San Angelo Standard-Times 241,855 
The Snyder Daily News . 54,622 


1,464,361 1,057,881 247,823 


TOTAL METROPOLITAN AREAS ONLY— Texas Harte-Hanks Comic Group 


Effective Buying | $827,286 mn one . 
idiida Gee Heg7pe Hye hang Circulation! 
(Of this 172, ow ABC) 


NEW ABC CITY-ZONE POPULATION— | 
Abilene 58,398 Denison 25,150 | Group Rate—Frequency Discounts! 
| 


Big Spring 28,572 Marshall 27,233 
Corpus Christi 163,753 San Angelo 60,765 


TEXAS HARTE-HANKS NEWSPAPERS 
HEADQUARTERS—National City Bldg., Dallas 1, Texas 
CHICAGO—400 N. Michigan Avenue NEW YORK—52 Vanderbilt Avenue 


Standard-size 8- or 12-page sections—only two Color 
Production charges for use of entire group of 9 papers! 
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; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


7p ESTIMATES ME 1 
BID 1/1/55 BY) ESTIMATES—1954 CLD estimates—t054 CONTROLS 


Metro- ‘ 
COUNTIES Ives FIVE STORE GROUPS 
citi Area (in thousands of dollars—add 000) 


Buying |Qual- 
Power 

Auto- Index | In- 
Food Mdse. | House- | motive dex 


937 936 0032) 107 
, 1,177 1,485 0029) 100 
-00657) 3, 2,664 2,256 0064) 93 


.0011| 8) .... F .0008/1 , 139/4, 100 ; -0014) 484 74 735 -0010} 91 
8} .0049) 2.4) 5. ; -0086]1, 782/85, , .0075| 5,328} 2,859 858 367| 3,701 0061) 124 
i 35 é “46211 5/685. 484, .5911|1,976/6,4401 1,033,463) 6078 | 4,484; 200,279| 218,832! 43,116) 198,830) 37,6411  .5703| 123 
© SM, 1955. Before using these figures, see explanation page 11. 


1 A special Business Census was conducted by the Bureau of the Census, covering the calendar year 1953, for the county and city of Dallas. SM’s retail sales estimates 
for that year have been adjusted as follows: 


Total Furn.- House.- 
Retail Food . i Automotive 
(th. $) (th. $) (th. $) oe md) 
Dallas County 994,796 187,352 205,638 : 199,678 
Dallas City 859,750 148,448 : " 181,318 38° iss 


NOTE: The figures for General Merchandise differ materially from the figures shown in the special census, because the latter made no attempt to distribute mail order 
catalog house sales. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power,’ regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N. Y., Phone MUrray Hill 4-3559. 
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4 and 4 See end of state for SM Metropolitan County Areas. ’ Before using these figures, see explanation page 11. 


1 A special Business Census was conducted by the Bureau of the Census, covering the calendar year 1953, for the county and city of Dallas. SM’s retail sales estimates 
for that year have been adjusted as follows: 


e888 £8 
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Automotive 

(th. $) 

Dallas County a 994,796 , 205,638 199,678 
Dallas City ... ’ 48. 34,463 181,318 


= The 4 for General Merchandise differ materially from the figures shown in the special census, because the latter made no attempt to distribute mail order 


It’s the SURVEY 


It may be General Electric Company . . . Foote, Cone & Belding . . . the United Cerebral Palsy 
Associations . . . the UAW-CIO . . . the Traveling Library & Extension Dept. of the State of 
Wisconsin . . . the Board of Governors of the Federal Reserve System . . . a citizen’s “watchdog” 
committee on state expenditures . . . the N. Y. Regional Planning Committee . . . or the N. J. 


Education Association . . . 


Wherever reliable local data on population, income, sales are needed to launch a project or 


determine a course of action— it’s the SURVEY. 
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EVALUATING ESTIMATES FOR... 


DALLAS COUNTY 


Retail sales in Dallas and Dallas County 
registered a substantial gain in 1954, com- 
pared with 1953 totals, and kept Dallas in the \( 
apactig as one of the pace-setting areas of" ‘ 
the United States. 


The facts indicate that Dallas business, dur- LZ 
ing 1954, maintained — or improved — this fmetro- 
politan area’s position in relation to comparable 
communities. 

But retail sales figures for Dallas County in this 
Survey of Buying Power do not define a true trend 
when compared to Sales Management 1953 estimates, 
as published last year, nor do they show a true com- 
parison with similar Standard Metropolitan Areas. 

The Dallas figures are based on the 1953 Special 
Census of Business for Dallas, the only such census 
in the nation. 

This census indicated that Sales Management esti- 
mates for 1953 were high, and should be adjusted. 
We do not dispute that conclusion. 

However, if Dallas’ 1953 estimates were high, the 
estimates for comparable metropolitan areas may have 
been similarly high. Sales Management didn’t have 
the same benchmarks against which it could check its 


THE DALLAS TIMES HERALD 


DALLAS CHAMBER OF COMMERCE 


stimates for other areas. Therefore, the ad- 
justment factor indicated in the Dallas Census 
elas_applied on? to Dallas in this Survey, and 

not to comparable metropolitan areas. 
This means that the normal comparison of 
es Management’s figures for 1953 and 
1954 in regard to Dallas and other comparable metro- 
politan areas DOES NOT INDICATE A TREND — 
but rather an isolated statistical readjustment applied 

only to Dallas. 

The breakdown of Dallas retail sales is in itself 
paradoxical. Food sales are up, and so are drug and 
general merchandise sales. But automotive sales are 
inexplicably estimated to have plunged below the 
level shown by the 1953 census. 

This is in spite of the fact, which was called to Sales 
Management's attention, that Dallas County dealers 
had a record-breaking year in 1954, selling and 
registering (licensing) 50,294 new passenger cars and 
trucks in this county as compared with 42,410 in 1953. 

For more specific data about trends and trade levels 
in Dallas County, you are invited to make inquiries of 
the undersigned. 


DALLAS ADVERTISING LEAGUE 
NORTH TEXAS CHAPTER 
AMERICAN MARKETING ASSOCIATION 


(This space, which normally would be devoted to a promotional ad, has been provided by The Dallas Times Herald 
as a public service to all advertisers.) 
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RINGING 


wot 26% 


OF ALL Texas RETAIL SALES 


Now in the sixth year of helping 
advertisers ring up new sales records, 
WFAA-TV blankets this rich 29-county 
Dallas-Fort Worth supermarket. And 
super it is. For here are packed over 
2,000,000 people, nearly one-fourth the 
families of Texas. They spend dver 
two-and-one-third billion dollars, 
accounting for 26% of all retail beled in 
the state. To move your products) by 
that ringing cash register, start 


with Channel 8 in Dallas. 


Soles Management estimates 
Soring, 1955 
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274,000 watts Video na 
137,000 watts Audio [umn 
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FOOD SALES so 
OVER 


$475,000,000 


SALES MANAGEMENT 


SR $¢\ PASO the Southwest's 


/ 
f 


KROD De raso oOMING 31nI MAR KE 
KROD KROD-TV 


TEXAS 
STH MARKET 600 KC, 5,000 Watts Channel 4 
IN TEXAS / CBS e SWN CBS © DuMont ¢ ABC 


y “Plas Value" Media in a "Plus Value" Market 


No other radio station in mountain-top antenna (5,285 

Owned and Operated EI Paso can offer as much cov- ft. above sea level—1,585 ft. 

Ro Pe tan Corser erage, as many listeners, as above average terrain) and 

Besvanan' 0. Madesteh Pendent many advertisers as KROD. operates on full power of 

Val Lawrence Vice-Pres. & General Mgr. With its 27-county coverage, 56,300 watts. This means that 

Dick Watts Gen! Sales Mgr. (KROD-TV) KROD delivers Texas’ 5th KROD-TV is the only tele- 

Bruce M. Barnard Genera! Mgr. (KROD) market... plas Southern New vision station covering ail this 

Mexico... plus Juarez, Mex- vast, wealthy area. . . deliver- 

' Sts. ico. ing all of the Southwest's 
on ly — Like its sister-station, booming 3 in 1 market. 

L //),' — : KROD-TV has El Paso’s only 


. NATIONAL REPRESENTATIVES: THE BRANHAM COMPANY “LET A BRANHAM MAN HELP YOU" 
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SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES SM iNCOME ING 

/ ESTIMATES—-1954 ESTIMATES—1954 CONTROLS 

COUNTIES lit FIVE STORE GROUPS 

CITIES 5 (in thousands of dollare—add 000) 

Total | & ami Y % ty Buying 

(thou- Popu- Cap- Power 
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The “SM” symbols mark original, os aan 
sive estimates by SALES MANAGEMENT. 


.0484/2,038/6, . .0401| 3,896) 4 16,250) 2,101] .0436 
-0441/2,180)6, x id | j 2, | 15,627; 1,999) .0396 
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Waxahachie 4| 0076} 3.9 067) .0068|1,376 0101 ; 910} 4,272) 479) .0080 
E1 Paso 248.0) .1526) 60.1/187.2 908) .1473/1,492/6,155] 241,551| .1420, 4,019 r 14,916) 62,028) 8,744] | .1487 


© SM, ‘1955. Before using these figures, see explanation page 1) 


In the BIG MIDDLE of WEST TEXAS 


with $1,500,000,000 Income - $1,120,000,000 Retail Sales 


It's KECK for COVERAGE © POPULARITY * ECONOMY © RESULTS ODESSA’S GROWTH 


KECK delivers more listeners-per- fastest growing city in Texas — Pop eatiee Be cinee’ 1990. 0 


dollar than any other radio or TV fabulous capital of the Permian ° 
station in the Permian Basin—the Basin—wholesale and retail distri- 18,186 MORE people employed 
largest oil region in the country. bution center of West Texas and ; than in 1940. 

And sells more merchandise than Southeast New Mexico. Sell this big e 
any other radio station in Odessa— West Texas market—buy KECK. $54,913,204 building permits in 


National and Local Advertisers Like KECK. Let us tell you why. five years. 


KECK THE STATION MOST PEOPLE LISTEN TO MOST IN WEST TEXAS @ Represented by FORJOE AND CO. 
MAY 10, 1955 677 


SALES MANAGEMENT ESTIMATES, MAY 10, 1955 
FOR EL PASO CITY AND RETAIL TRADING ZONE 


Population 


Families .. 


Effective Buying Income . 
Retail Sales ..... 


Food Sales 


Auto Sales . 


Drug Sales 


607,400 

156,700 
$886,417,000 
$587,167,000 
$130,717,000 
$126,115,000 
$ 19,916,000 


THE CAPITAL CITY OF 


The Fabulous Southwest 


24 counties in West Texas and 
Southern New Mexico 


You can dominate this rich market with 
the influential concentrated circulation 
of El Paso’s two separate and distinct 
newspapers. 


Che El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING & SUNDAY 


WHERE OVER 


’ MILLION PEOPLE 


SPEND OVER 


“a BILLION DOLLARS 


IN RETAIL SALES 


AND 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


ONE LOW RATE—30¢ LINE—BUYS BOTH 
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- 0056} 1 , 525/65, 61 
© SM, 1955. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


WHERE ARE THE HIGHEST BANK DEPOSITS IN THE SOUTH? 


Dallas. At the close of 1954 Dallas banks had $2,022,362,385 on 
deposit — the first city in the South to pass the two billion mark. 


Where does construction continue to set records? 


Dallas. According to F. W. Dodge, construction contract awards in 
Dallas Metropolitan Area totaled $214,524,000 in 1954. $1,107,000,000 
in the last six years. 


woo ----- - -- -- - - - ------ 


Who is using all these new buildings? 


New businesses account for a lot. In 1954 a well balanced list of 
1,084 new businesses were established in Dallas. 


What about the payroll for all this activity? 


Payrolls for Dallas County were up $40 million over the previous year, 
hitting an estimated $1,115,434,000. The third straight year the annual 
payroll has topped a billion. 


Dallas is a leader —a market with influence — how 
far is its influence felt? 


Consider these two symbols of business: the Federal Reserve Bank of 
Dallas governs banking in most of 5 states. The Dallas published South- 
west Edition of the Wall Street Journal covers 9 states. 


Some cities, like some people, have more influence — more impact... 


go after the leaders first! 


DALLAS CHAMBER OF COMMERCE 


1101 Commerce Street e Dallas, Texas 
MAY 10, 1955 


$60,000,000... This represents the annual Indusirial Payroll of LONGVIEW-GREGG 
COUNTY, the first market in East Texas. 


RESISTOL HATS, INC., is building a $1,250,000 plant in Longview; work has started on a plant 
here for PITTSBURGH SCREW & BOLT COMPANY; TEXAS EASTMAN COMPANY, a division of 
Eastman Kodak, has a multi-million dollar expansion underway. (Longview has 125 industries) 


WATER a POWER ® FUEL 


Longview is the only city in East Texas with THREE sources of water supply, a mighty big factor in 
getting new industries. Longview also has the biggest power plant in the eastern half of the state; and the 
city is located in the heart of the rich East Texas natural gas, oil and iron ore belt. 

More payrolls mean more buying power — and Longview’s industrial payrolls are increasing constantly. 


The $500,000,000 market in the East Texas area is served by 
THE LONGVIEW DAILY NEWS © THE LONGVIEW MORNINGS JOURNAL © THE LONGVIEW SUNDAY NEWS-JOURNAL 


Carl L. Estes, Publisher @ Represented Nationally by THE TEXAS DAILY PRESS LEAGUE e Offices in Principal Cities 
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WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 


The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


For Texas Consumer Response 


Here is a typical example of the response and interest 
your products and services are receiving every day in 
the Gulf Coast Area on KGUL-TV. Below is a consumer 


response map showing the origin of more than 10,000 / 


Range Rider Club membership requests. 
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NATIONALLY BY CBS TELEVISION SPOT SALES 


In Fabulous Houston 


the new sweetheart is KTRK-TV’s black 
kitten, KiTiRIK, beloved of 1,455,800 Texans with 
$2,481,084,000 to spend every year. 


The Chronicle Station, P.O. Box 12, Houston 1, Texas, Channe! 13 
Houston Consolidated Television Co. — General Mgr., Willard E. Walbridge; Commercial Mgr., Bill Bennett we 
National Representatives: BLAIR-TV, 150 E. 43rd St., New York 17, N.Y.; Basic ABC 
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4 and 4 See end of state for SM Metropolitan County Areas. . Before using these figures, see explanation page 11. 


Network: 
MUTUAL BROADCASTING \.~wi @ le 
SYSTEM 


PAUL 1. RAY MER CO. inc. 790 KC 
5,06 W 
RADIO PLAZA HOUSTON 


SALES MANAGEMENT 


16 154 MORE Daily City Home Delivered 
; than 2nd Paper! 
?1 26 MORE Sunday Total City 
] than 2nd Paper! 
a) wl] MORE Daily City Home Delivered 
) than 3rd Paper! 


The HOUSTON CHRONICLE DOMINATES IN iC Yh / 
NEWS, CIRCULATION, ADVERTISING AND > 


THE BRANHAM COMPANY—-National Representatives 


THIS CHAIN OF EVIDENCE LINKS UP MORE SALES! 


NOW SELLING HIGHER, WIDER, HANDSOMELY 


WITH 
RADIO FAMILIES 


DELIVERING 3 THRIVING 
MARKETS ON THE GOLDEN GULF COAST 
RETAIL SALES 


$920,381,000 BEAUMONT * ORANGE - PORT ARTHUR 


Contact creates sales... KFDM contact, that is! 
And, now, with TV as a new facility for still more 
NET EFFECTIVE contact, buyer reaction is being created in two ways 
BUYING INCOME instead of one. The thriving Beaumont, Port Arthur and 
$1,352,461,000 Orange Gulf Coast area is mighty important . . . if you 
; want to push up your sales to folks who are buying 

minded with a lot of ready cash! 


POPULATION 
1,116,900 rs 5000 Watts + 560 Kilocycles 


STUDIOS IN BEAUMONT, TEXAS 
SERVING 15 COUNTIES IN TEXAS—12 PARISHES IN LOUISIANA 


SOURCE: SRDS 
Mark CBS-TV Represented By 
Consemyer Ghesrate (ore FREE & PETERS, INC. 
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& and 4 See end of state for SM Metropolitan County Areas. 3 Before using these figures, see explanation page Il. 
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The “SM” symbols mark ori sinal, e clu: = G 

sive estimates by SALES MANAGEMENT. ’ ; Pe EX AS — (Continued) 
LATION EFFECTIVE BUYING RETAIL SALES 

BYP 1/1/55 SYD Estimares—1954 ESTIMATES—1954 


Metro- 
COUNTIES ba HNN Tce 
CITIES Ar | (in thousands of dollars—add 000) 


Auto- 
motive 


8,845 
6,721 
10,493 
10,493 


1,616 
2,102 


ABeaumont.. d | 
APort Arthur. A J i 111,668 


Jim Hogg. . . . 5.2 4 4,716 
Jim Wells ° F A 37,681 
24,403 
38,758 
20,643 


ebes £2222 


28,503 
16,515 
25,270 
11,155 


=— 


Kleberg......... 1 . .2| 22. .0158|t ,378|5,491 
Kingsville. 3 . 4 | -0128/1 ,426/5, 628 


23.2 


8.2 
Littlefield 8. d 
Lampasas ‘ ’ x ° d 5.0 


La Salle. 9| | 1.9) 4.7 Zz 766|3,184 
Lavaca... : 5.9| 2.9 ’ 925/3,213 
2.6) 2.4 


3.0) . 0033) 776)2, | 0031) .0039| 
7.9) 10. 0 -0126/1 ,116/3,998 ¢ ° 014! 
Lime 0135! 6.3} 5.9 -0073 _ 840 2,932 . so R 601 .0089; 66 


+ and a ‘See end of state for SM pret coin County “Areas. © SM, 1955. Before using these figures, see explanation page 11. 


TEXAS 5” MARKET 


Radio Families 75,730 


TV Homes 48,275 
Retail Sales $278,407 ,000.00 


 WESLACO 
EBL s358,307,0000 TELEVISION-CWAWWEL 5-NBC 
Population 395,700 RADIO =/2900 K0-$000 WATT9- NBC-TONW 


Rep: PAUL H. RAYMER Co. 


MAY 10, 1955 


BECAUSE... 


The Lubbock Avalanche-Journal 
is the only medium that holds its 
axrage precisely to 
Ock’s retail trade area — without 
Wdead spots or fading fringe... 


like the LUBBOCK 


AVALANCHE- JOURNAL 


MORNING e EVENING e SUNDAY 
CIRCULATION OVER 54.000 e epg cremegehrn catenin a Manager 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. ¢ Representing Daily Newspapers Only 


TEXAS — (Continued) ive estimates by SALES. MANAGEMENT. 
SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES 
JM By BYP ESTIMATES—1954 ESTIMATES—1954 


COUNTIES Ipotitan 
CITIES Area 


FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


Per 
Fam- 
ily General | Furn.- 
Mdse. | House- 
Radio 


Ban 
afzgef 


~- 
as 


1,195)4, 181 
1,369)4,641 
1,456/4, 861 
1,165)3, 


ee 


8,409 
8,357 


434 127 
193 165 1 
122 84 1,061 


Before using these figures, see explanation page 11. 
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ge £258 8852 288 


nn Ww 
eee =e a -«¢ 629 7. a 
_ 


anh DRE EPDE EEE 


282 8 83 § 


THE LUBBOCK =: MARKET VIA KDUB-TV 


~ 316,000 WATTS th ae a err 


7 
LUBBOCK 
largest TV 
rket in Texas 


largest metropolitan area 
within 290 mi. radius! 


*S.M. 1955 

WEST TEXAS FIRST s ONLY 24 HR. RADIO 
WEST TEXAS’ FIRST TV - 
ESTABLISHED IN 1952 


NAT'L. REPRESENTATIVE: AVERY KNODEL 
W. D. “Dub” ROGERS, PRES. & GEN. MGR. — GEORGE COLLIE, NAT’L SALES MGR. 


The “SM” symbols mark original, exclu- TE ° . 
sive estimates hy SALES MANAGEMENT. __ TEXAS — (Continued) 

SALES AND 
LATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYP 1/1/55 SD Ustimates—ios4 BYLD estimaTes—t954 CONTROLS 


Metro-| 
COUNTIES Ineo FIVE STORE GROUPS 
CITIES Area Urbar (in thousands of dollars—add 000) 
y ty 


General | Furn.- 
House- 


§38 2558 


1,104 
1,488 


« 


S82 


1,171 
9987/3, 
1,276 
1,715 


235 888 : 
S£28 Yee E8s8 8 


816 
1,472 
947 
1,143 


38 B282 
rT 


_ 
_— 


~~ 
te 
oe 
oS] 
& 


Before using these figures, see explanation page 11. 


wedi, covers the WACO swank! 
THE WACO NEWS-TRIBUNE—TIMESHERALD FP assy Mc Mla Buy 


. » KO OTHER MEDIUM competes with ‘The P 
Waco News-Tribune and Times-He or 
107,600 ABC City Zone 1954 j yqur customer’s reading time. Why — INFO CORRECT ? 
medium which offers a fractional audi- 
Be sure you include this important market In cueti ane tie Giant tenets one oo 
in schedules that count! Wide-awake, ener- Hit Times-Herald. 
getic Waco has stabilized its income with Meo ? 


NO AUDIENCE STUDIES NECESSARY 
new industries, new enterprises, diversified Represented apoena by . Audit Bureau of Circulations reports 
agriculture . . . all combined in 1954 to pro- Burke. Kuipers & Ma tell the entire story of coverage. 
vide highest bank d its, highest retail sales 
in history. This enseptiened market is All THE WACO NEWS-TRIBUNE @ THE WACO TIMES-HERALD 
yours in one medium ... The Waco News- 
Tribune and Times-Herald. On Sunday it’s THE WACO TRIBUNE-HERALD 


MAY 10, 1955 


Still Going Up! 


; CORPUS CHRISTI 11-COUNTY AREA 
Effective 


Buying Income ..$256,097,000 $519,682,000 
Retail Sales _.......$203,619,000 $364,973,000 
Population oF 156,500 380,200 


It happens every year on May 10. SM breaks the 
news of more gains for Corpus Christi and its 
11-county trade area. It’s monotonous, but we 
like it. And so do the advertisers whose sales 
keep going up too, because they reach our people 
through the one medium that gives saturation 
coverage — the Caller-Times. Write for market 
data folder with complete facts and figures. 


Chers7enistCaller-Cimes 


LATION CORPUS CHRISTI, TEXAS 


89,297 Represented nationally by Texas Harte-Hanks Newspapers 


H rters: Nati | City Building, Dall 
ABC 9-30-54 sadn be can ae past — thew Yeu: 


: The “SM” iginal, 
— (Continued) see on estimates by SALES MANAGEMENT. 


rere eres = eres Spans RETAIL SALES 
ESTIMAT NCO 
JM 1/1/85 JM ESTIMATES—1954 JM ESTIMATES—1954 


FIVE STORE GRUUrs 
(in thousands of dollars—add 


a 

U.S.A. General | Furn.- 
Mdse. | House- 
Radio 


1,439 
1,201 


0130 
-0062 
0128 

0092 

1301 

0963 

0043 


d A | ¢ 3,089 
-0011 * ee t J ,802/7, 1,648). ; 80 
| 
0328 . - " A 42,530) . 2,441 8,004 
-0172 a 7 d 1,574/5,51 34,809) . 1,831 7,389 
0110 q ‘ A J 1,172)3, 16,311) . , 1,155 4,776 
.0063 . . é 1,310|3 552 12,325). . 802 4,330) 
0111) 4.5 y ¢ 1,005|3, 12,731; . 1,870 334 2.231 -0081| 73 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


A GOOD SELLING JOB IS LIKE coup 


. and KRIS is the courtin’est station you ever saw! 
The way we see it our number one job is to serve 
our‘ community. We got our bid in 14 years before 
anyone else and we've been first in her heart ever 
since. All the rating services list us “Number~Cne!” 
We don't mislead or talk down to our audience 
People know they can depend on what we say. . 
and do. Our odvertisers can too—we have one rate 
and it's in SRDS. When we speak in your behalf 
. . « Corpus Christi responds! 


SHE’S A MIGHTY SWEET MARKET! 
Corpus Christi, Texas ... the nation’s 83rd city ... 
called by FORTUNE Magazine, “the fastest-growing 
U.S. city . . . has a habit of doubling itself every 
decade” According to SALES MANAGEMENT Mag- 
azine: 

We've had a whopping big 44%+ increase in popu- 
lation* since the 1950 Census! We're 10!/.°% above the 
national average in effective buying income! We're 
15.3% above the national average in retail sales! 
It's a permanent affair between the Corpus Christi 
area and KRIS. If you want to reach the HEART of 
this wealthy, growing market .. . the only SURE way 
is with Radio Station KRIS. We'll be glad to speak 
for you. 

*Corpus Christi Population: 156,500 


KRIS: the NBC & TON Station 
for Corpus Christi 


FREE & 


PETERS, INc. 
Exclusive National 
Representatives 


TIN’: 


The “SM” symbols mark original, exclu- a 
sive estimates by SALES MANAGEMENT. a TEXAS — (Continued) 
nae thie” Se Toe % rv Sree SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES SH INCOME @D ING 
1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES Hi FIVE STORE GROUPS 
CITIES | (in thousands of dollars add 000) 

Per | Per | Dollars a Qual- 

Cap-|Fam-| (add of ity 

ita | ily 000) Furn.- Auto- In- 

motive | Drug dex 


Parker.......... .9| 0135) ; . . -0109/1,245|3,952] 18,489). 4,978} 348 

Weatherford 3] .0057| 3.2 3, .0054/1,447/4,205] 14,702) . 4,751) 322 
Parmer ; <1} .0037) t pees .136| .0044/1,826/6, 187 6,484). 874, 141 
-0063)1,452)5,808) 10,914) , 2,113 


| 
3.0057) 959|3,487] 10,623) uN; 3, : 1,903} 338 
Before using these figures, see explanation page 11. 


Not a REview . . . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1955 


With innate immodesty, we call your attention to a Fact: 


To pursue it further, see the Katz Agency, our national representatives, 


Amarillo is again No. 1 for 
the nation in retail sales per 
household. If this suggests 
that we’re worth an invest- 


ment, it’s no coincidence. 


AM-TV 


NBC and DuMONT Affiliate 


Amarillo 


TEXAS — (Continued) 


The “SM” symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 


ESTIMATES 


EFFECTIVE BUYING 
c WA INCOME 
J ESTIMATES—1954 


RETAIL SALES 


ESTIMATES—1954 


COUNTIES 
CITIES 


FIV 


Ee 
(in thousands of dollars—add 000) 


General 


7.8 
7.6 
8.7 


39.7 
8.1 
2.7 


30.1 
15.8 

4.4 
21.2 


2.5 
76.4 
49.4 

2.5 
16.1 

9.9 

7.0 

1.3 


Urban- 
ized 
Popu- 
lation 
(thou- 
sands) 
93.3 


3.2 


aga: § 


S85 598 583 


~ 
ws ary 
BeS8 e888 886 


25 888 e282 $83 


ona . 
§ a nD 


2 Ki is in G and Rusk Counties. 
3 Amarilie is in Potter and Randall Counties 


3 =e 
2 |BeB#e25s% 


z 
‘f 


state for SM Metropolitan County Areas. 
jing these 


figures, see explanation page 11 
SALES MANAGEMENT 


AGAIN.. « Consumer Markets’’ recognizes 


AMARILLO 


TEXAS 


Metropolitan Area in the NATION 
IN RETAIL SALES= 


*3, 174 


PER HOUSEHOLD 


COVERED COMPLETELY BY THE 


AMARILLO NEWS AND GLOBE-TIMES 


CIRCULATION 173,821 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, INC. - Representing Daily Newspapers Only 


691 


AMERICA’S TOP COMPANIES 
CHOOSE FORT WORTH... 


i] GENERAL} 
MOTORS §f 


ARE YOU UP-TO-DATE ON THE ADVANTAGES 
OFFERED BY THE BEST LOCATION IN THE SOUTHWEST? 


A city is known by the companies it attracts and keeps... 
and dozens of outstanding industries in the nation have 
chosen Fort Worth for new plant locations within the past 
three years . . . many more are on the way now. Why? son saoeacey ae 
For good, sound business advantages, of course. This fast- 

growing, diversified center of industry offers unusual oppor- 
tunities and plenty of “wide open spaces” for nearly all 
types of manufacturers and distributors. 

CHOICE INDUSTRIAL SITES AVAILABLE 


Write, wire or phone Industrial Department 


Write for free: 
booklet 


FORT WORTH 
CHAMBER OF COMMERCE 


The “SM” symbols mark original, exclu- 
___ Sive estimates by SALES MANAGEMENT. 


ao at $6 SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Sy7p ESTIMATES INCOME 


1/1/85 ESTIMATES—1954 ESTIMATES—1954 


COUNTIES — |politan ] FIVE STORE GROUPS 
CITIES Ar Urban-| (in thousands of dollars—add 000) 


General | Furn.- Auto- 
Mdse. | House- | motive | Drug 
Radio 


Stonewall 
Sutton 
Swisher 


154 61 217 66 


0023 
0022 . 58. eo} = 953/178 
3263 
2395 


226) 322, 2,176, 481 
Tarrant | 141,588, 25,681 112,508) 18,926 
taFort Worth 5} ; - 2395} 1 ,772/5,601 , 140,024} 24,891) 106,155) 17,815) 
White Settle- | 


_ment [ma __ 18.7). 3.6) - 0069/1 ,266/4,819 654) . | ~ ° | 73 
t Genl. Mdse. sales include mail order catalog sales. See page 20. Before using these figures, see explanation page 11 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


246,394 225,325 


Morning & Evening Sunday 


ABC Publishers Statement, September 30, 1954 


LARGEST CIRCULATION IN TEXAS 
WITHOUT the use of contests, schemes or premiums... 


4y “just a good newspaper” 


MAIL SUBSCRIBERS 


MAY 10, 1955 


Big New Reasons "aimganacun 


Permanent $70 Million Air Base under ee jon! 
The new Strategic Air Command Bomber Base under construction—Over $30 
Million in Contracts already let and o-building! 


Center Oil Activity in Central West Texas! 
Oil fields in every direction—Current telephone directory lists 501 Oil Business 
Service companies—261 increase since last year. 


$55 Million in Building Permits Last 5 Years! 
Permits in ‘54 totalled $14.73 734, Peary ry) ever! Since Jan. 1, 1950 home, 
office, industrial permits have totalled 4,892,032. 


Above-Average Family Income of $5,911* 
Reach this oil-rich, above- ae per-family-income market through The Abilene 
Reporter-News. (*Figures les Monagement) 


First in Nation in Per-Family Automotive Sales! 


1955 Sales Management shows Abilene with highest per-family purchases in 
the United States! 


ABILENE REPORTER-NEWS PRIMARY MARKET 


ror Et" $208,996,000.00 
Abitene "skyline—Pop. p. 58, pre. : The Abilene . oe ~fews ; 


From latest ABC Represented By: TEXAS HARTE-HANKS NEWSPAPERS 


ABC CIRCULATION 


TEX A S — (Continued) ; ve estimate’ be SALES MANAGEMENT. 


BATION. EFFECTIVE BUYING RETAIL SALES 
7m iNco v 
1/1/85 ESTIMATES— 1954 ESTIMATES— 1954 


FIVE STORE GROWS 
(in thousands of dollars—add 000) 


Auto- 
House- | motive 
Radio 
4,523 
4,299 
55 
3,824 731 
3,357 . 731 
755 420 
4,131 * 1,005 3,995 
3,258 j 884 3,746 


15,471 4,510, 18,503) 2, 

‘ 13,853 ly 4,390) 18,187) 2,25 

181.6) . \e le ° y . J 40,801 : 10,278) 41,066) 7,81 

167.1). : , ° jl, F 38,911 10,026; 40,239) 7,702 
8.9) . 8} .... ° F | ° . ° 3,117 2,310 236 1,236 1 


& Gp 4 Sind it cas Oe Oe Eee Gy oon 


Cash in on the Oil and Ranching Wealth of 
“THE STATE OF SAN ANGELO” 


STANDARD-TIMES CIRCULATION now more than 10 TIMES 
the coverage of the next newspaper reaching this market— 
42,306 daily. 


San Angelo, 17th fastest a city in nation. Population over 
$241 ,855,000* 62,000. 1954 b building ermits, $6,266,519. Mi 
Over 300 oil fields, foo peed, 6,000 producing wells. 
Effective 10,000,000 barrels of oi] production monthly, worth over $300,- 
Buying 000,000, annually. 
Income Over $400,000,000 in oil exploration and production planned 
for next four years. 
In 1955 One-fourth Le nation’s sheep raised here, 90% of nation’s goats 
and mohair. 
Goodfellow Air Force Base payroll over $10,000,000 annually. 
Standard-Times circulation: 19-county primary market, 32,998. 
ll-county secondary market, 5,502. 74% family coverage in 
- Source: 1988 Sales 19 counties. AER ne 
eo ey het Representative: TEXAS HARTE-HANKS N AP 
of Buying Power New Yeok DALLAS Chicago 


SALES MANAGEMENT 


The ONLY TV STATION 
Covering ALL of the 
WICHITA FALLS 
Trade Area! 


KFDX-TV not only covers the Wichita Falls, 
Texas, trading area as defined by the Audit 
Bureau of Circulation, but also 12 more Texas 
and Oklahoma counties. 


KFDX-TV dominates in viewing audience as 
shown by Telepulse Reports in Wichita Falls 
and Vernon, Texas, and Lawton, Oklahoma's 


Represented by PAUL H. RAYMER COMPANY third market. 


WICHITA FALLS City Population NOW 102,100* 


Leading all Major Texas Cities in Per Family Income ($7,088)* 


*Source: SALES MANAGEMENT ‘“‘Survey” Issue, May 10, 1955 


The “SH” symbols mark original elu — 2 "8 TEXAS — (Continued) 


= 


SALES AND 
areas Severs RETAIL SALES = 
ESTIMATES--1954 ESTIMATES—1954 CONTROLS 


ro Tes ESTIMATES 


COUNTIES 
CITIES 


Per | er | Dollars Buying 
Fam- of Power 
ita | ily index 


c 
par 


TT 
of) fi 


8: 
_ 
bye > 

S828 228 
SSs2rn 
ooaoans os 
al Regt wy ¢ 

— 


s 

= 

—- 
= 

zB 

a 

828 


3852 


oe 


owwe s 
: : By 

_ 

x 

- 
“wn 


3 
a $2858 882 


37,949 
34,224 
13,776 

9,530 


—— 
= 


2 
os 
w 
J 
= 
— 
oe 


— 


#eeeaR Bess 


15,671 
13,054 
16,427 
11,493 
62,583 
51,483 


4 36,041 
5, 15,936 

3.1 4,61 11,783 
160 122.6 -7/116.9 6, 130,843 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see mo 


8 
n 


282858 8888 $2253 898 
£ 3288 
mitt 
S888 882822 G855 85822 853 


228 882389 S38) 
S822 532828 88: 
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a? 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


MAY 10, 1955 


. The “sm” 5 = 
TEXAS — (Continued) ee a sine estimates by SALES: MANAGEMENT. 
SALES AND 
BUYING 
pene | gemma “ser am oa 


1/1/86 ESTIMATES— 1954 ESTIMATES—1954 


COUNTIES —fFIVE STORE GRouPs 
CITIES (in thousands of dollare—add 900) 


i= 
fa 


if 


S 


s 
Sgee ¥ 


= 


BBS 8é 


B2 85 #83 HELE 
#33 


Total Above Cities , 903. ‘ 8,230. 688 6,679,431) 3.9284 1,371,788 ‘ ,669)1 567 ,727/218 401) 3.4214 


State Total. ..... y 2,446 .5'5869.1/12,622,592) 5. 5.189} 9,008 , 558| 5.2981) 3,682/ 2,038 ,812|1,081 ,322 2,001 ,999/291,441| 5.1686 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


Before using these figures, see explanation page 11. 


Sales Management's 


1955 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 


. County names .. . for all U. S. Counties . . . most legible of all 


the many outline maps w ve seen. 
Shows y ps we have 


. Differences in retail sales volume indicated by County shad- 
ings... 
Red—for counties with $100 million or more. 
Green—for counties with $50 million to $100 million. 
: Yellow—for counties with $25 million to $50 million. 
1 
aa Sa Blue—for counties with $10 million to $25 million. 


at a glance 


compoarative 


of every county . 1570 cities with retail sales of $20 million or more. 


Ts ot i Xv 5. City populations indicated—(as of January 1, 1955). 


tis 6 ealless . Special blown-up projections of all congested small-county areas, 
with county lines and names clearly indicated. 


. Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
SALES MANAGEMENT 


WICHITA FALLS, TEXAS 
1955 CITY POPULATION* 102.1 OO 


EFFECTIVE BUYING INCOME PER FAMILY* 


$7,088 


HIGHEST OF ANY 50,000-AND-OVER TEXAS CITY 


*SALES MANAGEMENT Estimates 


WICHITA DAILY TIMES 
AND RECORD NEWS 


COMBINED DAILY CIRCULATION 61 000 


NOW SERVING OVER 20 NORTH TEXAS AND SOUTHERN OKLAHOMA COUNTIES 
Represented Nationally by THE KATZ AGENCY, INC. 


WICHITA FALLS ts 


Leading All Major Texas Cities in 


PER FAMILY INCOME: 57,088" 


*Source: SALES MANAGEMENT ‘‘Survey”’ Issue, May 10, 1955 


Address Business Inquiries to: 


WICHITA FALLS CHAMBER OF COMMERCE, P. O. Box 1860, Wichita Falls, Texas 
MAY 10, 1955 , 697 


POWER ENOUGH (Raa 
AMARILLO TOPS THE NATION 
IN RETAIL SALES PER HOUSEHOLD! 
What a market! 
Es ©) S F R V F I H F In ad revert to Standard Rate and Data Servicc, Amarilloans 


spent $5174.00 per household on retail sales. This tops the national 
average by 48%. 


Sales Management puts Amarillo way ahead in retail sales per 
family in the South and Southwest, and right near the top 
nationally. 


Who reaches these buy-minded people? KFDA-TV! 


250,000 Watts QKFDA-TVE 


BEFEGtt VE JUNE Ist, 1955 CHANNEL 10 Amarillo 


TEXAS— @%D Metropolitan County Areas _ er oe 


Ang es es RETAIL SALES 
! 
JM 1/1/85 JM ESTIMATES— 1954 JSM ESTIMATES—1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) | 
a ae Buying |Qual- 
Power | ity 


General Auto- Index | In- 
Food | Mdse. motive | Drug | dex 
| Radio | 


} 
| 27,998 10,412 41,164) 5,694) .0873) 124 
| .1072)1,483)5, , -1140) 4,028, 40,801) 18,885 ’ 41,066; 7,818] .1102 99 


| | 
-1813|1,738)8, 028 260,232' .1530| 4,060) 59,469) 28,806 , 56,975, 8,356) .1485 110 
lok 
Corpus Christi... 5.1301) 56. ‘ ‘ .1309|1 ,884/5, 232,223] .1366| 4,117| | 62,048} 23,492] 14, 88,234) 7,811] .1325| 102 
Dallas... .3)  .4621| 230.5) 685.2) 1,484, .5911/1 97816, 1,033,463, .6078| 4,484) 200,279) 218,832 . 198,839| 37,641] .5703) 123 
EJ Pase 0} . 1526) 1) 187. Y .1473|1,492'6, 155) _— -1420| 4,019} 52,915, 36,745 y 62,028) 8,744] .1467| 96 
is 
Fort Worth .5| 2993) 148.2) 442.2 : .3263|1 ,684/5, 810,477| .3590| 4,119] 114,464) 141,588 112,508 1 so -3307| 110 
.0799' 38.6) 114.7 ; .0872|1,687/5,692| 154,397/ .0908/ 4,010| 35,855, 13,823 , 26,485| 6, .0868| 108 


Before using these figures, see explanation page 11 


REACH MORE PEOPLE FOR LESS MONEY 


ae 


Two Billion Dollar DALLAS-FORT WORTH MARKET 


KLIF-KFJZ COMBINATION 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for counties and cities in the 
state ... by these income brackets: $0-$2,499; $2,500-$3,999 ; $4,000-$6,999; over $7,000. 


SALES MANAGEMENT 


CITY GRADE SERVICE 
- BOTH 


FORT Wi and DALLAS 


Bre J eS i 
ahah. | 480,000 


YOURS ONLY ON WBAP-T 


HIGHEST HOOPER! is, ful coves, win wow ny. 


Hooper’s January 1955 composite combined Fort Worth- service in both Fort Worth and Dallas. 


Dallas Survey, shows share of audience, 6:00-10:30 


WBAP-TV Channel 5. . . for 6 years, FIRST in 

W 34 A p T V 4 y] 0 coverage, FIRST in programming, and FIRST 

ee & & /0 in picture clarity. 11 of top 15 nighttime 

2nd Sta. 34% 3rd Sta. 24% shows are on WBAP-TV. Greatest audience 9 
nights out of 7! 


*Counties. . oe... 24 ity- 
Population 1 894.500 Be sure you get full coverage and city-grade 


575.500} service . . . in BOTH Fort Worth and Dallas 


Total Retail Sales - 2,260,240,000 | Offered only by WBAP-TV, full power with 
Buying Income 3,084,413,000 100,000 watts. 


*Sources: Sales Management “Survey of Buying Power” May 10, 1955 


THE STAR-TELEGRAM STATION + a8¢-Nec + FORT WORTH, TEXAS 
AMON CARTER AMON CARTER, JR. HAROLD HOUGH | GEORGE CRANSTON | ROY BACUS 
Chairman President Director Manager 
FREE & PETERS, Inc. - Nationa! Representatives 
MAY 10, 1955 


@KSEL REACHES OVER 900,- 
000 PEOPLE WHOSE BUYING 
INCOME IS OVER 1% BIL- 
LION DOLLARS. AND WHO 
SPEND OVER 1% BILLION 
DOLLARS ANNUALLY. 


@KSEL IS THE MOST LISTENED- 
TO STATION ON THE SOUTH 
PLAINS. 
@KSEL’s THE PICK IN THIS 
National Representative Southwestern Representative 
WM. G. RAMBEAU CO. CLYDE MELVILLE CO. MARKET. 
Dallas, Texas 


LUBBOCK, TEXAS 


T EXA Ss — D Metropolitan County Areas - — — (Continued) _ See “SM” symbols mark original, exclu 


___Sive estimates by SALES MANAGEMENT. 


SALES AND 
__ POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYLD 11/35 SD Estimares—r9s CLD estimares—ios4 


) FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
Net % Per | & ty Buying | Qual- 
Dollars of Gan-| Fawr { | | Power ity 
(add U.S.A. | ita | ily | U.S. Per | General | Furn- Auto- Index | In- 
000) Mdse. | House- | motive dex 
ily | Radio 


~ | 
Houston......... 012. . . -0} 1,899,026) .7561/1,877/6,276 1.199, 381 ° 3,963) 289, 794| 135, 2 81, om 251,372) 37, 7142) 115 


ING 
CONTROLS 


| } 
Laredo... v > | 14.2) 59.9 50,094, .0199| 791/3,528 52,583) .0309) 3, ad 12,273, 6,843) 2 456 8,000 -0270; 69 
Lubbock. . P -8| .0866) 39.5 4 250,358, .0997|1,778/6,338} 175,079) .1030| 4,432) 26,903) 22,459) 9,357) 50,602 -0981) 113 


San Angelo. ..... a) 0430) 20.2} 62.5) 111,764) -0445)1,601/5,533) 77,057) 0483) 3,815) 15,471, 9,459) 4,510) 18,803) 2, 0444) 103 


| 


} | | | | | 
768,517) .3060/1,399)5,311] 554,353) 3260! 3,831| 126.960' 75,933| 29,566) 108,596) 17. 3184) 94 


San Antonio. _ | .2| 3370] 144.7| 500. 
© SM, 1955. 


Offering 
the biggest 


Before using these figures, see explanation page 11 


daytime coverage 


in "Texas 
Covering 105 counties in its 5 Millivolt area, KENS’ area 
includes 109,737 sq. miles 4,271,400 people! 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 


SALES MANAGEMENT 


Houston...Today! 
POPULATION — 1,585,600 


CITY and RETAIL TRADING ZONE “Source: ‘55 SM Survey of Buying Power 


PoPRewR~oxte “by 
Sig SORES ' 


Houston Market Data Recap Totals 


(in Thousands) 


@ POPULATION 
Families 462.9_______ 1, 585.6 


The HOUSTON POST...Today * BUYING INCOME___$ 2,620,417 


@ RETAIL SALES________ 1, 743,063 
@ FOOD SALES —____.422,537 


Unmatched year after year for editorial excellence, quality @ GENERAL MDSE. —___. 183,589 


circulation, pulling power and intensive coverage of @ FURNITURE— 
one of the nation’s richest markets. Today, THE HOUSTON POST HOUSEHOLD—RADIO 106,827 
has the largest average circulation (including all weekdays) @ AUTOMOTIVE —_____ 368,175 
of any morning or evening newspaper in Texas... and it’s still @ DRUG SALES. 53,362 
going up! Published from the most modern newspaper plant 
in the entire Southwest ...a brand new $4 million building. 
No wonder The POST pays off—and pays off 
BIG—for the advertiser! + ABC Publishers Statement, September 30, 1954 
W. P. HOBBY, Publisher 


EUGENE LEMCOE, Director of Advertising 
ROBERT BARRON, Manager of General Advertising 


THE HOUSTON POST 


NOW UP TO 195,450 DAILY — 211,202 SUNDAY 
.. and still growing! 


Source of above figures: SM Survey of Buying Power (1955) 


It takes The Houston Post to Sell the Houston Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


In Central Billion Dollar Market 
a Over 750,000 TEXANS 
Texas....its a ee Within Coverage Area 


KCEN-TV Ay C | FULL TIME OPERATION 


Inter- 
Serving The Rich ec NBC Connected 


Waco-Temple e's KCEN- ry 
Market Antonio Natl. Rep.: | Ofes: #0. Box 10 


Geo. P. Hollingbery 


100 KW—VHF Channel 6 Pia ee ee Sennen Nite. 


dios and Transmitter at Eddy 
833 Ft. Antenna Height Texes Rep.: between Temple and Waco 
830 Ft. Above Average Terrain Clyde Melville Co., Dallas TWX: Eddy No. 8486 
1,549 Feet Above Sea Level 


TEX AS— @D> Metropolitan County Areas — (Continued) maids Satu sa 


POPULATION EFFECTIVE tetas RETAIL SALES 
ESTIMATES SM INCOM cM 
ESTIMATES—1954 oS ESTIMATES— 1954 


‘ 1/1/85 
FIVE STORE Grours J 
(in thousands of dollars—add 000) 


% Per | Dollars ) Se 

of Cap- add 

S.A. i . Per Auto- 
Food motive 


F 
S.A. 


U UL 


| 
96,399. 233) , 267) ° 31,047 


210.7 3 919)3, 289,494) .1474 | 68,995 25,828 13,574, 62,373) 7,082) 

102.6) . 9} 80.3] 108,488) .0432|1,057/3,6: 95,678} .0562 23,270} 9,855) 4,218) 18,524) 2,764) 

76.4) . 1) 49.4] 99,301) . 1,300/4,493} 80,478) .0474 16,022) 8,416] 5,168} 23,343) 2,034 
| | 


Total of Areas. . | 5,044.6) 3.1033/1,433.1]4942.9] 8,218,228) 3.2719|1 ,620|6,796) 7,769,050] 3.3929| 4,028/1,232, 2.625] 831,289) 398, 993|1,23, 724/191 , 103] 


TEX A o— @D Income Breakdown of Consumer Spending Units 


men NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
o 
COUNTIES | Con- ; } COUNTIES 20k RR, ORE tS a i ie 
CITIES sumer J cme x | $4, 00-890 's7, 000 & over CITIES $0-2,499 | $2500.99 +.0004,90 [3.0 $7,000 & Over 
7 & 


e ©~|% ml % % in| & % in | & in 
Units come | Units come | Units Units come | Units Units come | Units come 


21.6 20.7 | 21.6 33.3| 7.1 26. on 0} 3,448 | 41.8 16.3 | 27.2 25.2 | 23.9 36.8] 7.1 23.0 
21.9 18.9 | 24.6 34.1/ 9.5 31. 1} 4,725 | 24.5 7.0 | 20.2 13.7 | 41.4 44.8] 13.9 34.5 
15.1 8.9 | 50.4 | 19. 
31.7 29.3 | 20.9 31.0| 6.9 23. ceveceeel 17.4] 8,280 | 55.6 23.7 | 20.7 21.0 | 16.6 27.1] 7.1 28.2 
30.3 25.3 | 23.4 31. 5 30. . 43.7 16.1 | 25.5 22.4 | 21.9 30.9| 8.9 30.6 
27.0 24.2 | 26.5 38. A 2. 0 | 3,285 | 50.3 20.6 | 22.0 21.4| 19.3 30.1/ 8.4 27.9 
24.9 19.6 / 34.7 43.6) 8.5 26. : 26.0 6.3 | 28.6 16.6 | 25.6 24.0| 19.8 53.1 
27.3 13.8 | 23.7 19.3 | 24.7 61. . 35.7 12.9 | 28.1 24.1 | 25.4 34.8| 10.8 28.2 
22.4 21.1 | 20.7 31.2 | ' y 46.0 18.3 | 26.0 24.6 | 20.8 31.6| 7.2 25.5 
26.9 27.3 | 18.8 30. 6 21. me 45.0 17.4 | 25.5 23.6) 21.7 32.0] 7.8 27.0 
25.6 17.1 | 28.1 30. A 4, Y 63.2 34.4 | 22.2 28.8/ 10.6 22.0) 4.0 14.8 
27.6 31.4) 14.2 28. oO WW. . 46.2 20.2 | 28.5 29.7| 20.1 33.6] 5.2 16.5 
’ 49.9 20.4 | 22.0 21.8 | 20.0 31.2] 8.1 26.9 
23.8 28.2 | 15.7 29. AMM, .7 | 3,879 | 36.2 12.8 | 28.7 23. 0 31.7) 11.1 32.1 
27.2 23.9 | 23.6 33. Oo 2. ceceesf 2.8] 3,163] 47.0 19.9 | 26.1 26.4 | 20.9 33.9/ 6.0 19.8 
23.0 19.0 | 24.7 
23.9 19.7 | 24.4 32. 7 33. : 51.6 19.8 | 21.5 19.7 | 17.9 26.3] 9.0 34.2 
28.2 27.7 | 18.9 29. 3 2. i . 13.9 15.2 | 23.9 19.6 | 21.4 28.2| 10.8 37.0 
28.9 23.7 | 24.6 32. 5 3. ille....] 12.2 | 3,675 | 48.8 18.3 | 22.8 20.4| 19.0 27.3] 9.4 34.0 
27.4 22.3 | 23.5 30. 7h, ito...) 4. 51.7 19.9 | 22.6 20.7| 16.9 24.8) 8.8 34.6 
28.2 22.7 | 24.4 31. 7 3. x 62.3 33.5 | 21.7 27.9 | 12.7 25.9] 3.3 12.7 
38.7 42.8 | 12.5 22. 7 4, : 20.8 6.3 | 25.8 15.6 | 36.9 16.5 43.5 
83.2 20.6 | 21.3 21. 2 8. 58.3 30.2 | 24.7 30.4| 13.1 25.8] 3.9 13.6 
25.7 29.4 | 16.4 5 M4. ’ 20.6 3.6) 17.4 7.3| 28.2 19.0/ 33.8 70.1 
20.2 28.2! 21.7 33, 3 2. 6 | 4,311 | 38.9 12.1 | 18.6 13.8 | 30.2 35.9| 12.3 38.2 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


TEXAS— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


$7,000 & Over 
% 
% i- 
Units 


Baytown 

Pasadena...... 

Bellaire. ...... 

West University] 
Place 


University Park 


49.0 
60.1 


16.7 
22.5 
24.7 
15.6 
43.4 
43.2 
16.4 
21.2 
23.0 
° ° 41.1 
4,220 ‘ ‘ x ° . A . é 5 ; ‘ 41.2 

; , 33.1 
2,641 . ‘ ° ° A ‘ . - . 7 27.6 
2,708 . 2 . . ’ ; . ° 28.8 
3,102 . ° . . 
2,571 ‘ ! . A . A ’ 6 19.5 
2,603 : - ° . ‘ . -8 32.8 
3,836 ° A . . ° J é d 40.2 
4,982 A ‘ . J e x waek ° ° ‘ A ‘ 41.8 
3,844 A ° ° ° ee . : < ‘ 37.8 
3,625 , A d i clei . 4 20.5 
3,687 ‘ ‘ d , é , J - “ 40.0 
2,543 ’ ° ’ d i y d , , . 39.8 
\e 24.8 
2,726 ‘ le . d v < . ° : F 8 26.8 
2,926 . e . \ J . : 35.0 
4,748 ; é J J ! 19.5 -1 2,1 
4,678 . J A J ° 16.6 4 19.5 
4,586 J . ° J d ° 19.9 -1 20.4 
4,019 ‘ 5 ’ a < 5 0 | 15.8 7 2.1 
4,807 
3,168 ° . ° “a . : : 9.7 
4,919 : 7 J ° 25.0 15.2 44.8 
3,085 : ¢ ° Ww ° 23.0 8.8 30.7 
2,754 . . . ° . . - 23.8 9.0 30.5 
3,070 . ° ° ’ ° d x 4.0 21.8) 8.5 28.1 
5,291 . . ¢ 19.6 23.1 27.6 | 16.1 44.9 
6,374 E / ° 22.6 23.1 | 8.2 13.4} 12.2 39.1 


Before using these figures, see explanation page 11. 
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TEXAS— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


—a $2,500-3,999 $7,000 & Over 


% 
% in In- % in 
come come come 


27.7 32.0 -6 17.0 
25.0 34.1 . -6 10.0 
24.5 18.1 . 9 39.6 
26.5 18.5 . 9 40.0 
17.9 11.8 -8 45.5 
28.8 19.3 0 55.0 
20.2 26.5 4.1 
18.6 21.0 . 9 16.5 
25.9 20.4 ° -6 35.7 


18.2 
18.3 
19.0 
29.2 
28.8 
20.3 
21.8 
30.5 


SSSSRSRSE 
ork rv ark nase 


2.1 
35.3 | 14.1 26. ; . 21.7 20.1 | 24. 25.7 
30.3 . yew ‘ 22.7 19.8 | 22. “11.1 33.1 
29.5 . x . : 38.5 ° 5 13.1 
23.3 ’ i 6 38. 30.2] 8. 5 13.2 
26.4 . i a ‘ 24.9) 8. 9 11.8 
16.5 ae . 5 20.6 | 22. 7 32.3 
25.7 , ‘ y 31.4 | 16. 7 19.6 
27.5 7 , 17.1 | 29. 0 40.5 
27.2 . . 2 15.2 | 37. 4 38.9 
15.3 | 38. 3 37.7 
16.0 | 27. ae . 9 20.8 | 28. 3 28.8 
16.0 | 27. 4 29.7 | 10. 15.0 
17.4 
23.6 . : 7.4 | 22. 3 74.8 
22.8 | 23. . . 7 2.7 | 22. 1 32.8 
21.9 | 23. , 2 20.1 35.8 
20.5 | 29. F : .7 31.8 | 20. 0 15.8 
32.1} 9. js 22.1 | 14. o 4.1 
28.3 18.7 0 341 
11.8 | 23. idge... 6 18,1 | 29. 5 37.1 
28.0 ¥ i 7 24.2 | 27. 7 28.8 
14.8 | 24. 1 47.2 
16.5 | 22. 12.9 f 13.8 | 22. 6 62.5 
15.8 | 23. j 6.9 14.0 | 24. 7 87.0 
23.2 base F 1 18.4 | 32. 6 36.6 
26.7 ad 1 8.3| 25.9 18.2 | 32. 9 37.5 
20.5 
9.0 | 35. “s 7 4.1) 30.7 22.0} 47. 1 19.3 
8.7 
27.9 ‘ See 2 11.2] 25.9 19.6} 26. 1 36.8 
36.5 . i Amd 19.1 x 4 37.8 
16.9 Lorine 0 13.6 | 24.2 20.0 | 24. 1 33.4 
22.8 , 6 7.2} 30.0 20.0 | 40. 4 40.7 
22.9 | 20. j ae 9 6.5| 28.3 18.2 | 32. 7 42.4 
20.8 ; . is A 18.2 17.0 2 36.5 
20.9 | 25.0 25.2 8 21.9 
10.8 | 53.6 50. 6 16.2 23.2 | 24. 3 28.2 
31.8 si 8 10.8 | 27.5 20.3 | 25.8 30. 9 38.6 
19.6 ; bial 7 10.4 | 27.4 20.2 | 26.0 30. 9 38.6 
27.3 e y eketed 14.5 | 23.5 19.1 | 22.6 29. 3 37.1 
24.8 4 acids. + <4 A 14.4| 23.5 19.0 ‘ 4 37.3 
25.1 , , a A 32.6 | 24.6 31.6 . 2 1.8 
24.8 | 20.0 R . ath ke 5 rel . 5 26.8 A U6 7 6.1 
34.7 | 10.8 F . Lien bau . 28.8 | 22.5 26.7 1 17.2 
20.7 | 29.0 
20.4 | 30.2 34, Cree 5.6 | 16.3 10.2 | 44.9 46. 7 39.0 
17.0 | 20.8 0 16.5 | 29.2 26.2 " 3 30.7 
17.1 | 29.9 31, rae te 14.6 | 29.6 25.2 | 20.1 27. 3 32.8 
8.9 | 27.3 e . 20.8 7 2.7 6 33.3 
23.0 | 23.0 i " 19.9 | 24.5 23.4 1 34.2 
24.5 | 24.3 26.9 & 16.5 
28.7 9. 18.3 | 35.9 42. ’ 9 10.6 | 24.4 18.1) 28. 0 37.2 
28.4 8.8 17.8 | 35.5 ietoria. . . 10.3 | 23.3 17.0 | 29. 3 37.9 
47.0 20.2 -7 30.4} 17.4 . . 32.4 4 26.8 5 16.3 
45.9 19.3 | 20.2 29.3] 18.7 ; ’ 8 31.6 | 16.9 20.2 6 20.0 
45.8 18.5 23.8 | 22.1 
41.8 16.4 24.6 | 22.2 ; . 7.3 | 20.5 13.8 x 5 36.2 
40.4 14.3 | 26.5 22.4 | 24.7 33. ‘ 5 6.0 | 22.4 14.4 | 39,2 40. 9 39.2 
200.3 4.4 14.5 | 24.9 ‘ oe ee F 1 34.1] 21.0 26.6 | 10.9 22. 0 17.1 
37.0 11.2 14.2 | 29.7 2 40. . 4 24.0 | 24.9 26.6 f 0 22.4 
46.9 20.6 32.9 | 15.9 ° . ° 5 24.9 7 25.3 9 26.1 
23.8 6.2 14.8 | 35.5 | 16. ° 3 24.8 9 26.4 0 26.2 
4.8 6.3 5 13.7 | 34.5 F ‘ ‘ 43.3 14.6 9 18.5 | 22.2 38.2 
54.3 23.5 21.6 | 15.0 ° ‘ F 34.6 10.4 -1 18.3 | 27.6 39.2 
62.5 32.9 | 23.0 28.8) 9.3 . 34.1 12.0] 29.8 25.1 | 27.1 0 26.2 
| 
2.4 6.9 10.5 | 30.9 42.7 14.7 17.9 | 25.0 10.4 34.7 
10.6 2.4 10.5 | 51.6 45. Wichita Falls..| 60.0 | 3, 44.1 15.2 | 21.4 17.6 | 24.1 31.8 | 10.4 36.4 


=- 
oo 


~~ eK Oa Ff oe 


18.4 
25.7 


EE SRESSSSELES 
a oO 


Before using these figures, see explanation page 11. 
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TEX AS— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


Coprrens Con- } COUNTIES | Con- 
ITIES o $4,000-6,999 CITIES $4,000-6,999 eapcoal “el 
° % % 


ine | 9 ) ein 
come | Ur $ come Units come come 


4,368 | 32. y : . 4 31.0} 12. , : ; A 20.5 36.1) 6.4 19.2 
4,330 | 32. . : ‘ 3 31.0] 12. . ode : : : : 50.6 49.4 | 15.7 35.2 
3,233 | 60.0 24. ; f 5 22.9 | 10. . : ‘ . -2 | 27.5 32.9 | 12.1 36.0 
3,190 | 56.4 23.7 | 18. . 9 27.3 ; ‘ ; ; i id : t 4 25.6) 2.9 13.6 
14.1 27.8| 4.7 17.4 
3,062 | 48.6 21. : 5 29.3) 6. ” ee 
3,236 | 46.7 19. ‘ 2 0 31.6] 7. . Total Above 
2,702 | 54.5 27.1 | 29. : 4A 21.8) 5. : Cities.......]1792.1 | 4, 32.2 9.5 | 24.9 6.1 | 28.8 44.5 | 14.1 40.9 
5,481] 13.6 3.3 | 16. 47.7 

3,050 | 50.5 22.2 28.3 | 18.5 31.1} ‘5.9 20. || State Total... {3001.2 | 4, 37.0 11.8 | 24.6 2.9| 26.2 47.8 | 12.2 37.5 


Oth Mountai States: Ari : lorado, The “SM” symbols mark orisinal, exclu- 
U T A H sites: Counties and Cities = tame, Montana, Nera, “iew Mexico, wyoming’: sive estimates by SALES MANAGEMENT. 


levawtieet 


Utah state map—page 710 NumsBer or OUTLETS : NuMBER OF OUTLETS 


County . va ino City County )| F _F | GM |FHR ress 


Cedar City. .. 2 eee ee Re OE 2 ee ; 19| 5 8} 14 3 
Logan.... ae, > Bie : ‘ Provo....... Re fo rus : 49) 16) 23 

Murray........-Salt Lake........| 10. | c Salt Lake City.. Salt Lake........| 200. 402 ms 104) 98) 54 
Ogden. .........Weber.... ai 


pe a 
SrveCTwve BUYING RETAIL SALES ADVERTS 
BYD ESTIMATES—1954 GD ESTIMATES—1954 CONTROLS 


COUNTIES | Awe r ries FIVE STORE GROUPS 
CITIES Urban-} (in thousands of dollars—add 000) 


| | | | 

| General | Furn.- | Auto- | 

| Mase. | House- | motive | Drug 
Radio | 


Beaver -3} 0032) < Or Lica <a 135) 160) 
Box Elder 3]. 6} 7. ; | 0131) 3,979 | 867| 
Cache .8| 0221) 9.6) 18. . . ‘ 0211) 3,740) | 2,119 

Logan : Ts ' 7 ; | d 0169} 964) ,018} 1,979 


Carbon 0171; 7.3) 14. } 0164) 3,823) | 1,669 

Price 3} .0039] ‘1.8 9, .0036/1, 79} .0099| 945| 
Daggett... 0002} Midi. -0002) -0001| 1,180) 
Davis. . 5]. 2) 18. .0208! .0182| 2,528) as 


| | | 
Duchesne 7} 0084) 2.1)... 0044) 3,606 | 97) 
an 0015) 1,759) 
.0013 2,868 | 61) 
0006) 2,158) 98. i 73 
0091) 5,915 787| 438] 0085! 102 
“0035/1, 25814. 82: 3, 0082 9: 680| 688} 6,602} 828) 0061] 121 
.0035| 3,958 516 18i| 1,166 .0031| 89 


© SM, 1955. ; e Before using these figures, see explanation page 11. 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weighted” 
by such factors as available coverage and the local media’s command on the interest of readers, listeners 
and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market’s 


continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 


and the advertisements. 


MAY 10, 1955 


big unified market 


... Served by 

2 great papers 

with one low rate 
1A 


million 
persons 


The Salt Lake Intermountain Market has 1% million people. 


It is completely unified, with these people living, working, and shopping together. 
It is served and sold by two metropolitan newspapers, The Salt Lake Tribune and 
the Deseret News and Telegram. With one low rate, they unite all of Utah, southem 


Idaho, western Wyoming and eastern Nevada. 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS wo 
Salt Lake Telegram jeverninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 
SALES AND 

EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BY) ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES | ] | FIVE STORE GROUPS 
CITIES | (in thousands of dollars—add 000 | 
Buying |Qual- 
Power | ity 


Index | In- 
dex 


1 ee 

A eee . d 

88.6)263.4 i 5,561} 353,621 62,350) 11, 
968 
290 


ASalt Lake City . li 61.5) -1410)1,767/5,760] 285,999) . 52,552} 23,939) 51,249) 9, 
_Murray . d 2.8) -0058) 1 ,345)5 , 236 14,212) . | R 1,878 726 4,117} 


4 and “ See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11 


SERVE THE RAPIDLY GROWING WEST 
FROM A CENTRAL LOCATION hambers of commerce and 
OGDEN UTAH ff . d , >’ bei best Foreword "PF 11- 50 
4 offers: rcreeaaeas cpaneten » oe Industrial Data Section 51- 77 
The largest rail switching terminal in the equipped to provide up-to-date Farm Income Section 


West, low-cost electric power, natural gas, 
11 motor truck lines, ample intelligent labor and reliable information on con- Growth Trends: Population, 


wets ns BA ea ING SH ditions, resources and facilities Sales, Construction .. . 91-119 
igden complies with industrial dispersion i ._ 155-212 
criteria established by Department of Com- in their respective cities, states eee ee = 
merce and Office of Defense Mobilization. Y ; iri - Leading Counties 121-152 
or areas. Tour inquiries an ‘ . 
All inquiries confidential 4 Y County-City Section 223-756 
or all of them will be answered Teutiedin 757-758 

WEBER COUNTY INDUSTRIAL BUREAU 


Suite 230, Ben Lomond Hotel with prompt and courteous co- Canadian Data 760-807 


len, Utah 


IN THIS ISSUE 


operation. 


SALES MANAGEMENT 


NEW YORK, CHICAGO 
LOS ANGELES, PHILADELPHIA 
AND SALT LAKE! 


GOING PLACES? ... then include the big ’n 
booming billion-and-a-quarter dollar Salt Lake 
market — and use KSL Radio, the only station 
that fits this 4 state, 61 county area like a glove. 


In Salt Lake City, home of KSL, per family 


retail sales are 35% above the national average! 
Population growth is 29% above the average. 


Get the complete KSL Radio story: market 


data, audience statistics and availabilities from 
CBS Radio Spot Sales or... 


KSL Radio... Salt Lake City 
50,000 watts... CBS in the Mountain West 


The “SM” symbols mark original, extlu- % 
sive estimates by SALES MANAGEMENT. 


UTAH — (Continued) 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ae ESTIMATES SM INCOME ING 

M 1/1/85 ‘ FSTIMATES—1954 ESTIMATES—1954 CONTROLS 


COUNTIES |po FIVE STORE GROUPS 
CITIES Urban-| | (in thousands of dollars—add 000) 
% | Per ‘ 
ita 


of - 
U.S.A. 


| General | Furn.- Auto- 
. | House- motive | Drug 
Radio | 


-0018) 799)4, ° ’ 48 113 
-0049) + 881/3, ’ A ° 616 1,969 
-0049; 9813, . ’ , 1,010 4,923 


8)... 0027; 968)3, 4,860) . ° ’ 1,315 
-2} 10.0 ¥ 0119/1, 510/65, 14,190). ’ ’ 3,236 
3.2 , 0008)1 008 ° 9,820) . ° ’ 2,613 


23.8 66.1 J 0438/1, 190 4, 79,945) . . . 7,560 . 16,796; 2,127 
8.3| ’ 0176|1 ,354)5, 41,187). , 4,640) 2, 10,816} 1,045 
1.3} 2.9 ,414|  .0022/1,003/4,1 5,722| . 7 1,009 1,043 

2.7| 5.0 v .0039; 911\3,611 8,504 . | 3, d 688 1,741 1 

4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11 


se3e 183 S22) 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 
Hill 4-3559. 


MAY 10, 1955 


3's 


ANNUAL RETAIL SALES x excess oF $107,000,000 


OGDEN CITY 133% 
WEBER COUNTY 103% 


PER CENT OF U. S. AVERAGE - RETAIL 


—_ 
92% crv zon 
89% werrorouran zoMe 


TOW wien san 


‘Ogden Standard Examiner 


OGDEN, UTAH 
REPRESENTED NATIONALLY BY REYNOLDS-FITZGERALD, INC. 


ts Tue ony MEDIUM THA GIVES ADE. — 
QUATE COVERAGE OF THIS RICH MARKET 


U TAH — (Continued) a 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


POPULATION 


ESTIMATES 
JIM 


1/1/55 


EFFECTIVE arene 
INcCO 
JM ESTIMATES- 1954 


RETAIL SALES 
ESTIMATES—1954 


FIVE STORE GROUPS 
in thousand: of dollars—add 000 


Metro- 
politan 
Area 


COUNTIES 
CITIES Urban- 
Fami- ized Net % | Per | Per 
Popu-| Dollars of Cap- | Fam- 
lation (add U.S.A. | ita | ily 
thou- 000) 

sands 


Total 
thou- of lies 
sands) | U.S.A. | (thou- 

sands 


Buying |Qual- 


Auto- 
motive 


Furn.- 
House- 
Radio 


General 


Mdse. Drug 


Wayne 
Weber 
A‘ Yeder 


Total Above Cities 


3 
27.8) 83.0 


19.8 


101.0 


1, 600 0006 800)/5, 333 
142,156 .0566)1,472/5,114 
102,644 0409) 1,501/5, 184 


2215) 1641/5, 508 


178 
8,610 


7,286 


73,043 


37 26 
6,814 16,467; 3,121 
6,111 16,265) 2,947 
101,750 


36 , 987 15,720 


0451] 114 


2399) 115 


149,497| 22.773 A417 94 
see explanation page 11 


767.7 210.4,505.9 | 1,058,657 .4215/1,379|5,032 -4552| 3,679} 161,466 


See end of state for SM Metropolitan County Areas. © SM, 


State Total 


4 and 4 


101,883, 47,247 


Before using these figures, 


BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with few exceptions. They know the Survey is reliable. And they 
know too that the people they are talking to—advertisers and advertising agencies—rely on 


the same authority. 


SALES MANAGEMENT 


ANSWER IS ALWAYS THE SAME — 


KSL‘TV 


Salt Lake City 


The buy that’s BEST 
in the Mountain 


West! 


Represented by CBS Spot Sales 


The “SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. U unty Areas 


x gi SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM SME 


1/1/85 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


FI ORE U 
(in thousands of dollars—add 000) 


% | Per| Per 

(thou- | of lies Dollars of | Cap-| Fam- | 

sands) | U.S.A. (thou- (add | U.S.A.| ita | ily S.A. General | Furn.- | Auto- 
| sands) |(thou-} 000) } | | Food Mase. = motive | Drug 


| | 


ree 96.6) .0594/ 27.8) 83.0) 142,156! .0566/1,472|5,114] 103,550) .0609 3,725) 22,534 8,610 6,814) 16,467) 3,121 
Salt Lake City... 305.3) ‘1878 88.6) 263.4] 492,711| .1962|1,6145,561) 353,621/ .2080) 3,991| 74,895, 57,662) 25,056) 62,350) anes: -1980) 105 | 
- | | | | 


UT AH— Income Breakdown of Consumer Spending Units 


oalibhe - | | | | 
401.9) .2472) 116.4) 346.4 i -2528)1,586/5,454] 467,171 -2689| 3,928) 97,429) 66,272) 31,870| 78,817 14,757| -2664) 104 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
| 


COUNTIES ee eT x j COUNTIES E.% j 
CITIES $0-2,499 } $2,500-3,999 $4,000-6,999 |$7,000 & Qe CITIES $0-2,499 anata 
oe le Reh oe oe ee % im | % Ie 
Units come | Units come | Units come | Units come $ Units come | Units come 
-_ — —— | | 


| 26.4 19.6 | 34.8 41.6 | 14.4 31. Juab. iY f 31.9 11.1 | 20.1 24.2 
26.2 | 29.7 38.3) 9.5 25. ees... x8 , 34.2 13.5 | 36.9 34.7 
26.7 | 25.9 37.6| 7.5 21. Millard... ... t 34.6 12.4/| 29.0 24.7 
25.5 | 23. 35.3 | 7.3 22. Morgan...... j 28.7 10.2 | 32.9 27.8 
14.5 | 48.3 62.1 | 11.5 28. Piute........ } 48.7 23.5 | 31.0 35.6 
15.7 | 38.5 41.2 | 14.6 36. Rich. . ‘ 29.1 10.2 | 37.8 31.7 
8.9 | Salt Lake..... i ’ 22.1 6.0 | 22.5 14.6 
18.5 | Salt Lake City é 22.9 6.2 | 22.3 14.3 
Murray PP iy 20.4 6.1 | 24.6 17.3 
San Juan p 45.8 18.8 | 25.5 26.0 
43.2 19.3 | 33.2 36.3 


33.6 12.9 | 33.1 30.3 
27.9 10.1 | 32.0 27.7 | 34.2 
20.9 6.2 | 23.6 16.6! 43.1 


Cedar City 


© SM, 1955. 
MAY 10, 1955 


Before using these figures, see explanation page 1). 
709 


WYOMING 


Counties and cities om this mop 
ere chorted in proportion te net 
Etective Buying Income Scale. 
D171 oq. in. equals $1 million. 


Cities shown are those having 
net Effective Buying income of 
$15 million ond over 


Metropoliten County Arecs are 
bounded by block dotted line 


OagvYOTOS 


NEVADA 


ARIZONA 


UTAH— Income Breakdown of Consumer - Spending Units — (Continued) 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
Total Total 
INTIES | Con- | COUNTIES 
CITIES sumer $0-2,499 $4,000-6,999 } $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
Units % % % Units % % % % 

(thous.) % In- % ln- In- % In- In- 
come Units come come come come 


Vintah........ . 34.2 12.2 | 29.1 8) 27.1 
Utah..... 31.7 10.7 | 24.5 -6 | 35.6 


23.3 16.0 | 40.9 45.2] 13.9 32.5 
Provo oie . 37.7 13.3 | 21.9 -3 | 31.9 . ° . | 

) 

/ 


22.7 22.9 15.7 | 39.9 43.8) 14.5 34.0 


Total Above 
Cities.......] 114.5 25.5 22.7 15.4 | 37.0 40.4 | 14.8 36.9 


42.7 19.8 | 36.9 17.8 2.6 8.1 _ State Total... .1 230.4 25.9 -9 | 24.7 17.8 | 36.9 42.4 | 12.5 31.9 


5 
VERMONT — Counties and Cities — fiisinuetts: "New iampshires "Rhode stag’ 


1.4 28.9 10.4 | 28.8 -6 | 37.0 
2.9 41.9 17.1] 27.9 +2) 24.4 


Pop. | | Pp 
Vermont state map—page 712) °°? NuMBER OF OUTLETS | Gn. NumBer oF OvTLeTs 


City County F |GM|FHR| A | D- City County thous.) F | GM | FHR 


Barre. ... Montpelier 8.9) 
Bennington. i . § | 17.9) 
Brattleboro ‘i i 8.8 
Burlington. ... ; 3 i i i + 
© SM, 1955. 


i 
Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


SALES MANAGEMENT'S NEWEST METROPOLITAN AREA 


CheckTe Burlingtest) Vermont 


D PURCHASING POWER 
OVERTESTED—NO OUTSIDE INFLUENCE STATE’S TOTAL INCOME 
“\ 


/006* WORTH OF RET LOCATED FOR EASY CHECKING 
OF VE WRITE FOR NEW MARKET DATA BOOK 
* SALES MANAGEMENT FIGURES 


THE BURLINGTON FREE PRESS 


BURLINGTON, VERMONT 


Represented by Johnson, Kent, Gavin & Sinding, Inc. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION means Spee RETAIL SALES 
JM ESTIMATES—1954 JM ESTIMATES—1954 
COUNTIES ] Pe FIVE STORE GROUPS 
CITIES Urban-' | Coun- (in thousands of dollars—add 000) 
\ % | Per ty 
(thou- of of Cap- 
sands) | U.S.A. U.S.A. 


ita 000) .8. Per General Auto- 
Food Mdse. motive 


Addison... . 7 oi) 6.0 3. ; 0090/1, 1486/4, 7 : ,232| 4,673) 818 2,170 
Bennington .6}  .0162) 5) 8. i -0138|1,404/4, . . 7,702} 903 / 4,403 
Bennington. . 0} 0049) 2.5) 0049/1 ,527/4, i 4,329) 651 2,913 .0063| 129 
Caledonia. |. 0} 7. t -0108|1,149/3, ; -0158 3, 6,269) / 6,945 A 90 
8t. Johnsbury 7 P . , .0043/1,480/4, 7 r | | 3,282) 5,868 ‘ 129 


Chittenden . .3) 0414) .9| 46. q .0364}1,361 - : 20,234 : 14,043 j 97 
ABurlington 35.8) . 457} .0221/1,54915, : P 13,162 13,162 0261) 119 
ee . " ¥ ; .0030)1,249 é J 1,720 218 -0028| 76 
Franklin... 8} .0183} 8.1) 8.8 | 0141/1, 184/4,355 .0178| 3,743} 9, 195 6,257 .0161) 88 
St. Albans. . Ea 1052} .0052|1,483|5,221] 15,112} .0089) 3,995 3,001 0064) 119 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11 


SELL EASTERN VERMONT 


MEMO TO / with IMPACT 


TIME BUYERS: 


sin 


tT 


The North Country Stations, WTWN, St. Johnsbury, WIKE, Newport, and WNIX, 
Springfield, give you COMPLETE coverage in Eastern Vermont, which includes 
Essex, Orleans, Caledonia, Windsor, parts of Washington, Franklin and Orange 
Counties, PLUS bonus coverage in New Hampshire’s Grafton, Coos, and Sullivan 
Counties and the rich market of Quebec. Buy them all! Reach more people! All at 
one low rate! 


WIKE NEWPORT WI™IWN ST. JOHNSBURY WNIX SPRINGFIELD 


REPRESENTED NATIONALLY BY JOSEPH MCGILLVRA, INC., AND KETTELL-CARTER (NEW ENGLAND) 


MAY 10, 1955 


CALEDONIA 


Counties ond cities on this map 
ore charted in proportion to net 
Effective Buying Income: Scale, 
0253 sq. in. equals $1 million. 


Cities shown are those heving 
net Effective Buying Income of 
$15 million and over. 


fy 
& 
~ 
z 
6 
~~ 
= 
vT 
z= 


> 
& 
= 


VERMONT 


BENNINGTON 


BARRE EARNS MORE ... SPENDS MORE! | "0m 


Per Family 
Barre’s thriving! Its wealth from the nation’s largest granite industry, frorn 
capacitors, dairying and maple sugar, give it a high average family income RETAIL SALES 
which tops that of the state by $1068*. Barre’s total effective buying in- r 
come of $19,780,000* and retail sales of $18,459,000* make it an out- $5274° 

standing market. Per Family 


Get complete coverage in the local market, as well as in Washington and 
Orange Counties. Use the most effective media—the BARRE TIMES. 
* Sales Management Figures 


BARRE TIMES 


VERMONT'S LARGEST EVENING DAILY 
Represented nationally by Julius Mathews Special Agency 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


Worth Looking Into!... 


FIRST 


in Total Retail Sales in 
Central and Southern Vermont 
RUTLAND COUNTY: $54,258,000* 


FIRST 


in Retail Sales Per Family in 
Central and Southern Vermont 
RUTLAND COUNTY: $4174* 


FIRST 


in Circulation and Influence in 


e Space buyers! To sell Central 
and Southern Vermont, your only 
choice is the Rutland Herald. Reach- 
ing an area with a total effective buying 
income of $211,749,000° (more than 
two million dollars larger than last 
year ), with annual retail sales of $171,- 
305,000° (nearly a million dollars 
larger than last year), the Rutland 
Herald gets into the homes of the peo- 
ple who buy. Contact us or our rep- 
resentatives, and find out how easily 
and inexpensively your sales message 
can get into this growing market! 


Central and Southern Vermont 
THE RUTLAND HERALD, A. B. C. 
20,286, 12 mos. ending 3/31/54 


Ze RUTLAND HERALD 


Represented nationally by Gilman, Nicoll & Ruthman 


* Sales Management Figures 


“SM? symbols mark original, exclu 
sive estimates by_ SALES _MANAGEMENT. 


VERMONT — (Continued) 


SALES AND 


COUNTIES 
CITIES 


Grand Isle 
Lamoille 
Orange 


Orleans 

Rutland. . 
Rutland 

Washington 
Barre. 
Montpelier 


Windham 


Brattleboro 
© SM, 1955. 


ESTIMATES 
ei 1/1/55 


Total 
thou- 
sands 


POPULATION 


| Urban-| 

% | Fami- | ized 
of | ties | Popu- 
U.S.A. | (thou- | lation 


8.3) 13.6 


gy be A - pee 
JM ESTIMATES—1954 


RETAIL SALES 


BYP ESTIMATES—1954 


E 
ADVERTIS- 
ING 
CONTROLS 


3.3) 


-0013'1,011/4, 171 
0049) 1, 101|4,283 
a 090|3, 988 
.0086|1, 045 3, 863 
02291, ,209)4,412 
.0101/1 »417/4, 696 
0237/1, 4005 ,055 
.0079)1 ,691)}5, 651 


00631, 77016, 058 


bigs 
-0155|1,363/4, 681 
-0065/1 ,527/4, 952 


-0013) 2,654 
.0055| 3,264 
-0082) 3,000 


.0120| 3,647) 
0319) 4,174] 
-0199) 
.0260| 3,751 
.0109) 
-0073| 


FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


Rae ‘Qual- 


| emieien 


Radio 


Furn.- | Auto- 
Food | Mdse. | House- | motive 


| Power | ity 
| Index | In- 
— 


| 


| 


| 


| | 
.0191) 3,906) 
O15, | 


4,949) 


“oor 
.0055' 
0082 

| 
.0104] 
-0266 
.0132| 
-0249) 
0087) 
.0064| 


.0170) 
0080) 


Before using these “owe see explanation page ul. 


Not a REview .. . but a PREview 

In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spoi 
Cities” 


of next month’s retail sales volume in more than 200 cities. 


alerts you to changes in the making . . . each month. 


10, 1955 


SALES MANAGEMENT’S NEWEST METROPOLITAN MARKET 


Kar-Conditioned by WCAX 


Chittenden County, Sales Management’s newest mont’s effective buying income. In addition, WCAX 
metropolitan market (average family income of delivers three counties in New York State, and a 
$5,117, highest in the state) is but one of nine in big PLUS audience in Montreal—ALL AT ONE 
the state covered by Vermont’s Most Powerful Sta- LOW COST. 

tion. These nine counties represent 73.4% of Ver- *Sales Management Figures, 


VERMONT and NEW YORK MARKETS 


112,180 RADIO HOMES 

$512,820,000 SPENDABLE INCOME 

$419,876,000 RETAIL SALES ". 620 on your DIAL * 
Ask us or Weed & Co. for Standard Audience Survey MB 
of Listening Habits and availabilities. 


— (Continued) ve estimator by SALES. MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES C INCOME ING 
1/1/86 4 ESTIMATES—1954 ESTIMATES—1954 CONTROLS 


FIVE STORE GROUPS — 
‘in thousands of dollars—add 000) 


of 
U.S.A. Auto- 


motive 


a, oe ee as. 


Furn.- 
House- 
Radio 
Windsor... . 0256 ° ° ’ ° |1,402\4, 782 42,573) .0250 3,461) 11,518) 1,480; 10,192 
eee — oe a ER © 


Total Above Cities! 5 .0671 . A -0673)1,547/5,290] 191,563) -1127) , 657) 7, 10,668) 42,268 


é, | 2 
State Total .2343| 106.6/142.7 -1946/1,283/4,5831 398,799) .2345| 3,741) 108,323) 29, 16,784) 77,383| 8,254) 2,145) 92 


@ Metropolitan County Area 


14,043) 1,610) 040) ow 


91,589, .0364/1, 36115, 11 


76,954) .0452| 4,299; 20,234] 8,038] 4,907 


.0414/ 17.9 “4 | 
.0414| 17.9] 46.51 _ 91,589| .0364|1,361/5,1171 76,954] .0482| 4,290 20,2941 8,095 4,907 14,0431 1, 6181 0401 97° 


VERMONT — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES COUNTIES 

CITIES $0-2,499 $2,500-3,999 $7,000 & Over 
% ee: ce i i 

in- ne © 

Units come Un come Units 


52.3 24.4 
34.7 12.6 
30.7 10.8 
42.9 17.7 
31.9 11.0 
42.1 15.4 
42.9 15.6 
40.3 16.6 . 
42.2 16.2 ° -¥ | 21.7 
32.3 10.9 . 8 | 30.8 
42.5 16.8 . -2| 17.6 
45.0 19.4 . 2 | 16.0 
48.6 22.2 ; 8} 17.4 


27.4 
25.2 
22.7 
19.5 
20.2 
29.7 


27.3 9 36.5 -l 25.0 
24.7 35.3 9.3 28.6 


eonooons @ & 
ceenret «erie & 
N@Q@ee ore @ @ 


4.3 
20.1 iti a > 35.5 e 28.2 23.1 1 3.6 9.2 2.1 
15.6 — 
6.4 20.9 130.3 | 3,751 1 40.3 15.3 | 29.6 26.8 8 33.1, 7.3 24.8 
(Other East South Central States: Delaware, District of Columbia, Fior- 
ida, Georgia, Maryland, North Carolina, South Carolina, West Virginia.) 
meek Pop. een Pop. 
Virginia state mop—poge 721 (in Number or OvuTLets (in NUMBER OF OUTLETS 
City F | GM | FHR| Ai D City County thous.)} F | GM | FHR A D 


oo 
on 


oe 
o 


Alexandria. ... , 33 16 | ! Fredericksburg. . .Spotsylvania.. . . 12.7] 45 8} 19) 21 
Bristol... .. Washington... .. 78) «612 Front Royal.....Warren....... i a, ee 
Charlottesville. . .Albemarle | . 75} 11) ; Hampton, .......Newport News...| 75.1] 102 6 ° 8) 
Covington. ..... . Alleghany col 26 8 Harrisonburg. ...Rockingham.....| 11.4 29 6 14 20) 
Pittsylvania 152 18 Hopewell. .. . Prince George....| 18.1 39 4 9) 7| 

Before using these figures, see explanation page 11. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


UP-TO-THE 
MINUTE 
PICTURE 


“The chart at left shows the healthy sales gains made 
VERMONT SALES GAINS in the state in only six short years. Your sales message 
i will reach the BUYING Vermont public through the 
1954 over 1948 Vermont Allied Dailies. 


Retail Sales i mmm tm 14% Two out of every three families in the state read at 

least one newspaper of this media group. What is even 
eal <cm ee 24° more important, these families live in the areas where 
Gen. Mdse. Soles quam 7% 94% of the state’s retail sales money is located. 


Drug Sales AR aS 17% Increase YOUR sales in the Sweet Vermont Market‘ 


Total Income quae 12% Do it with the one media group that does the job of many 


; —the Vermont Allied Dailies! 
Per Family Inc.  esapemgmers 6% 


VERMONT IS A <<. SWEET MARKET 


* Sales Management Figures 


VERMONT ALLIED DAILIES 


Barre Times . Bennington Banner * Burlington Free Press 


Brattleboro Reformer Rutland Herald St. Johnsbury Caledonian-Record - 


MAY 10, 1955 


Sell the Heart of Virginia . . . 
The LYNCHBURG METROPOLITAN AREA 


When selling Virginia you can count on Lynchburg to deliver on the 
plus side. For Lynchburg offers you extra potentials i in the important 
sales categories. It is far ahead of the state average in per family retail 
sales . . . as shown in this table. And among Virginia metropolitan 
areas it ranks as 


Virginia’s No. 1 Drug Market . . . with $163 per family 
No. 2 General Mdse. Market . . . with $654 per family 


® No. 1 Automotive Market . . . with $803 per family 
No. 3 Retail Sales Market . . . with $4,189 per family. 


LYNCHBURG METROPOLITAN AREA 
Per Family Sales 


% Lynchburg 
Virginia is ABOVE 
Average Va. Average 


Lynchburg 
Metro. Area 


Retail Sales $4,189 
Food $ 833 
General Mdse. $ 654 
Home Furnishings $ 202 
Automotive $ 803 
Drug $ 163 


The News-Advance gives you 72% daily coverage of 
the five-county metropolitan area . . . contrasted 
with an outside daily’s average of less than 4% in 
Campbell County. 


THE NEWS 


Lynchburg, Va. 


and THE DAILY ADVANCE 


Represented by Ward-Grittith Co., Inc. 


The “SM” symbols mark original, exclu- 
_Sive estimates by SALES MANAGEMENT. 


V1IRGIN1A— (Continued) 


| Pop 
(in 
thous.) 


NUMBER OF OUTLETS 
F | GM} FHR| A | D 


NUMBER OF OUTLETS 
GM | FHR) A | 
| | 


City County County 


D 


South Boston. .. . Halifax.... 
South Norfolk... . Norfolk. 


Lynchburg 17 


10 
Martinsville ‘ | 5 


4 


Newport News. . 


Norfolk. . .. 
Petersburg. ... 
Portsmouth. . . 
Pulaski.... 
Richmond. . 
Roanoke 


Newport News... 
Norfolk . 


: Dinwiddie 


Norfolk. ..... 


| pee? 


Henrico. . . . 
Roanoke... . 


26 
88 
15 
27 

5 
96 
41 


Staunton. ...... 


Virginia Beach 
Warwick. ... 
Waynesboro. . 
Winchester. . 


Wytheville... . 


Augusta 
Nansemond..... .| 
Princess Anne 
Newport News 
Augusta.. 

. . Frederick... 
Wythe. 


coe oUIH we 


16 
12 


> 
‘ 


11 
15 
25 
14) 


‘WwonuUnoawna 


POPULAT 
JM Biv 


COUNTIES 
CITIES 


Reremmedh 
lAlbemarle 
Charlottesville. 
2Alleghany 
Covington 
Amelia 
Amherst... 
Appomattox 
3Arlington. . 
Alexandria 
4Augusta 


Staunton. 


RETAIL SALES 
ESTIMATES—1954 


JIM 


0218 
-0339, 
.0169) 
shed 
.0038) 
-0052 
-0124) 
0056 
. 1481 
0488 


-0076 
0174) 


10.3, 2.9 


13.5 


17.2 


0127) 905,3,111 
0280! 1 ,273'5,091 
.0167} 1521/5, 574 
.0148! 1220/4 818} 
.0036 1, 446'5,978 
.0021, 634/3,095) 
-0089) 734|3,387} 
0027} 759|3,597 
2848) 2,799/9,461 
-0801}2,535|8, 457 

1,170\4,702 
-0120) 1,310}5,216 
.0088} 1 ,481/5,384 
-0020| 838|3,407] 
0099} 811)3,254 
.0016) 6817/2. 866 
0054, 835/3, a 
.0055 
.0102 
.0032 
.0416 
02921, 


41,823} 
37,095) 
8,967) 


0072) 
-0308)1, 
| 


-0316 


110, 412) 
57,244 
30 , 363) 
17,679) 

3,148) 
12,736) 
1,887 
5,181) 
11,234) 
15,934) 
4,337 
90,056 
75,324 
6,065 


T FIVE STORE GROUPS” SS 
| in thousands of doliars—add 000 


| General | 


-0154, 2, .534| 
-0368) 4,539) 


-0162| 3,576) 


17,911 
13 $54 
2,102 
1,786 
907 
550 
4,421 


Furn.- | 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 
___} Buying |Qual- 
Power | ity 
Index In- 


Auto- | 4 
| dex 


motive | Drug 


3, 031 
11,076) 
10,519) 


509) 71 


1 Albemarle County combined with ag sary (Independent oer 
2 Alleghany County City). 


716 


combined with Clifton Forge (independent 
8 Arlington County combined with Alexandria (Independent City). 


© SM, 1955. 


4 
5 Ca 
6 


combined with Lynchburg 


Augusta County combined with Staunton | Riese ag = pga Cities). 
mpbell County Ci 
Chesterfield County combined with Colonial heights Clndepentent City). 


SALES MANAGEMENT 


GP IRGINIA’S 
Maivires Triangle 


The multiple urban market of 
Petersburg, Hopewell and Colonial Heights 


TOTAL RETAIL SALES* 


Commonwealth of Va. Dept. of Taxation Estimotes 


VIRGINIA’S “Thriving Triangle” ; , . 
Petersburg $51,836,000 ay 7:3 . . in Consumer Income 


Hopewell 15,617,000 


Colonial Heights 5,927,000 / of se in Retail Food Sales 
VIRRBRA'S fos . . in Home Furn. Sales 
“Thriving Triangle” $73,380,000 

. . in Filling Station Sales 


Other important Virginia Markets 
Lynchburg $62,920,000 
Danville 58,252,000 TWO independently published Virginia Newspapers 
: : * Based on retail merchants license taxes collected curing, the calendar year provide UNMATCHED—intensively local—COVERAGE 


1954, which reflect sales during the calendar year 1953. ONE LOW COST PUTS YOUR AD IN BOTH 


COLONIAL 
HEIGHTS 


Represented by Che Progress ~Index | THE HOPEWELL NEW 


JOHNSON, KENT, GAVIN & SINDING, Inc. PETERSBURG @ VIRGINIA HOPEWELL e VIRGINIA 


The “SM symbols mark original, e elu- : 
sive estimates by SALES MANAGEMENT. hg 1a J R G | N l A - — (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOM NG 
JM JM ESTIMATES—1984 ESTIMATES—1954 CONTROLS 


COUNTIES Hi | | | | FIVE STORE GROUPS } 
CITIES |Urban- ‘Sele (in thousands of dollars—add 000) 
Fami- ized | %, Per | Per | % | ty | _____] Buying |Qual- 
lies | Popu- Cap- | Fam- 
(thou- | lation} (add | U.S.A. | ita | ily ) | USA, | | General | Furn.- | Auto- 
. | Mdse. | House- ' motive | Drug 
Radio L ise | 


| 0026) 2,412, 1,385 374 48| 269, 205 
0008] 612)2,373 ,217|  .0007) 1,521 242| 336| 120| 195, 28 
| | | 0046) 834/3,487 y .0080| 4,142) 2,332 —‘1,313) 282] 2,375) 313 
Cumberland... . 7.1) 0044) - ee 070} .0016| 573|2,544 : .0009; 909) 287 589) 115} 68 
Dickenson... .. a. ‘ .0065| 650/3, 152 491} .0060| 1,633) 1,681/ 1,673 716, 2,019} +110 
7Dinwiddie 3} .0346) | 13.8) 37.5 5 .0234|1,045)4, 264 é 0311| 3,827) 12,568) 5,241) 3,077, 8,962) 1,941 
Petersburg- | 
Hopewell- | | | } 
Colonial Heights 32 0883} 17.5 79,396| .0816|1,876|4, 587 67,184) 0896 17,082 6,809 4,198} 11,885) 2,466 0354) 98 
_ Petersburg 37.5] .0231| 7,181) .0188/1,258/4,320] 49,595) .0292 11,654) 5,184] 3,043] _—_—8, 798) 1,846) 0228) 99 


7 Dinwiddie County ‘combined with Petersburg (Independent City). © SM, 48 Before using these “Figures, see “explanation page nu. 


Business Depends on Traffic! 


In the Busy, Rich Shenandoah Valley of Virginia . . . 
WAYNESBORO is FIRST in 
(1) Population Growth, (2) Industrial Payrolls, (3) Agricultural Stability. 


Waynesboro’s effective buying income and total retail sales UP over last year. MARKET index a healthy 102 (see SM data). 


THE WAYNESBORO NEWS-VIRGINIAN 


is FIRST (1) In Circulation Growth (see ABC reports), (2) In Advertising Lineage Increase (see VPA reports). 
Member Audit Bureau of Circulations @ Member of Associated Press 


THE SHENANDOAH VALLEY’S FASTEST GROWING DAILY NEWSPAPER 


10, 1955 


Cover The Rich Virginia Markets With WTVR 


Richmond Rank % Standings* 

Total Effective Buying Income 3% 
Total Retail Sales 44 3 

Food Sales 48 

General Merchandise Sales 35 
Furniture-Household-Radio Sales 43 

Automotive Sales 54 

Drug Sales a 


(* Rankings and percentages in comparison with 1,042 leading U. S. cities. 
Source: SALES MANAGEMENT ) 


AND—*“ALL STATE SERVICE” WTVR-TV gives coverage of the leading Virginia 
markets, including Norfolk. First stations of Virginia in radio and television both, the 
Pioneer Havens and Martin, Inc. Stations—WTVR-TV, WMBG-AM, and WCOD-FM 
—deliver a loyal, time-tested audience in this expanding area of consistently strong 
buying power. 


PIONEER NBC Outlets for Virginia's First Market 


WMBG... Represented Nationally by the Bolling Company 
WTVR. . . Represented Nationally by Blair TV, Inc. 


VIRGI N | Pen ( Continued) eat ’ The “SM” syn symbols mark original, exclu- 


sive estimates 'b by SALES MANAGEMENT. 


ng rans VE pee RETAIL SALES 
@D 1/1/85 ESTIMATES —1954 LSM ) ESTIMATES—1954 


Metro. 
COUNTIES ee a ere ee VE GRE SONS 
CITIES 


21,312| 
22,180) 


vswell d 8,070 
Grayson........ . . ‘ 16,71 
einegict ae Sake 3,187) 
Greensville ; . ° ‘ . 12,829) 
Halifax ea 6. 9 6. 31,437) 
South Boston . Al .7| 8,078 
Hanover : 
ll Henrico F ° : ‘ ° 2106/1 69516. a2, 817 
ARichmond. . 5). . ,995|  .1744]1,829/6,3 399,370 
i2Henry........ 0} 0326 .7| 23. 868, 0236)1,111/4, 41,909 
Martinsville. a ° d a 26, -0104) 1,359)5 , 32 29,135 
.0008| 563/2,7 979 
8. | 0056) 900)3,92: $,378 
2.7 7.8 901) .0060)1,007/8,519] 12,902 
8 In 1952, the Calites of Elizabeth City and Warwick Officially became the Inde- = Henrico County combined with Richmond (Independent City). 
pendent Cities of Hampton and Warwick. Since the independent City of Newport 2 Henry County combined with Martinsville (Independent City). 
News had been grouped with these counties, we include it with them in a new 13 James — County combined with Williamsburg (Independent City). 
county called Newport News, to keep the state total additive. A See end of state for SM Metropolitan County Areas. 


9 Fairfax County combined with Falls Church (independent City). Before using these figures, see explanation page 11 
10 Frederick County combined with Winchester (Independent City). © SM, 1955. 
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- 


_— 


SaERBESEeESER 


— 


SSRERSRSASLSISLVSS 


~ 


gseszuSisa 


press - 
_ o we = 
leu bheeenas 


VIRGINIA S 
KEY CITY 
TRI- CITY 
- METROPOLITAN 


CORPORATE. CITY 


POPULATION 175,000 


ALMOST NO OUTSIDE NEWSPAPER COVERAGE 


~ DAILY PRESS & TIMES-HERA 


NEWPORT NEWS e HAMPTON « WARWICK 


Represented Nationally by Sawyer-Ferguson-Walker Company 


live estimates by SALES: MANAGEMENT. VIRGINIA — (Continued) 


tidy kate ~~] SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


SM’ ESTIMATES SM INCOME ING 
1/1/55 ESTIMATES— 1954 ESTIMATES—1954 CONTROLS 


Corres 7 wae | ———~—FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Buying |Qual- 
Power | ity 
Auto- Index | In- 
motive dex 
King and Queen.. 
King George... . 
King William. . . 
Lancaster...... 
Lee és bees 
Loudoun. . 
Louisa 
Lunenburg 
Madisor 
Mathews 
Mecklenburg 
Middlesex... 
14Montgomery.. 
15Nansemond... 
Suffolk 
Nelson 
New Kent , . . 1.0) ... 
SNewport News 45.8/175.0 ‘ d 41,417 
Newport N ews- 
Hampton- 


_ 
Nn 
= 


882% 


RSESASSSSRSESASERASS | 


P= 
SfS32522 
o 
as 
3 


2 
& 


_ 


176.0} .1077| 46.8 2659,183| 1,481|5 659 41,417| 16,405, 9,847 
25 Newport | 
News 45.3) d 12.8) 63,641) , 1,405/4 972 | 21 802! 13,915) 7,797| 3,272 
AHampton 75.1) . 19.4) 114,426) . 1,524/5, 898) 44, 236) | 12,672 1,946) 1,896) 1,291 
A Warwick . 54.6} 03% 13.5) 81,116} .0323)1,486)6,009 16,250) 6,943 544) 154) ,708 543 
14 Montgomery County combined with Radford (independent City). 
15 Nansemond County combined with Suffolk (independent City). 


4 and 4 See end of state for SM Metropolitan County Areas. 
; N 1 } Before using these figures, see explanation page 11. 
In 1952, the Counties of Elizabeth Ciiy and Warwick officially became the Inde-25 For certain marketing purposes, Newport News may he regarded as included in the 
pendent Cities of Hampton and Warwick. Since the Independent City of Newport Norfolk-Portsmouth ‘area. 

News had been grouped with these counties, we include it with them in a new © SM, 1955. 
county called Newport News, to keep the state total additive. 
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FRONT ROYAL 


WARREN COUNTY, VA. 


Locate your industry where 
there is Good Labor; Excel- 
lent Transportation; Reason- 
able Tax, Water and Electric 
Rates; Plenty of Land. 


WRITE — CALL — WIRE: 1-3 
Chamber of Commerce 
FRONT ROYAL, VA. 


te organizations are best 
equipped to provide up-to-date 
and reliable information on 
conditions, resources and facili- 
ties in these cities, or the state 
er area. Your inquiries to any 
or all of them will be answered 
with prompt and courteous 
cooperation. 


LOCATE YOUR INDUSTRY 
in the Upper South at 


DANVILLE, VIRGINIA 

with 
Ideal Year-round 
Living and Working Conditions 

Contact 

CHAMBER OF COMMERCE 

Commerce Building 
Danville, Virginia 


VIRGINIA — (Continued) 


The “SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


RETAIL SALES 
ESTIMATES— 1954 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


COUNTIES 
CITIES 


(in 


FIVE STORE GROUPS = j 
thousands of dollars—add 000) 


rat | 


11.8 
17.5 


9.9 
17.8| 


13.2 
| 


Page 

Patrick 

17Pittsyivania 
ADanville 


15.6 
16.0 
108.8 
46.8 


.0288 
5.8) 0036! 
15.9! 0098! 


Prince Edward 


3.8) 4.6 


#3 


2,678 


1,917 
3,436 
| 3,632 
} 

9,100} .0084) 2,333) 
4,814| .0028) 1,301) 
90,229) .0531| 3,317 
76,671 on 


RSS #2 


11,623 


a 
— 
= 


= 
_ 
w 
oes 


3,638) 2,524) 
898/3,758] = 12,727 


-0055 
0032 
0071 
-0050 

- 0050, 
-0042 
0466/1 
0267 
-0018 

- 0056 


oors 2,103 
0078) 3,349 


16 Norfolk County combined with Norfolk, Portsmouth and Seuth Norfolk (Independent Cities). 


112,013) 


99,904 
69,391 
23 ,503 
7,010 
4,097 


931 


3,236 
2,062) 


1,843 
1,154) 
20,685 
14,335 


431). 


2,175 


General 
Mdse. 


39,874) 


3,262 
1,852) 


1,422, 272 
1,450, (3 
17,084] 2.6871 
15,721} 2,402 


672| 

19) 
3,688 
3,530 


40) 782 
485} «1,716 


2,749) 4571 ~=.0070) 


17 Pittsylvania County combined with Danville (Independent City). 
25 For certain marketing purposes, Newport News may be regarded as included in the Norfolk-Portsmouth area. 


4 and 4 See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 
© SM, 1955. 


Speaking of Packaging: The 


Packaging today is a sales function. It’s 
a technological problem only in the sense 
that designers and engineers are instructed 
to build a format that will add more sell 
to the product. 


They get their perspective from the sales 
executive . . . the management man who 
receives the suggestions, criticism, gripes 
that pour in over the far-flung distribution 
“telegraph” . . . from customers, retailers, 
wholesalers, salesmen. 


In his thoroughly informed mind, cus- 
tomer reaction and company interests 
merge into plans for product improve- 
ment. That's where most packaging 
changes start. 


But packaging changes aren’t on a time- 
table. In your prospect companies they’re 
likely to be proposed at any time... . 
suddenly . . . in the secrecy of manage- 
ment conferences. That’s why your com 
pany should be always in the sales ex- 
ecutive’s mind . . . as a possible nominee 


The INSIDE TRACK to Management 
for companies selling such 
products and services as: 


TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 
INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 
AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


for the job . . . when a packaging change 
is first proposed. 


Sates MANAGEMENT—the sales executives’ 
magazine—offers you an exclusive ap- 


COMPETITIVE EDGE 


proach to the sales executives in compa- 
nies likely to be making packaging news. 
With 61% of them a packaging change 
is now in process.* 


No matter what vertical or trade magazine 
you may be using . . . in the food, drug, 
beverage, cosmetics fields etc. ...a sched- 
ule in SALES MANAGEMENT gives you the 
competitive edge at the pay-off point— 
where packaging changes originate and 
are okayed. 

*A recent SM Survey 


Sales Management 


386 Fourth Avenue 
New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, III. 


15 East de la Guerra, P. O. Box 419 
Santa Barbara, Calif. 
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SALES MANAGEMENT 


Counties ond cities on this map 
FAIRFAX 


acs : . 
Tk ae 


ada Co 


@ Wasnington. 0.C 


MARYLAND 


Cities shown ore those having 
net Effective Buying Income of 
$15 millien and over 


Metropolitan County Areas are 


ARLINGTON 


Fredericksburg 


/ HANOVER 


Newport News 


SLE OF WIGHT 


BUC KING HAMA LU 


ROCKBRIOGE 


Ricnmond 


NELSON 
BS 
st 


KENTUCKY BUCHANAN 


@Blueticia 
¢ 


TAZEWELL CAMPBELL 


Lyme aburg 


BEDFORD 


CHESTERFIELD 


PITTSYLVANIA 


OINWIDDI E 3 Siig PRINCE GEORGE «3 
© Petersberg 3 3 


BRUNSWICK ~s | 


VILLE | SOUTHAMPTON 


NANSE MOND 


MECKLENBURG 


TENNESSEE : a NORTH CAROLINA 


rar aakabenninnS spabpandaledbepaeebae bal RFALM Eemeea sk adds Ladd: Race ctie La LeEal Se ease eka eR | 
MARES UE PA vob aes Se Sed ehaebUh nb sec 22+ TOT Ord nahn 188 Mkeas Fs Seas YL eee ween. Le. 


100,000 Watts 


CBS 


DOLLARS AND CENTS COST? | 


DOMINANT COVERAGE 


THE ROANOKE TIMES | BY THE ROANOKE NEWSPAPERS 
THE ROANOKE WORLD-NEWS 


ROANOKE, VIRGINIA 
«ae a demonstrated IDEAL TEST MARKET! 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION RETAIL SALES ADVERTIS- 
SM ESTIMATES ING 

1/1/55 ESTIMATES—1954 CONTROLS 
COUNTIES i FIVE STORE GROUPS } 

CITIES nds of dollars—add 000 | 

Total % ee Ss See 4 Buying |Qual- 

(thou- of Popu- j Power | ity 

sands) | U. | U.S. | S.A.) P | General | Furn.- Index | In- 

nds) | (thou- 009 | Mdse. | = ¥ dex 

| 0 


.0100| 2,418} 5,260) 835} 1,164) 3,017 78 
| 


18Prince George . 
See Petersbury- | | 
Hopeweil- | | | 
Colonial Heights | 
Hopewell " ‘ ‘ y d 1, 136)4, 469 . -0085 } 
19Princess Anne . , | ° J . .0291/1,390/5,711 ’ -0182) 2,413 
bh Virginia Beach . 2. A -0051) 1,708) 5, 125) 20,399; .0120) 
Prince William 0} .0147| 5.3) ,774|  .0126/1,324)5,995) ’ 0099) 3,194 
Pulaski ‘ , | 6) 9. -0120/1 ,002/3 943 ° O11}, 2,478 


Pulaski 7} .006 2.6) 3, .0054) 1393/5, 197 


Rappahannock d d ! A... . -0012| 521/2,231 
Richmond oO. ; | 0019} 777/3, | 
20Roancke -1) .0886) 5/117. -0888/ 1, 548/5,64 | 0979) 4,213) 

ARoanoke 5| .0606} 28. -0654|1, 667/5,681 ,756| 0881) 


21 Rockbridge 1) .0186 .3} 12. ,038} .0128/1,064/4, -0117| 2,726) 
22Rockingham 2; .0302 t ‘ d y . .0272| 3,647) 


’ 
Harrisonburg 0070} 3. 7,554} .0070] 15,663 29, 0172! 


Russell 8} .0171 ; : ; .0071| 1,959 


Scott ‘ 0171 8 J e + -0043) 1,066) 
Shenandoah 7) .0134 : (917) 0073 < .0093| 2,764) 
Smyth 0} 0197 ont) 2,584) 
Southampton 6.0169 4 5. . .0080) / .760} 0092) 2,463) 
23Spotsylvania ‘ -0158 . ‘ ° -0129)1 ,269)5, -0198) 5,182) 
Fredericksburg 2.7; .0078 2} 9,941) -0079} 1 ,570)6 , 232 30,938; .0182) 
Stafford ° .0080! 2. -393| .0049| 946/3,873) . -0020' 1,059 


18 Prince George County combined with Hopewell (Independent City). 23 Spotsylvania County combined with Fredericksburg (Independent City). 
19 Princess Anne County combined with Virginia Beach (independent City) 4 and A See end of state for SM Metropolitan County Areas. 
20 Roanoke County combined with Roanoke (independent City). Before using these figures, see explanation page 11. 
21 Rockbridge County combined with Buena Vista (independent ws »* : © SM, 1955. 
22 Rockingham County combined with Harrisonburg (Independent City). . 
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In WSLS-TV-LAND* 


there are 


2,500,000 PEOPLE 


owning over 


325,000 TV SETS 


78% 


of them look at 


WSLS-TV more DAY & NIGHT 


(Jan. 1955 ARB Study) 


* 63 Counties in 3 States 


Represented Nationally by 
AVERY-KNODEL, INC. 


MAY 10, 1955 


RONPER ROM, 


an impressive example of coordination in. . . . 


PROGRAMMING 
MERCHANDISING 


PROMOTION 


. . shown above is evidence of results when “MISS 
ELSIE, ” star of ROMPER ROOM, appeared in person 
at Jennings-Shepherd, headquarters for Romper Room 
Toys. Parents brought their children from four states and 
Jennings-Shepherd sold many new customers. Several 
thousand es isited the store in tee one eater, 

Hs a 


Take the guesswork out of time-buying 


therich YI RGINIA markets 


RICHMOND, 
VIRGINIA 


theres MORE SELL on Qi mR RTT: HTN 


The “SM” symbols mark original, exclu- 
sive estimates ty SALES MANAGEMENT. 


in ~~ | SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


( ING 
BYP ESTIMATES—1954 BYP ESTIMATES—1954 CONTROLS 


COUNTIES aay c- a ‘ FIVE STORE GROUPS 
CITIES | / (in thousands of dollars 


Surry 6) .0041) . 690; .0019) 711/3,127 : | 
Sussex y t 912) .0035) ems. d 240) 
Tazewell ow 7 9. ,377| 0177 865)3, 1,525) 
Bluefield ik 28 
(W. Va.)- | | | | 
Bluefield (Va Fi 01665 ° 0163\1 ,519\5 ,524 39, | | ,128 7 5 r | ‘ .0185| 112 


| | | } | 
Warren | 0104 0082) 1212/4657 715, .0093] 218) | | 0090) 87 
Front Royal 9.3} .0057 3,407} .0053/1,442)5,157] 14,544) | .0086) 923) 0064 112 
SWarwick | } | | 
24Washington 1) 0351 . , ; -0195; 858/3,654) 45,803) .0269| 3,418] 266) 745) 929) 280) .0248| 71 
Briatel (Tenn.)- | / | / / | 
Bristol (Va 35.0| .0816 15 0192) 1, 376\6 C16! 57,683} 38 10,738 » 4 468 e A O241| 112 
Bristol 17.0} 0105 , ‘ esta inom Ye 27,402). 5,993 .722| 2,228 3, .0107| 102 


Westmoreland 10.9} .0067 8) 373; .0033| 768/2,990 7,607, .0045| 2,717 1,317) | : | .0043, 64 


Wise 60.1). 9) 13, ,703| .0186| 777|3,360] 44,580, .0262| 3,207} 9,833, 5, | 0246, 66 
Wythe 24.6). 9) 5. 0077; 790/3,295] 19,717, .0116| 3,342, 3,767) 2, | 0103} 68 
Wytheville 5.9] .00% §,788| .0027|1,151/4,525] 15,255) .0090| | 2,283 | 4,500 0048) 133 


York 13.1] . 3 ,999| .0060|1,145|4,545) 3,716, 0022) 1,126, 1,411 — 0053; 65 


Total Above Cities 1,329.2 76; 375.0 2,207 953 8792) 1 ,661/5, 888] 1,837,277) 1.0805 404,677; 228,7 ,266| 352,356) 62,401 


State Total 3,616.6) 2.2432) 929.7|1833.4] 4,703,636) 1.8729)1, 29015, ose} 2 2,960,595 1.7353) 3,174) 701,479) 360,581 158,073; 565,752) 95,343] — 


VIRGCINIA— Metropolitan County Areas 


Hampton- 
Newport New s- | 
Warwick J ° 45.8) 175.0] 259,183) .1032|1,481/5,659) 161,966) .0953 3,536) 41,417) 16,405 9,847| 36,237| 5,106 
Norfotk- } 
Portsmouth . é 143.6) 461.4) 805,926) .3209,1,545/5,612] 482,443) .2838) 3,360, 121,246) 44,603) 29,508 84.916) 16,288) 
Richmond J F 99.3) 297.9} 597,092 .2378/1,656/6,013] 421.625) .2479| 4,246) 90,187) 74,427, 27,058, 66,264 15,044 
| | | | 
Roanoke ; d 39.5) 117.1 223,125, .0888)1,548)5,649 166,411) .0979| 4,213, 38,708, 17.258 13,415, 29,432) 4,748 
Danville ° d 27.2| 48.2] 116,969) .0466\1,065/4,300) 90,229) -0531| 3,317) 20,685 15,263) 3,688) 17,084) 2,687) 


ALynehburg . / 4] 104,613) .0416)1,280/4,866} 90,056) .0529 4,189] 17,911) 14,064) 4,336) 17,274) 3,512 


| \Petersburg- | | | | 
Hopewell- | 
es . ¢ 8) A 115, 757) 0461/1, 198/65, 077 72,862) -0429) 3, 196) 19,013 6,114) 4,306, 12,131; 2,562 


Total of Areas 1,392.9) .€866) 376.9/1155.0) 2,106, 908} -8389|1, ,513'5, 590} 1,412, 730) -8309) 3,748) 330,155 182,020, 87,851) 251,207\ 47,385 


VIRGINI Aa @7D |ncome Breakdown of Consumer Spending Units" 


In- NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 
come | a TEA ‘ ‘ Total ee ee ey ee 
COUNTIES Con- per COUNTIES | Con- 

cITIES Con- $2,500-3,999 94.008-6,508 ‘57,000 & Over CITIES sumer $0-2, 499 | $2,500-3,990 | $4,000-6,999 |$7,000 & Over 

sumer % am Units % | % 
it | % % in | % ie | % rt (thous. ) ine | % Ine | 
$ | Urite come | Units come | Units come 4 Unkte come | Units come | | Units 
m — ae uM we ded Kwara BERR: oe Lele 
Accomac..... 2,715 | 56.8 28.1 | 23.8 28.0/| 14.7 27.7| 4.7 16.2 aiaen 8.9 . 28.5 9.2 29.2 22.6 | 33.1 
Albemarie.... x 3,538 | 47.4 18.0 | 26.2 23.7) 17.8 25.8/| 8.6 32.5 i 2.0 r 26.7 8.1 | 26.1 18.8 | 36.4 8 | 10.8 31,2 
3, 846 


Charlottesville . 41.0 14.3 | 28.1 23.3 | 20.9 28.0 | 10.0 34.4 2.1 : 59.4 31.6 | 26.6 33.7| 10.5 21.3 | 3.5 13.4 


8 In 1952, the “Counties of Elizabeth City and Warwick officially became the Inde- 24 Washington County combined with Bristol (independent City). 
pendent Cities of Hampton and Warwick. Since the Independent City of Newport 7 This area, while falling just short of the requirements set for potential metropolitan 
News been grouped with these counties, we include it with them in a new areas, will in all probability meet these requirements during the calendar year 1955. 
county called Newport News, to keep the state total additive. os 955. 


724 SALES MANAGEMENT 


For Sly 
WDBJ has been the 
MOST LISTENED TO 
MOST RESULTFUL RADIO 
STATION in Roanoke and 
Western Virginia. 


WO Bd ss'sne 1323 ROANOKE, VA. 


Ask Free & Peters! —-  4M.5000 watts—960 Kc. —FM-41,000 watts—94.9 Me. 


1A — Income Breakdown of Co 
} 

NET INCOME GROUPS, 1954 i] NET INCOME GROUPS, 1954 
Total os et me age. | Total 

COUNTIES | Con- } | | COUNTIES | Con- 

CITIES sumer $0-2,499 | $2,500-3,998 | $4,000-6,999 $7,000 & Over CITIES sumer $0-2,499  $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
Units % % % V/ Units vi. % | % | % 
(thous. it % ine | . % ine % In- | thous. ) % % In- W/ In- % in 

Units come i Units come | Units come g Units Units come | Units come | Units come 


5 23.8 | 26. J 17.9 31.6 4.6 . Henrico 
28.5 | 25.6 s 13.8 26.4 3.9 ¥ Richmond 
33.0 23.1 | 36.; 4 Henry 
33 24.7 | 3:3 . 1] Martinsville 
33.3 : d Highland 
30.6 4 r Isle of Wight. 
35.5 ; 5 James City 
26.8 . | King and Queen 
29.6 ; . King George 
King William 


Amherst 
Appomattox 
Arlington 
Alexandria 
Augusta 
Staunton 
Waynesboro 
Bath 
Bedford 


29 


30 


3 16.7 | 28.! , 16.4 
4 17.3 | 3 . 15.§ 
31.8 9 

29.8 ‘ * 11.3 
68.9 A 21. y . 1.8 
43.1 
57.8 
58.7 
42.3 
50.2 


~weoewaea &w&© ®@ = 
wnt ke & ON PH 
nrwoe-snw ow wo =e | 


Bland 
Botetourt 
Brunswick 
Buchanan 
Buckingham 
Campbell 
Lynchburg 
Caroline 
Carroll 
Charlotte 
Charles City 


Lancaster 
Lee 

Loudoun 
Louisa 
Lunenburg. 
Madison . 
Mathews 
Mecklenburg. 
Middlesex 
Montgomery 


Nano e no 


care oOonuuae 
NNN N 2 BNW NH Ww PP 
~a 


sowrenwauc®ks w © 
Smee eeuereausou 
wnwaasm woe 


enennewooeeanr 
nre@geN-—"@aoqn 
aonwoewoeewe- & 


ratio mm & 


_ 


Chesterfield 
Clarke . 
Craig 
Culpeper 
Cumberland 
Dickenson 
Dinwiddie 
Petersburg 
Essex. . 
Fairfax 
Faquier 


-oawewoarn w& 


Nansemond 
Suffolk 

Nelson 

New Kent 
Newport News 
Newport News 
Hampton. . 
Warwick 
Norfolk. . . 
Norfolk. ..... 
Portsmouth 
South Norfolk. 
Northampton.. 
Northumberland! 
Nottoway 


a to 


SCoakwwuoane 


to 


“~=s=Neasaonwuwneo 
Pan eOWwN NNN ws 


oem 
oa 
wav S& © & Ow ® & 


se 


Floyd 
Fluvanna 
Franklin 
Frederick 
Winchester 
Giles. . . 
Gloucester 
Goochland 
Grayson 
Greensville. . . 


= 


=> @nwacqdcan w 
NN"! NN OwWeawno — 


sO & to 
weoereoeubeawweno+~oaea 


Soeoveoe ee wus &B wo & bo 
SoSH SO eae aS & He & & iv = & & 


ou 
S & & bo 


34.7 8 
Pittsylvania... ’ 38.3 A 5 26.3 3 
Danville....... 35. -2 | 29.0 21.9 5 
Powhatan..... é : x 8 27.8 : 5 
Prince Edward " : J 9 25.9 | 13. . 6 
5 
1 
2 


“Doe & & Oo 
cer aornoe 


Prince George. : . A 24.2 
Hopewell... .. J : -5 | 27.7 24.0 


Halifax 
South Boston . ; | Princess Anne.. > 5 A 23.5 
Hanover : i : 7 3 5.7 25.5 | 19. ° 8. ; Virginia Beach 31.4 9.5 | 27. 19.9 ! 


_ 
a) 
“~@ 


© SM, 1955. Before using these figures, see explanation page 11. 
MAY 10, 725 


VIRGINIA— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 


Total 


wo-2499 | $2,500.00 1.0.69 $7,008 Over OCTIES | comes " 200 | $4,000 90 
ube im | % ie | % i | % in In- 

come come | Units come Units come come 
45.0 17.4 | 24.1 22.2 | 20.5 30.2 | 10.4 30.2 : , t : 7 .1 | 25.3 37.3 
37.2 13.8 | 32.3 28.6 | 24.3 34.2| 6.2 23.4 ie A 1, : ‘ 1} 11.1 22.0 
29.5 9.6 | 34.5 26.6 | 27.2 33.4/ 8.8 30.5 . . . . ‘ 8} 11.3 21.9 
67.2 41.6 | 22.5 33.3) 9.4 22.2) 9 2.9 . : 3 é .5 | 18.4 27.7 
57.1 29.2 | 26.6 32.4/ 11.7 22.7| 4.6 15.7 eS . “ ; ; 4 21.3/ 31.7 30.6 
07.3 7.8 | 26.6 18.0 | 32.1 34.6| 14.0 39.6 B ; . : " ‘ 9 | 35.3 41.3 
26.6 7.4) 26.3 17.5 | 32.5 34.6 | 14.6 40.5 ° j ; . ; -7 | 17.0 28.6 
52.1 22.3 | 22.6 28.1| 17.6 28.7| 7.7 26.9 istol....... ’ " . : i 1} 23.1 33.7 
48.3 19.6 | 26.4 25.5 | 18.5 28.5 | 6.8 26.4 Westmoreland : 7. 30. . 1] 12.6 24.6 
46.8 17.2 | 23.9 20.9 20.0 27.9) 9.3 34.0 Wise y ; , F 1 | 16.6 27.5 . 
Wythe . i 5 2. ’ .5| 16.3 27.2) 5.6 20.6 
59.1 31.7 | 26.1 33.3 11.6 23.6 3.2 11.4 Wytheville... ' ’ ; . i 9 | 21.3 20.9| 8.9 30.0 
57.0 28.6 | 22.7 27.2| 16.4 31.6| 3.9 12.6 WER 5. cies . : q . .2| 28.0 40.5 | 7.4 20.4 
53.0 26.6 | 30.4 34.9) 12.5 22.9, 4.1 16.7 —— 
48.3 21.9) 31.2 33.5 | 15.4 26.5) 5.1 18.1 Total Above 
55.0 26.3 | 25.6 29.2 | 13.5 24.7/| 5.9 19.8 Cities. ......] 810.0 | 4, ‘ t ? .3| 27.0 31.9 | 12.8 38.2 
41.2 14.9 | 24.4 20.9 | 25.6 35.2/ 8.8 29.0 
42.8 15.1 | 21.9 18.4 | 25.7 34.6/ 9.6 31.9 State Total... 1171.4 | 4,015 | 38.9 13.0 | 25.9 20.6 | 23.5 30.0 | 11.7 36.4 


WAS H L N fe i 0 N — Counties and Cities — <otner pacitic states: California, Oregon.) a Me dinstal ey SALES ne MA AGEMENT, 
os “Pop. | ‘am 
(in | __NUMBER oF OUTLETS | 


NUMBER OF OvriEts 


City County thous.)}| F | GM | FHR| A | City County ; r | GM a A 


Aberdeen... .Grays Harbor 73} | Centralia. Lewis | ‘ 10 6 7| 16 
Auburn. ........ King... 7 3 || Chehalis. Lewis. .... ‘ a 
Bellingham. .. .. .Whatcom | 2 ‘ 5 || Ellensburg. Kittitas. . . 23 6 
Bremerton... . . Kitsap C ontinued « on ‘page 727) 


Ag Le BUYING RETAIL SALES 

VD estima JM 
4 ESTIMATES 1954 ESTIMATES—1954 
COUNTIES | j j eo 1 tea ee ll 7 Ses 
CITIES Urban- ! 

Net | % | Per 
Dollars | of (| Cap-|F | 

(add =| «U.S.A. | ita 5 Auto- 
000) Fi House- | motive 


0074|2,368|7, 185). ; 3,315 
3.7) 6.0 841} .0067/1,477 162). Pe 387 
20.9| 50.7 828} .0465|1,713/5, 568) | 48,534) 4,148] 3, 10,917| 3, 


04881 ,830\6, 481 .768| 0557} , 4,417| 6 ,766| 19,840) 3,994 
0216) 1,866|7,, 122 ,673| 0216 ¢ 2,003 830] 2,155) 2,1 


0087) 1 ,572/5,083 ¥ d 1,971 2,233 8,762 914 


} 
16.4 957) 0255/1, 591/4, ’ ° ’ 7,251 2,167; 14,157| 2, . 
-0115} 1 ,860/5 , 439) 7 F \ 2 6,058 1,560 9,840} 1,513) .0149| 157 


Before using these figures, see explanation page 11. 


WALLA WALLA C 

WASHINGTON hambers of commerce and 
Foreword ne bans abe 11- 50 
THE KEY CITY Peele $0 pie ieee A . Industrial Data Section 51- 77 
in the market area of 7 pped aceatitnes| tita je Farm Income Section . 78- 90 

SOUTHEASTERN WASHINGTON and reliable information on con- Growth Trends: Population, 
and NORTHEASTERN OREGON ditions, resources and facilities Sales, Construction . 91-119 
x ek in their respective cities, states Metropolitan Areas .. 155-212 
Inquiries for industrial and Leading Counties 121-152 
business information invited. County-City Section 223-756 
Ctnitions: ot Connie or all of them wili be answered Testis 757-758 
P. O. Box 357, Walla Walla with prompt and courteous co- Canadian Dato 760-807 
operation. 


IN THIS ISSUE 


er areas. Your inquiries to any 


See explanation of “Potential Metropolitan County Areas,” pages 155, 156 


SALES MANAGEMENT 


=mW ASHINGTON BRITISH COLUMBIA 


wHaTcou | OKANOGAN PEND ORENLLE 


i] BENTON 
THURSTON 


: cowLitz 
Counties and cities on this map e 

are charted in proportion to net 

Effective Buying Income: Scale, 

0050 sq. in. equals $1 million 


KLICKITAT 
Cities shown cre those hoving 


net Effective Buying Income of 
$15 million and over. 


The “SM” symbols mark original, exclu- 

sive estimates by SALES MANAGEMENT. its ein) : 
Pop. 1 Ye 

(in NUMBER OF OUTLETS : NUMBER OF Bh ny 


(Continued from page 726) 


Chy County jthous.)} F | GM|FHR| A | : i County & * |GM/FHR!] A 


| 
a mmol al | OS ee Pan Cees sn 


33) 32 | Olympia. Thurston. .... 
7 4 Pasco... Franklin. . . 
10 8 Port Ange'es Clallam. . 


E verett . Snohomish 1 

3 

Al } 
9 1 ibd 18 Pullman. . Whitman. . 
3 

5 


34 
Hoquiam. .. : Grays Harbor 1. 
Kelso. ... Cowlitz 9 
Kennewick Benton 3 
Longview. ... Cowlitz 3 
Mount Vernon... . Skagit 5 
© SM, 1955. 


11] 22 Puyallup Pierce. . 
10} 17) 6 "eee ‘(Continued on ped 732) 
_Before using these figures, see » explanation page in. 


KPQ Blankets a Rich and Growing Market 


WENATCHEE, WASH. 


> —_ 


Serving Central Washington 

. - an area with a per 

capita income 16% above 

national average, and sales 

performance 160% above na- 

tional average. In additien, 

new families are arriving 

daily to fill the famous CO- 

LUMBIA BASIN — Amer- pe 
ica’s fastest growing trri- —~ 

gated farm area. Cover this ] - K F cy Dam 
entire area with KPQ. , —= —— 7 . I F 


Fen 


( i 
to help you. Call Pat O’Hal- ' : > ; Reg. Rep. 
pond or Jim Wallace for market 1 3 = Moore & Lund, Seattle 
information, merchant contact, 5 Nat'l Rep. 
campaign follow-through. Forjoe 
7, COLUMBIA BASIN 
Sa 


RS eg —'*.000,000 NEW ACRES 


MAY 10, 1955 


WASHINGTON. _ - (Continued) _ 


POPULATION 


@ ESTIMATES 
1/1/55 


COUNTIES 
CITIES 


Clallam 
Port Angeles 
Clark 


Vancouver 


Columbia 
Cowlitz... 


Total % Fami- i 
of lies | Popu- 


thou- 
sands) USA. | (thou- | | tation 
nds) 


9.3 
17.7| 
6.9| 
3.7| 
aks, 
3.3) 6.6 
265.8/690.9 
ye 


2.4) 


Urban- 
ized 


soveerns ! as 
ESTIMATES: 1954 


Gi 


20, 641| 
war 
17,111| 
1,582,761) 
1,219,963) 
28,793) 
13 ,007 


When you consider Washington State as a target for your sales drive, 
consider KOMO-TV—the one medium that gives you coverage of 
over two-thirds of the market—all of Western Washington. 


KOMO-TV covers o market 
orea of 1,816,441 people 
71% of Washington State's tetal 


KOMO-TY covers o market 
area of 605,480 families 
71% of Washington State's total 


are the result of actual field strength meas- 
urements — not estimates of engineering 
date. They are confirmed by our daily mail 
count which proves that Western Washing- 
ton people can view and do view KOMO-TV. 


KOMO-TY covers o market 

area where almost 72 billion 
dollars in retail sales are made annwally. 
67% of Washington State's total 


KOMO-TY gives you o 

bonus coverage in Canada and 
Oregon that totals an additional 583,367 
people | 


KOMO-TV 
channel 4 


for SEATTLE 
and Western Washington 


Represented by 
Geo. P. Hollingbery 


Affiliate 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


.0177)1 ,669|5, 182 
0093} 1 ,926)5,977 
.0549| 1 ,529)4,823 
-0283} 1 ,649|5,263 


-0027|1,521/4,671 
-0403)1 ,744/5, 568) 
pe 2.012|6, 422 


aah. 241) 4, 824) 
.0158)1,912/5, 
“o119]1,998/6,.514 


-0023)1, 835)6, 


02811 sa, ™ 
0389) 1,706 5, 
.0155}1, 1937/5, 643 
.0682)1, 827) 5,579) 
0071 1347/4, 


00691 ,586)5,1 
.6302/2,023\5, 955 
. 4858 2 200) 6 , 500! 
.0115) 1, 674/5 537 
.0052) 1 ,832)5, 4: 


RETAIL SALES 
ESTIMATES— 1954 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars —add 000) 


| 


Buying Qual- 


General Furn.- 


Power | ity 
Auto- Index In- 
| motive | Drug | dex 


} } 


| 
1,842) 
49, 086) 


cr 947 " 111 


| 


| 
| | 


16 ,826) 


11,593 
15,015 
5,592 
4,038 
3,390 


218 ,039 
162,891) 
8,871 


2,860) 
2,416) 
4,906) 
3, 855) 

473| 
6,940) 
5, "336! 

690| 


2,862 341 319 
46,475 
40,537] 

1,034 
4,318 921| 621! 5,179) 


154,486 
148, 408 
1,348 


1,675 
3,436 
2, 586) 
524) 264 
185 1,085: 


6,651 
5,999 
15,154 
12,414! 


.0180} 110 
.0104) 141 
0513 92 
0281 106 


335 A 104 
13,094 ’ | 107 
10, 190 

1,163 


4,997 
14,007 
10,888 


1,163) 
164,532 
143 , 452 

6,132} 


:o thee. sales include mail order catalog sales. . See page 20. 
“ See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
© SM, 1955. 


SALES MANAGEMENT 


OF SEATTLE’S TOP INCOME FAMILIES 
and 117,000 out oF 226,200 
cmos st HOUSEHOLDS EXCLUSIVELY 


the nationally recognized newspaper 


WHEN YOU ADVERTISE IN... 


The Seattle Cimes 


SEATTLE’S ACCEPTED NEWSPAPER 


Represented by O'MARA & ORMSBEE, INC. * New York © Detroit « Chicago « Los Angeles * Son Francisco 


729 


In Seattle, Tacoma and the Puget Sound Area 


CHANNEL 
ELEVEN 


316,000 WATTS 


ANTENNA HEIGHT 
1000 FT. ABOVE SEA LEVEL 


Of ali television stations in the fabulous Puget Sound area, 
only KTNT-TV covers all 5° in its “A” Contour. 
*Seattle, Tacoma, Everett, Bremerton, Olympia 


KTNT-TV, Tacoma 5, Washington * Represented Nationally by WEED TELEVISION 


WASHINGTON — (Continued) Tee “SH combats mart eraial, ol 
POPULATION EFFECTIVE BUYING RETAIL SALES 


77m ESTIMATES INCOME 
BUD 1/1/55 @& ESTIMATES—1954 ESTIMATES—1954 


FIVE STORE GROUPS — 
(in thousands of dollars—add 


= 


Kitsap ¥ d . 1,618 80,403 
Bremerton . 4 1,820 54,141 


Kittitas J a 1,521 23,399 
Ellensburg . d : ‘ 1,741 17 ,082 
Klickitat ° d ot sees " 1,418 11,494 
Lewis . R d ° 1,387 51,176 
Centralia- 
Chehalis... ‘ J 4.9 ‘ 1,628 36,987 
Chehalis . q J J 1,661/4, 18,526 
Centralia A d 3.0 Q 1,607 18,411 


2,361 15,527 
1,544 13,122 
1,323 24,909 


1,418 14,906 
1,285 6,161 
1,691 271,723 
1,742 213, 436) 
3.6 16,147). 1,523 15, 228) 


1.2 4,452 1,391 2,301 
13.9) 16.0 59,921, .0239|1,362 51,645 
10,313 1,875 22,167 
6,383 1,358 2,187 


202,799) .0808/ 1,553 129,733 
60,920) .0243)1,787 7 79, 187 
440,968) .1755/1,801 288 , 232 
341,808) .1361/1,908) 257 , 036 
19,983; .0080/1,098 13,891 


102 
150 

76 
m1 
132 


78,363) .0312) 1,685 44.125 
36,846) .0147/2, 167 35,237 
4,428; .0018|1,303 1,652 
74,359) .0296/1,750 51,015 
47,433) .0189/1, 860) 46 307 


5 


2288 583! 


108 
128 
115 
0081) 114 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


22.3| 35. 95,705} .0381|1,431 98,033 
12.3 58,974) .0235)1,661 67 ,375 
31.0) . 9.0} 14. 60,963 —- 32,791 
11.6} .0071 2.6 23,474; .0093/2,024/9, 11,744 


How to Get Metropolitan Newspaper 
Coverage in Washington State 


et ae 


SEATTLE MARKET 
The Seattle market is the most 
populous area of the state. This 
market, together with the Ta- 
coma market, accounts for more 
than half the population of the 
state, and for more than half the 
business in the state. To get 
newspaper coverage in the Seattle 
market, use one of the two Seattle 
daily newspapers. 


SPOKANE MARKET 
The Spokane market is large in 
area, it is isolated, sparsely popu- 
lated, and largely agricultural. 


PORTLAND (ORE) 


TACOMA MARKET 


The rich Tacoma market is adjacent to, but does not over- 
lap the Seattle market. Seattle and Tacoma are but 30 
miles apart, yet each city is the trading center of two dis- 
tinct and separate markets. These two markets contain 
more than half the state’s population, more than half the 
state’s retail sales and more than half the state’s buying 
income. Tacoma’s trading area contains 400,000 able-to- 
buy people, having average incomes well over the national 
average. 


No Seattle newspaper, nor combination of Seattle news- 
papers is circulated in the Tacoma market in sufficient 
quantities to influence buying. The Tacoma News Tribune 
has 97% coverage in the city zone; 94% coverage in 
Pierce County; 70% coverage in the four-county area 
which makes up the Tacoma market. 


BECAUSE OF THE REASONS STATED ABOVE, THE 
TACOMA NEWS TRIBUNE BELONGS ON EVERY 
ADVERTISER’S “A’’ SCHEDULE! 


Newspaper coverage is obtained 
in this area through the columns 
of the two associated daily news- 
papers in Spokane. 


SOUTHWEST 

WASHINGTON MARKET 
This market is small in area and 
small in population. It is really 
a part of the Portland (Oregon) 
market, and is best covered by the 
two Portland daily newspapers, 
and by the Vancouver, Washing- 
ton daily newspaper. 


COMPARE THE MARKETS! 


BUYING RETAIL FOOD 
INCOME SALES SALES 
% of State % of State % of State 


POPU- 
LATION 
% of State 


Seattle 
Market 


Tacoma 
Market 15 


Spokane 
Market 
S. W. 
Wash. 
Market 


41.6 45.1 43.7 44 


14.7 12.9 13.4 


14.8 15.1 


6.7 6.1 


Tacoma News Tribune 


TACOMA, WASHINGTON 


10, 1955 


IN GREATER WESTERN WASHINGTON 
ONLY THE MORNING NEWSPAPER FIELD HAS 
KEPT PACE WITH POPULATION GROWTH! 


chart shows percentage of field gain, 1940-1954 In the important Seattle-Greater Western Washington 
market, the morning field has kept pace with the great 
population growth since 1940. In this same period, 
retail sales grew from 523 million to over two billion 
dollars—a gain of 293.7%! Aware of this amazing 
gain, alert merchants recognize the morning and Sun. 
day Post-Intelligencer as the major newspaper . . . the 
one which is growing right along with the market . . . 
and are placing more and more retail advertising in the 
P-I, National advertisers can profit by this example. 
Balanced distribution and depth of penetration means 
the P-I delivers better selling coverage of more people 


1,810,800 


1940 
Morning 


1954 


in more towns than any other newspaper in Washington. 


*Times and Star 
Times bought Star 


CS 
As Ie SEATTLE 


Evening 


1954 


“The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


Pop 


WASHINGTON -— (Continued) 


Pop. ; 
in NuMBER OF OUTLETS 


(Continued from page 727) 


City 
Renton 
Richland 
Seattle 
Spokane 
Sunnyside 


COUNTIES 


County 


King 
Benton 
King 
Spokane 
Yakima 


CITIES 


Yakima 
AYakima 
Sunnyside 


Total Above Cities! 


State Total 


thous.) 


POPULATION 
GD ESTIMATES 
1/1/85 


Total 


(thou- 
sands) | U.S.A. | (thou- | lation 


sands) | (thou- 


41.5) 
5.1 
1,345.7 8279, 448.0 


2,568.2) 1.5797) 830.3/1660.9) 


GM | FHR; A 


6 12 12 Tacoma 


Vancouver. . 
Walla Walla.. 


150 298 
47 92 
5 6 


191 
83 
10 


Wenatchee. 
Vakima 


EFFECTIVE BUYING 
@D INCOME 
ESTIMATES— 1954 


Per | P % 
| @ | ean-| Feed of 
| U.S.A. | ita | ily 


.0784) 1 ,361|4,414) 
,771|5,325) 
76615, 298 


2,662,459) 1.0604) 1978/5, 943 


93,513) .0550 
16,042) .0095 


2,115,295} 1.2440 


9,007 


ty 
| Sales 
U.S.A. | 


155,642) .0915, 3,490 


| 1.7840'1,744)5,3961 2.828,554| 1.6635) 3,407 


WASHINGTON — ©) Metropolitan County Areas 


134 
139 


Total of Areas Bie 


© SM, 1955. 
732 


4813) 265.8) 690. 
+1506; 80.0) 205.6 


957,316 
288,232 
271,723) 


1,582,761) 
440 , 968 


-6302|2 0235, 
- 1755) 1 ,801/5, 51 
-2051)1 ,681/6, 


0381/1 ,431/4, 
-0808)1 ,553)4, 
0784 1 ,361/4,41 


98 ,033 
129,733 
155 642 


1,674.1) 1.0287) 547.1) 1263. 3,034,164) 1.2081|1,812/5,546] 1,900,679) 1.1178 3,474) 


mn 


NUMBER OF OUTLETS 


.. Walla Walla 


| 218,038) 164,486 


County thous.) 


Pierce. . 
Clark 


7 
1 
5 
Chelan 5.5 
Yakima 5 


RETAIL SALES 


BYP EsTIMATES—1954 


T ~~ FIVE STORE GROUPS 
in thousands of dollars —add 000) 
General Furn.- 


Mdse. House- 
Radio 


Food 
6,747, 34,152 
4,672) 26,502 

939} 3,787 


36 297 
15,520 
3,188 


14,790 
12,212 
889 


436,617; 295,288) 111,338) 450,622 


672,206 333,077 132,900) 43,188 


GM 


FHR| 


A | D 


107} 57 


0363) 142 
0053) 171 


46,475 
13,488 
14,284 


58,156, 42,292 
67,168 27,340 


64,353 
59, 034) 
4,584) 16,732! 
5,050; 26,187 
6,747| 34,182) 


20,838, 9,636 
34,292; 12,910 
ened 14,790 


164,532, 27,804 


8,608 
7,463 


2, 
2, 
4, 


434,790) 261,454 


90,628| 364,960) 53.397] 1.1463) 111 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


_.. IN THE STATE OF WASHINGTON 


V4 COUNTY 


IS THE MARKET 


4th in Population—144,700 

4th in Effective Buying Income—$196,868,000 
4th in Total Retail Sales—$155,642,000 

4th in Food Sales—$36,297,000 

4th in General Merchandise Sales—$14,790,000 
4th in Furniture, Household, etc.—$6,747,000 
4th in Automotive Goods—$34,152,000 

4th in Liquor Sales—-$2,306,109 


A 
th 
. 
a 
a 
ry 
om 
A 


CLE ELUM 


The Bountiful Triangle 


in South Central Washington State 
150 miles from Seattle and Tacoma 
200 miles from Spokane 
No other advertising medium can influence 
this $196 million buying power in the Bounti- z 
ful Triangle as fully as these newspapers. 2 We 


ELLENSBURG J 


HARWOOD® 
AHTANUM 


WILEY CITY® 


The Hakima Baily Republir 
Yakima Morning Herald 


Represented Nationally by 
WEST-HOLLIDAY COMPANY, Inc. f 


THE FRUIT BOWL OF THE NATION 


MAY 10, 1955 


WASHINGTON— @ Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


Total 
COUNTIES | Con- Con- yw 
CITIES 4 te of aes wi $2,500-3,999 | $4,000-6,999 $7,000 & Over 


% In ela * eis els 
come | Units come | Units come Come | Units come | Units come 


8.4 26.5 | 26.5 60.7 . -9 | 24.9 20.8 | 29.0 38.7 2 27.6 
16.7 8 41.0 | 13.6 33.8 i 2.1 ° -4| 22.4 16.5 | 30.0 365.1 38.0 
10.8 7 4.4) 22.4 38.8 i . -1 | 22.8 19.3 | 27.0 36.4 3 30.2 

7.0 47.6 | 27.5 43.2 . . -7/| 19.4 0.1) 27.2 20.5 3 65.7 
“44 4.2 | 17.7 33.7 \e : -8 | 20.4 15.4 | 40.2 48.6 27.2 
19.4 38.4 | 11.9 33.4 . . -7 | 26.1 20.7 | 33.2 42.2 27.4 
16.3 4A 38.1 | 13.8 37.4 ° -0 | 23.4 19.1 | 30.4 40.0 28.9 
15.3 -7 30.3 | 14.9 37.6 vod ’ a -9 | 2.4 17.5 | 35.7 49.0 0 20.6 
11.7 3 38.1 | 18.6 42.4 ° , -6 | 19.7 15.9 | 29.0 37.6 32.9 
15.8 8 43.2 12.3 32.6 . ; <1) 21.3 15.2 | 34.4 39.5 36.2 
15.4 8 44.3 | 12.9 33.0 : bees ee \. . -2| 19.2 14.8 | 35.2 43.5 30.5 
18.2 2 32.4) 14.4 38.9 . -2 | 33.4 30.4 | 22.8 33.2 7 22.2 
13.5 42.2 | 15.7 38.4 Skagit........ . ° -3 | 23.6 18.5 | 31.0 38.7 31.5 
10.8 8 42.4) 18.7 42.7 Mount Vernon. . ’ x -5 | 20.4 14.5 | 34.4 39.3 36.7 
16.5 3 0.3) 44 %.7 vaed . F -5 | 28.3 24.5 | 28.4 39.7 9 23.3 
17.2 6 32.8 | 18.1 42.8 vh08 - ’ ° -2 | 22.1 16.7 | 34.9 42.2 9 30.9 
24.3 2 37.0) 7.1 22.9 ° . -7 | 19.8 14.5 | 36.9 43.1 -7 32.7 
- 20.5 14.2 | 35.0 38.6 4A 38.8 

6.6 5 34 2 38.3 | 18.9 42.7 / : . 0 | 20.3 13.8 | 35.4 38.3 39.9 

5.7 3 B4 A 3.8) 18.8 42.1 . ¢ -6 | 26.2 26.0) 25.7 39.4 6 19.0 
6.6 1 6.7 4 28.6 | 21.3 49.1 ° - -4/ 21.8 16.3 | 35.7 40.3 36.0 
6.9 6 12.7 -6 40.2 | 16.7 40.2 i 5 . -2| 20.2 12.4 | 37.0 36.5 44.9 
6.5 -1 15.0 | 37.2 42.3 | 13.3 34.2 oon . : -7 | 26.8 22.8 | 30.6 41.6 7 23.9 
7.8 8 13.3 | 37.4 40.3 | 15.1 38.6 oad . ° -2| 23.2 16.4 | 31.7 35.7 38.7 
6.9 9 12.8 | 42.2 45.9| 14.8 34.4 _ ° ° \ -3| 21.7 14.6 | 33.4 36.0 41.1 
18.8 8 22.2 | 24.1 37.7) 7.0 21.3 . * : -5 | 24.4 2.2 | 30.0 39.9 5 27.4 
15.9 -5 21.6 | 28.0 41.4) 7.3 20.1 i apes 4 , -1 | 21.9 17.5 31.9 40.9 29.5 

7.2 9 13.0 | 36.2 37.7 17.5 42.1 . 9 | 19.6 14.4 | 24.3 28.8 43.9 

7.5 -1 13.1 | 35.1 36.7 17.5 42.7 S00 : ° . -4| 17.8 17.7 17.6 28.0 5 30.9 

5.7 3 13.7 | 45.1 48.6 | 14.5 32.0 sicoe \e -2 | 25.2 19.6 | 30.1 37.4 31.8 

7.2 -5 11.6 | 40.7 43.3 | 16.1 37.9 ima. ...... -6 | 4,725 , -O | 21.7 15.1 | 33.5 37.2 
. 9.2 3 15.2 | 39.3 46.9) 11.0 28.7 : -7 | 5,252 -3 | 19.3 12.1) 35.2 36.2 
12.4 3 6.3 -7 13.3 | 44.2 47.6 | 13.8 32.8 
8.6 | 3, 4 13.7 -5 18.3 | 29.7 40.4) 10.4 27.6 


wwe 
- = 


SSSPVusere 
ere ae 5 oe ee 


38 


4,869 A -9 | 20.3 13.7 | 25.7 38.6 


4.01 3,744] 44.0 16.2 0 14.9 | 28.4 40.0 | 10.6 28.9 
4.11 4,017 31.7 10.9 | 21.9 | 31.2 40.9 | 10.3 26.3 967.3 | 4,631 | 30.3 9.0 | 21.1 15.0 | 34.3 


WEST VIRGIN 1 A— Counties and Cities — 2,Seut® Atlantic States, Oslovare, istic Carolina, Virginia.) 


Pop. . 
(fin NuMBER OF OUTLETS i NUMBER OF OUTLETS 


County thous.)} F | GM | FHR City County " GM |FHR| A 


| 


_ 


Beckley me 50! _ 29 Morgantown.....Monongalia..... .| 
Bluefield. ....... Mercer... 21. 56} 11} 22) 19) Moundsville 
Charleston. .. Kanawha... 74. r 66) 61 
Clarksburg Harrison........| 32 10} 22) 29 Parkersburg 
Elkins eee 9 35 4 9 16 d Princeton 
Fairmont 30 11 18 32 
Huntington... ...C ee 91. 23 49 55 
Logan BO, ads ose de 5 22 11 12 6 7 et 
Martinsburg. . Berkeley. ...... 15. 83 5 13 18 Wheeling. . 
Montgomery.....Fayette.........| 3 20 2| 7 7 3 || Williamson.... 
age Ce Ens RETAIL SALES 
JM Bay GID tstimates—sess BYP ESTIMATES—1954 


COUNTIES sititriorinltt citiatpiennaicblibt 
CITIES | 


-_ 
— 


met 
ARAAUMwWH OM: 


cloak SeoSeaad 


te 
Ads COU Ww YU db 


- 


> OO b> UD b> OO © = 


Vi OU 
(in thousands of dollars—add 000) 


ole | 
(add 


of |Cap-|Fam-| ( | 
uf | ita | ily F Per | r Auto- 
| ‘ motive 


874)|3 424) . ’ 997 
1,258/4, 24,535) . 5,063 
1,451/4,77 21,811) . 3,797 

994/4, 17,527) . 2,879 


A - . 2,97 7,632 2,258 . 
158 0} .0160 . - ’ 1,507)5,51 15,738} .0093) 2,217 ’ 4,293 37 -0138) 86 


1 Weirton is in Brooke and Hancock Counties. © SM, 1955. Before using these figures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


WEST VIRGINIA 


PENNSYLVANIA 


Martins Ferry om 


FAYETTE BRAXTON 
Pet CLaY 

LAWRENCE 

x 


= 


ef 


KENTUCKY ws 
> 
© 
s 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


Reach 9t and Self It With the 
Combined Comic Seetiond.. of 


: st COMBINED CIRCULATION 
We bad One Cost 
“ © One Plate 
ace eel 


Represented by GEO. A. McDEVITT CO., INC. * NEW YORK *. CHICAGO * DETROIT * PHILADELPHIA * PITTSBURGH 


MAY 10, 1955 


Well, in our case, it’s to the summit of a 
brand-new tower 1,100 feet high. . . 1,253 feet 
above average terrain — 200 tons of soaring 
steel, twice as high as Washington’s Monument, 
from which WSAZ-TV’s signal leaps off on its 
way to almost half-a-million TV screens 

across five states. 


Clarity and range of WSAZ-TV are now higher 

than ever throughout this whole important 

industrial heart of America (where buying 
power and retail sales keep 


yf climbing upward, too). 
ui p & Huntington- 
dita hae ental 


Charteston, 
West Virginia 
heir way CHANNEL 8 
Also on the y “ 


Power 


to skyhigh levels NBC BASIC NETWORK 

are sales results ss abe od 

of advertisers who 

use WSAZ-TYV. 

Want to see yours 

go up also? Call up 

the nearest Katz eC © € 9. 2 ee 


also affiliated with Radio Stations WSAZ, 


Agency office and Huntington’ WGKV, Charleston 
get the facts today. Lawrence H. Rogers, Vice President and 


General Manager, WSAZ, Inc 
represented nationally by The Katz Agency 


WEST VIRGINIA— (Continued) pa ____tive estimates ty SALES. MANAGEMENT. 
SOR TYPES OS eae eeeTTY 7 ah "4 SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


@ ESTIMATES SM ING 
1/1/85 ESTIMATES— 1854 CONTROLS 


Metre. 
COUNTIES FIVE STORE GROUPS 

CITIES Urban- (in thousands of dollars—add 000) 
Fami- | ized Net % Per Per RSP 2a tN OCTET, | CL 

of lies |Popu-} Dollars of | Cap-| Fam- ( | | Power | ity 

sands) U.S.A. | (thou- | lation add U.S.A. | ita | ily U.S.A. General | Furn.- In- 
sands) (thou- 000 dex 
sands) 


Cabell 0 . 33.6| 86.3 164,561, .0655|1,483/4, 898) iF 15,976) 25,621| 3,813). 100 
2A Huntington 91.5 28.0 145,313) .0579/1,588)5, 190 ’ : 15,203) 
Calhoun |. 2.2 5,851, .0023 i 
Clay 3.0088) x 11,164) 0045) 781/3,383 
Doddridge 3.0051 ; ; 6,811; .0027 821/3,243} 
Fayette : .0488 n ¥ 89,710 .0367/1,133/4,601 
Oak Hill 5} .0028 : 7,844) .0031)1,705/6,537 
3Montgomery ‘ .0021 J 8,416) . 475/8 , 416) 
Gilmer 5) .0052 < ey 6,916, .0028) 814|3,144 
Grant . -0050 . 5,711) 
Greenbrier 0233 8 2. 39,857 
Hampshire .0074 0} .. 9,214 
Hancock 4) .0212 -0) 24. 56,725) 
1Weirton 0151) 7 44,276} .0176|1,807)6, 
Hardy. . .2} .0086 eo. 6,958) .0027) 756)3, 
Harrison - 0603) 1) 36. 114,307; .0456|1,399/4, J 
Clarksburg 32. 0202 . 60,446} .0241|1,843/5,757 7,715) ,384) ,254| | 1,374 
Jackson 0089} 3.7)... 11,124) 0044) 73/3, | 
Jefterson -0102| . : 16,782, .0067,1,005|3,814 
Kanawha 1485) -5) 138. 370,575; .1475|1,535|5,5 246,243) 
Charleston- 
South i | | } | 
Charleston. . 0686 | 6) 0740|1,957\6,281 189,368) £6,330 
ACharleston. 74.9) .0461 5 .0586| 1 ,964)6,314 169,572} f 24,839 


South 


; : 
Charleston, 20.1) 0124) 6.3) .0154|1,920/6,155] 19,796) 1,491] 728 .0137| 110 
3Montgomery ; : | 


1 Weirton is in Brooke and Hancock Counties. Before using these figures. see explanation page 11. 


2 Huntington is in Cabell and Wayne Counties. 4 and 4 See end of state for SM Metropolitan County Areas. 
3 Montgomery is in Fayette and Kanawha Counties. © SM, 1955. 


736 SALES MANAGEMENT 


Just ONE newspaper ~® 
is your key to the Ka ize 


BILLION DOLLAR’ PL 


( GREATER CHARLESTON ET 


CHEMICAL CENTER OF AMERICA! “Ruhr” of the U.S. © Virtu- 
ally inexhaustible supplies of raw materials « Concentration 
of chemical industry « Home of such illustrious industrial 
names as Du Pont « Carbide and Carbon « Libbey-Owens -Ford 
* American Viscose * Monsanto, etc.! IN BUYING INCO 


CHARLESTON IS ISGLATED from comparably important com- P 
petitive cities by a surrounding area of 50,000 square miles! IN RETAIL SALES! 
No “outside” newspaper covers this market! 


CAPITAL ¢ LARGEST DISTRIBUTION CENTER — LARGEST | IN WHOLESALE DISTRIBUTION! 
MARKET in West Virginia « Twenty-one counties with a million : 

population, two-thirds of a billion retail sales « Over ag © 

billion, one hundred million dollar buying income! 4 IN FINANCE e INDUSTRY 


A BIG HIGH BUYING POWER MARKET! Most retail sales », + Most TRANSPORTATION! 
towns where average family sales are $5,772 — aula IN DAILY AND SUNDAY 


ing income $5,970! Ae NEWSPAPER CIRCULATION! 


N_e WEST VIRGINIA 


‘ i‘! A ’ t 
rarer it aii week ' f Wi KY, jh Wy 7 ‘ yh, Ave. up OL i! 9 thn net Mn . Wi, ‘ a4 i thi val Kit ye! 


IRTANT CITIES AND TOWNS EFFECTIVELY 
ERED BY ONE GREAT NEWSPAPER!!! 


) § AVERAGE COVERAGE « 


cities and towns 60% — PLUS the top 16% of all 

other families in the market representing 

é 25,000 additional Gazette “preferred” reader 
Sve U.S.average! families! 

In total, a Gazette audience of 85,000 high buy- 

ing power reader families daily and 88,000 on 
Sundays! 


More than seven out ine high buying power 
city-town families@G@re egular readers of The 


Charleston Gazette =1 ily and Sunday! 
NO other newspaper can adequately cover this 
Gazette city zone coverage is 85% — all other _ Billion Dollar Plus Market! 


The Charleston Gaz ette 


“Largest Circulation @ Lowest Milline in West Virginia’”’ 
NATIONAL REPRESENTATIVES: JOHNSON + KENT + GAVIN AND SINDING, INC. 
NEW YORK + CHICAGO + BOSTON + ATLANTA + GREENSBORO + LOS ANGELES + SAN FRANCISCO 


Charleston 30, West Virginia 


MAY 10, 1955 


_..PLUS West Virginia and 
Eastern Ohio radio homes 


is easy with Ww 


Wheeling, W.Va. + 50,000 Watts + CBS Radio 
ATTRACTIVE PROGRAMMING, PRODUCTIVE SELLING 24 HOURS EVERY DAY 


Populction Retail Sales 
2,130,525 . . . $2,178,245,000. 
ae. 2,945, 655, 000. 
466, 781,000. 


, Lig 590,681,000. 
—_— S)“SERVING THE INDUSTRIAL HEART OF AMERICA” 


National Sales Offices: Tom Harker, 118 E. 57th St., New York 22, N. Y. 


WEST VIRGINIA — (Continued) The “SM”? symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


Age A apne RETAIL SALES 
GD ts ESTIMATES—1954 JM ESTIMATES—1954 


FIVE STORE GROUPS — 
te (in thousands of dollars—add 000) 


Fam-| 


Furn.- 


40 , 874 
34,514 
12,681 
21,547) . ’ 
44,613) . ’ . ’ 7,571 
12,344 


83,138 
47,011 
9,774 
6,895 


9,595 
8,666 
1,971 

229 


25,146, 
119,709 
106 ,906 

5,249 


3,043 
13,053 
13,053 

1,381 


— 
co 
ow 


5,199 
8,977 
27,255 


1,012 
908 
2,218 2,549 


S25 22288 8933 
wom Be 
388 8e88 


20.8) . 5.1) 1.4 19,047 1,776 1,958 1,137 


4 Bluefield is in Mercer County, W. Va. and Tazewell County, Va. 4 and 4 See end of state for SM Metropolitan C 
5 West Virginia portion only. 


g 


Table of Contents appears on pages 1, 3 and 5 


SALES MANAGEMENT 


BECKLEY 


West Virginia’s 


FIFTH LARGEST 


Sales Market 


Beckley is located on a broad and fertile 
plateau, 2,500 feet high in the Allegheny 
Mountains of Southern West Virginia. It 
is the county Seat of Raleigh County and 
the buying center of a retail trading area 
that includes all or part of nine counties 
in which there are 315 towns and com- 
munities. Fifth largest sales market in the 
State, the Beckley Market has a popula- 
tion of 255,000—63,200 families—and a 


total buying power of $271,550,000. 
The only newspapers that give adequate 
coverage of this responsive and profit- 
able market are the Beckley Post-Herald 
and The Raleigh Register, published 
morning and evening respectively, and 
with a Combined Edition on Sunday. 
When you make up your schedule for 
West Virginia, the logical place to start 
is Beckley—the first city listed. 


* 
BECKLEY POST-HERALD 


Represented by 
Story, Brooks & Finley, Inc. 


THE RALEIGH REGISTER 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


WEST VIRGINIA— (Continued) 


SALES AND 
=~ 


IN 
CONTROLS 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 
FIVE STORE GROUPS 
thousands of dollars—add 000) 


COUNTIES 
CITIES Area bar (in 
Net 


(add 
000) 


104,559 
34,645 
27,295 
12,612 


10,500 
12,934 
15,606 


17,806 
7,818 
8,987) 


17,789) 


¢ 8823 8 $8 282 


-0245) 4,586 


524.9) 150.4 833, 246| 174,824 109,946 


1,458,295) 


-4900) 


| | 
-8577| 2,852 


RGINIA— 


300, 957 


am .3551/1,69915, 170,570 


1,963.01 1.2076 -9261' 1, 185) 4 , 549) 223,919. 


WEST VI 


-1832|1 ,436|5, 352 
| 
| 


Metropolitan County Areas 


48,830; 18,815) 659,877) 7,076 93 


273,674) 35,5: 80 


j 
611.3/701.3 


320.6 86.0) 148.2 -1770| 3,500 1841 


255.0 -1326|1 3086/4, 


» 2132/1 8218, 286] 316,142 -1880 3,121 32,112) 19, —— 


mt prow .8290|1,432'5, 150} 834,723| .4909| 3,235 106 ,608 249) 156,56 511) 20,941 -6258| 92 
WEST VIRGINIA — Income Breakdown of Riheamas Spending Units 


NET INCOME GROUPS, 1954 


70.7| 161.7 217,624 anes 3,078 25,666) 12,532) 45,082) 6, 1358) 87 


352.2 101.3) 218.8) 51,552) 7, 2058) 95 


927.8 258.0 


NET INCOME GROUPS, 1954 


Total 
Con- 
sumer 


Units 
(thous.) 


COUNTIES 


CITIES wore $7,000 & Over 
‘oO 


% Mm) & 
come 


45.2 
4.7 
34.6 


$2,500-3,999 $7,000 & Over 
% tee % ie 
Units come | U come 
29.2 


16.9 
31.5 
30.9 


‘0 
In- 
come 


c 


5.8 
9.8 
5.9 
9.1 
4.4 


2,842 
3,743 
3,879 
3,685 35.2 
2,663 23.4 


2 Huntington is in Cabell and Wayne Counties, 
MAY 10, 1955 


= 
te 


30.4 
33.7 
34.7 
11.8 24.7/| 3.8 14.0 
17.6 20.6) 7.5 22.1 


Before using these figures, see explanation page 11. 
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WZ: ST VIRGINIA— @/D |ncome Breakdown of Consumer Spending Units — (Continued) 


+ 
a 
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NET INCOME GROUPS, 1954 


COUNTIES 


isit 


a 


: 


$4,000-6,999 


Total 
COUNTIES | Con- 
CITIES 


ga|-f1f8i 


a 


==R8r 
bs 


N@eoe 
BSSR RSSs 
© io m & 


so. oe 


Fairmount 
Marshall. . 
Moundsville. . . 


Bluefield 
Princeton 
Mineral 
Mingo. . 

Ww iliamson 


2$3/8>s 
2 83 | gre 


~nD = = 


11.5 


30.2 
34.8 
30.1 
16.7 
31.5 
18.1 
23.1 
20.0 
26.0 
25.9 
29.2 
26.0 
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FOND DU LAC 
HUB CITY OF WISCONSIN 


On Lake Winnebago, in second st, most 
diversified industrial area of state; offers 
profitable and pleasant operating condition 
for manufacturers. 


3 Railroads, 11 Truck Lines, 2 Airports, Un- 
limited Water Supply, Natural Gas, Low Cost 
Electricity, Favorable Tax Rates And Policies, 
Ample Supply Well Educated Skilled And Un- 
skilled Labor, 65 Industries, And Railroad 

Shops of Soo Line and Chicago North Western. 
Controlled industrial Area of 100 Acres on 3 
Railroads, half mile to New Highway. 
Will Build Any size plant for desirable tenant. 


Address GREATER FOND DU LAC CORP., 

4. E. Ahern, President, or R. W. Mil Man- 

FOND DU Mae ASSOCIATION OF COM- 
ERCE, Fond du , Wisconsin. 


aS of commerce and 
development boards are best 
equipped to provide up-to-date 
and reliable information on con- 
ditions, resources and facilities 
in their respective cities, states 
or arecs. Your inquiries to any 
or all of them will be answered 
with prompt and courteous co- 


Before using these figures, see explanation page 
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SALES MANAGEMENT 


IT ONLY TAKES ‘Ll IN GREEN BAY” 


‘BETTER CLIMB ABOARD! 


GREEN BAY MARKET FACTS: — PRESS-GAZETTE FACTS: 


$6,111 per household consumer 100% City Zone coverage. 
spendable income, City Zone. . as 

~ . Full merchandising coopera- 
$450,000,000 sales, annual tion. 
wholesale-retail. 


190,000 buyers, trading zone. 


Largest Market in Northern 
Wisconsin. Undivided, faithful audience. 


Low milline rate. 


Spot color. 


Phil McClosky, Manager, General Advertising 
GREEN BAY PRESS-GAZETTE, GREEN BAY, WISCONSIN 


The “SM” symbols mark original, exclu. a os en a ta es “WISC ONSIA ee 
sive estimates by SALES MANAGEMENT. ISCONSIN— (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Grp ESmares Sy7p INCOME ING 
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COUNTIES | FIVE STORE GROUPS "8 
CITIES (in thousands of dollars—add 000) 


Tota! % % | Per} Per 
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sands) | U.S.A. U.S.A. | ita | ily Furn.- Auto- 
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0154|1,093|3,735] 44,621 
7. 0041/1,295]4,447} 18,719 431 
.1} .0081] 3.8) .... ! 0048} 932/3,213] 7,476, . y j 
8} .0651| 28.9) 76. .0673|1,598/5,850) 118,317) . y 
AGreen Bay... 56.0} . ¥ ,218) .0399/1,790/6, 111 89,556) . 51 
aes 7 |. 3} .... | 14,301] .0067| 954)3, 10,441). 
ee * 8) . “oe 8,650| 0035) 883)2,963} 7,287) 151 
32,437, .0129|1,007/3,604] 31,516) 2,087) 5,036] 881 
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1 Eau Claire is in Chippewa and Eau Claire Counties. : Aa Before using these figures, see explanation page 11. 
4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. 


get sales GROWING on channel _ 5 


— 


WISCONSIN FOX RIVER VALLEY’S TOP VALUE 


GREEN BAY, WISCONSIN 42¢-DUMoNT 


100,000 Watts 
Reps.: HEADLEY-REED _G. Mgr.: DON C. WIRTH 


MAY 10, 1955 


For 30 Years—TOP STATION In The 
MADISON, WIS. Market! 


1925... 1955 


WIBA’s (20-county BMB) 215,400 families 

Total effective buying income of $1,095,495,000 
1954 Sales Management Survey Sales $811,351,000 
They like WIBA more than any other station 


The Badger Broadcasting Company, Madison, Wis. 
Represented Nationally by AVERY-KNODEL, INC. 


WISCONSIN — (Continued) The “SM” symbols mark original, exciu- 
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SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


@D ESTIMATES SH INCOME rs ING 
1/1/85 ESTIMATES—1954 OY) ESTIMATES—1954 CONTROLS 
COUNTIES FIVE STORE GROUPS 
ciT Ar Ur | (in thousands of dollars—add 000) 
Total Per 


(thou- 
sands) 


Auto- 
Food motive 
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4.9). 

7.4 
7.9) «. 
181.9). 
104.1 
59.8) . 
12.5 


8,022 
2,406 
3,369 
41,916 
29, 202 
11,883 
4,577 


8,241 
3,762 
2,183 
33,922 
25,754 
7,666 
4,481 
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BZSe388 


21.6) . 

7.8} .0048 
46.9) .0288 
35.8} .0220 
27.5) .0169 

8.5) .0052 


5,441 
2,545 
13,353) 
12,010 
4,918 
3,126 


4,483 
2,742 
8,931 
8,781| 1, 
4,421 .0139 
. 2,801 .0061 
87.7, .0356| 17.0) 38.3 15,035) 14,728| 1, .0376 
37.61 .0231 12,634) 12,703 1, 0281 


: Eau Claire is in Chippewa and Eau Claire Counties. ; 4 and 4 See end of state a SM Metropolitan County Areas. 
Watertown is in Dodge and Jefferson Counties. Before using these figures, see explanation page 11. 


There’s MORE MONEY TO SPEND 
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than ever before in the six-county Eau Claire Market 


Despite the national drop in income during 1954, the coverage counties reached $81,564,000 in 1954. Retail 
Eau Claire Market continued to gain in... Sales in this market totalled $173,344,000. 
CONSUMER SPENDAB , 
pnsaieede st 7 = nag ncn from 1953 The Leader and Telegram offer you 98% coverage in 
for the six-county area. the Eau Claire City Zone; intensive, highly merchan- 

(Source: 1955 Consumer Markets) disable sales penetration throughout its 50-mile radius, 
INDUSTRIAL PAYROLL CHECKS— six county coverage area; a total morning—&—evening 
Gross farm income in the Leader and Telegram’s six circulation of 23,451. 


Contact SHANNON & ASSOCIATES, INC., for the full Eau Claire story 


The EAU CLAIRE LEADER & DAILY TELEGRAM 


(MORNING & SUNDAY ABC) (EVENING) 
SALES MANAGEMENT 


IN WISCONSIN THEY EXPRESS CONFIDENCE WITH DOLLARS! 


Name retailers invest big 
money in Madison stores 


Seven firms completing major building projects 


PROOF OF EXPANDING RETAIL INFLUENCE 


000's 


95 On 28 ON 6 Pe Wo 3 Re 
COMBINED DAILY CIRCULATION 


90 


GROWTH 


es 


ABC STATEMENTS 
as 3/31 


PUB. FIGURES 


— 


Ee St 


i | 
1950 1951 1952 


19953 1954 1955 


Offers One-Medium Coverage! 


Reaches 96% of City Zone— 
73% of ABC Trading Area 


Continued large gains in circulation, 
mostly in the trading area, go hand in 
hand with ever-widening influence of 
Madison’s retail stores. 


As circulation continues to show big 
gains, Madison stores gain more and 
more customers. Stores reach more people 
with more selling messages. 


And with these gains, Madison News- 
paper's advertising has even more added 
impact, even more readers, even more 
penetration . . . It’s unbeatable, eco- 
nomical coverage. 


Buying Income 
Retail Sales High 


Per family income in Dane County 
ranks high — 12th in 233 metroplitan 
county areas. Madison’s five-sided in- 
come picture is remarkably high, diversi- 
fied and stable. Income is derived from 
five sources: agriculture, business, gov- 
erament, industry, and education. 


MAY 10, 1955 


PER FAMILY 


BUYING INCOME 


12th sa 
in U.S. 


DANE 
COUNTY 


Per family sales ranked 58th out of 
233, according to Sales Management and 
Dane County registered $209,500,000 
total retail sales last year. 

$41,916,000 
$21,449,000 


$7,659,000 


Shoot for bigger share 
of fast-growing market 


It’s a testimonial backed by dollars— 
not just talk. The seven retailers listed 
here studied the Madison Market—past, 
present and potential. They are betting 
with heavy investments in new or added 
store properties. Within the last 2 years: 


F.W. Woolworth Co: 


F. W. Woolworth has purchased the 
old City Hall and adjoining Parkway 
Theatre. A brand new store is expected 
to be completed in 1955. 


§.S. Kresge Company 


S. S. Kresge Co. is tearing down its 
existing corner property to erect a new 
and larger store. New and expanded 
lines of merchandise, more self-service 
are new features. To be completed in 
October, 1955. 


Richman Brothers 


Richman Brothers entered Madison for 
the first time in a prime downtown 


location. 
Sears Roebuck & Co. 


Sears Roebuck built a $1,792,655 
building 10 blocks from the heart of 
downtown, The store has 93,816 sq. ft. 
compared with the former 18,000; now 
has 365 employees compared with 65 
formerly; has 500-car parking lot com- 
pared to no off-street parking before. 


Robert Hall Clothes 


Robert Hall Clothes, a newcomer to 
Madison, has opened a brand new store 
on the edge of the city. 


Madison East Shopping Center 


Madison East, a 12-store shopping 
center 26 blocks from downtown, has 
completed its first full year of operation 
and won a place as a major factor in 
Madison retailing. 


Wolff, Kubly & Hirsig 


Wolff, Kubly and Hirsig, now a 5-floor 
hardware department store, has tripled 
its floor space and has plans to multiply 
its sales volume. 


MADISON NEWSPAPERS INC. 


The Capital Times, AFTERNOON Wisconsin State Journal, MORNING and SUNDAY 
REPRESENTATIVES: JANN G KELLEY, INC. 
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Food 


836 
16,869 
10,114 
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8,363 | 8,828 
8,819 5,641 
5,987 | 3,326 
3,838 | 4,074 
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3,421 2,070 
2,401 690 
2,268) 3,456, 21 


Before using these figures, see explanation page 11. 
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How 


HERE'S ONE ALONE! 


One Milwaukee daily alone 
provides 20% or more cov- 
erage in these |! Wisconsin 
counties. 


And HERE'S 
THE SENTINEL! 


The Daily Sentinel alone pro 
vides 20% or more coverage 
in these 11 Wisconsin coun 
ties. 


to MAP BIGGER SALES 


IN WISCONSIN 


If you want maximum effectiveness for your advertising in Wisconsin, you need 
BOTH Milwaukee daily newspapers. If you look at the small maps at the left, 
you can readily see either daily provides merchandisable coverage of 20°, or 
more in eleven Wisconsin counties. 


But look what happens when you use BOTH. The map below shows how the 
two dailies effectively reach the major share of the Wisconsin market contained 
in 33 shaded counties and five additional key cities. 


And, according to Survey of Buying Power, these account for 66.7°/, of total 
retail sales; 68.2°%/, of food sales; 73.2°/, of general merchandise sales; 72.6%, 
of furniture and radio sales; 67.2°/, of automotive sales; 67.0°/, of drug sales and 
70.0%, of net effective buying income of all Wisconsin. 


If you want to map bigger sales in Wisconsin, you need BOTH Milwaukee daily 
newspapers. 


“ay 
CQ 
‘o 


And WHEN 
YOU USE BOTH 


You get 20% or more cov- 
erage in these 33 counties, 
and 5 additional key cities 
with 62.7% of the state's 
population. 


Nationally 
Represented by 
HEARST 
ADVERTISING 
SERVICE 


MAY 10, 1955 


MILWAUKEE SENTINEL 


The Newspaper Wisconsin Grew Up With 


In KENOSHA They Need SATCHELS For POCKETBOOKS 


METRO. KENOSHA wis. U.S.A. 


The Fabulous 5-Year Income Picture UP 47% UP 30% UP 31% 


Big ind ial Iie hod ’ this Gr t . 
manufactur ar s oy ye ‘Motors 85% of the Metropolitan area Sales are 


K one of the best weekly Ey Rom aver. made in the city of Kenosha—where retail 
Plus Income, Sales Ac- ages in the state. Here are the December activity was a fabulous 43% above average 


, KENOSHA. ber: nol Milwaukee ... $82.50 in 1954. But wherever the origina! buying im- 
tivity, Saturation Cover- —_ ge en singe. , pulses arise—in city or outlying homes—the 


age offer Big Sales, Oshkosh .._.. me Sheboygan... 64. KENOSHA NEWS is there to influence brand 
preferences—with city zone saturation and 
U. S. average $74.10 ‘ 
Minimum Selling Costs in 93% coverage of metropolitan area—(A.B.C. 
Kenosha Annual Payroll $60,000 ,000.00 Metropolitan Circulation: 21,000). 
this Blue-Chip Market 


The KENOSHA NEWS _ Wwters, Sezreensve 


WISCONSIN — (Continued) The “SM” symbols mark original, 
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POPULATION ore BUYING RETAIL SALES ADVERTIS- 


ESTIMATES ME iNG 
1/1/85 SVD estinates—r964 BYP EstimaTES—1954 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES a thousands of dollars—add 000 


Cap- | Fam-| 
ita | ily 
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: 1,432|4,876 
1,538/5,048 
1,122/3,926) 
1,805 5,988) 
1,937|6,429 
1,044 3, 
1,695 5,542) 
1,743/5,902 
1,085|3,776) 
1,168/4,244) 
78|4 ,533 
.180/4 ,065 
,356/4,5 
,522|5,218) 


1,750\5, 854 
1,735|5,723 
72|1,794|6 248) 
1 
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,328/4, 867) 
,651/5 542 
1,199)/4, 140 
.0089) 2|1,424)4,802 
-0056 7) y 4 1,042/3,511 - 
° | , 9826) ,644 186, - . 279, 656) 218, 851| 31, 
-4313 .0) ,370, = 1955/6 ,288 23 P 220, 496) ‘ 177,886; 25,814 
pened | . 77 7 1926/6, 493 . p 17 ,324 ,897 ; 15,367, 1,541 
-0820) 9) : : 2, 854/| 10677 . i> id 8,428) 6, “624| 1,352) 
0005) . , 758 -0107|1 ,726)6 ,223) ’ = 8,898 437) 7 2,472} 182) 
17.5 .0108' ‘ 8 0234/3 ,360) 10316 tee 5, 722 285) 199 4,668) 1,129) 
2 Watertown is in Dodge and Jefferson Counties. 4 and 4 See end of state for SM Metropolitan County Areas. 


3 Independent estimates of Milwaukee County population received too late for evaluation Before using these figures, see exrianation page - 
and use place current population at 965,000. SM 


North Central Wisconsin | 3 
Concentrates Its Shopping in 92 miles from any comparable or larger city. 


Retail Sales activity 73% above par—compared with 36% average for 
WAU 4 AU all Wisconsin cities. 


Wausau’s income is $106 above the U. S. per capita. Even so, plants with steady high wages .. . a trading area with a 
total retail sales are almost $5 million above total income— multi-million farm income—these are just some of the reasons 
indicating full-scale buying by Wausau residents as well as advertisers frequently include Wausau on “100,000” schedules. 
the far-flung drawing power of Wausau’s stores. The Record-Herald offers better than 100% coverage of the 

city, 79% of Marathon County . . . plus substantial penetration 
The market's isolated position . . . big name manufacturing of neighboring counties. 


WAUSAU DAILY RECORD-HERALD 


For more information on “THE WAUSAU STORY” please contact this newspaper or BURKE, KUIPERS & MAHONEY 
SALES MANAGEMENT 


Seventy-third Year 


THE MILWAUKE 


Copurrght, 1958, by The Doeresl 
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ONE newspaper covers 90% 
of the fast-growing 


Milwaukee MILLION AREA 


Population has zoomed past the million mark 
in Milwaukee and suburbs — all within 12 
miles of the city center. Over 10,000 homes 
were built here in 1954 — over 80,000 in ten 
years. Now in this compact area advertisers 
find a greater consumer market than in any 
one of - dozen entire states. And you can 
blanket this dynamic market with the econ- 
omy of single medium coverage by using the 
newspaper read regularly in 9 out of 10 
homes — The Milwaukee Journal. 


Covers your best customers 
in Wisconsin, too! 


In the total ABC City and Retail Trading 
Zones, The Milwaukee Journal is read regu- 
larly in 66% of all homes daily and 73% Sun- 
day — nearly three times as many as any 
other newspaper. This area is only 10% of 
the state geographically, but it has 48% of ail 
Wisconsin retail sales. 


Here is the cream of Wisconsin business, 
but The Milwaukee Journal also gives you 


powerful coverage of the busy retail centers 
throughout the state. In 188 cities of more 
than 1,000 population—excluding Milwaukee 
and 10 other cities in the ABC City Zone — 
The Journal is read in an average of 21% of 
all homes on weekdays and 43% on Sunday. 
These 188 cities have 440,000 families, or 
1, 500,000 population — a huge market in ad- 
dition to the million people in the Milwaukee 
City Zone. 


New Data Books on 
Milwaukee and Its 
Newspapers 


“Milwaukee and Wisconsin 
Marketing Areas for 1955” 
describes The Milwaukee 
Journal’s key market areas as 
to size, growth, shifts in pop- 
ulation and sales. 


“Circulation and home cover- 
age” gives a detailed picture 
of Milwaukee Journal circu- 
lation by zones, counties and 
cities. Write the National Ad- 
vertising Department for 
copies. 


New York Chicago 


10, 1955 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 


Detroit 


Los Angeles San Francisco 


the FOX 
CITIES of 


Wisconsin 


APPLETON 
NEENAH | ZONE MARKET 


in Wisconsin, 
MENASHA * North of Milwaukee! 
LITTLE CHUTE 


KAUKAUNA : i. : % OF FOX CITIES 
a) FAMILIES READ 

KIMBERLY 

COMBINED LOCKS THE POST-CRESCENT! 


93% carrier delivered. 
Covered only by the 


APPLETON 
Post-CRESCENT 
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1 EFFECTIVE BUYING RETAIL SALES 
@ ESTIMATES SM INCOME 
1/1/85 ESTIMATES—1954 C ESTIMATES— 1954 


| re ce FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Total % Per 
( ties | Popu- 


| 
sands) | U.S.A. . .S.A.| Per | General Furn.- | Auto- 
sands ‘ motive 


Milwaukee... 2,600 


831 
4,254 
4,354 


6.4) 8. : 4,297) . 4,703 
x . 5,028) A ; 920 3,008 
24.4) 55. A . 5,51 : . ’ 16,299 


67.5) 20.2 ; 6,06: ’ ‘ 67 , , 18,579 
12.3) . 1,847/$,098 : t ; ’ 9,825 é 
25.6) . 7.4) 8.4 ; 1,741/6, i » 5,178 -0169 


7.8) . 2.1) ... 3 1,038/3, | | 1,887 , 
21.6) .0133) 6.2) 3.5 7 1,197\4,1 y 4,585 0115 
24.7; .0162) 7.4) .... j 1,090)3, " y 5, 731) 0132 


36.1| .0216) 9.2) 16.8 ‘ 1,339/5,1 31,499) . . 2,670 1, 4,620 821] + =.0192 
16.8| .0103 4.5) . 1, 620/6 ,046 22,120) . 1,842 1 2,799 561} = .O114) 111 
15.7 + .0097 4.6: 2.9 838! . 1,009'3, 14,915 ° ° 2,544 760 3,337 0078; 80 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before using these figures, see explanation page 11. 
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RACINE fas a tremendous MARKET 


sesttwo,, Racine County Is Wisconsin's 
Third Largest Retail Market 


ND. HIGHEST RD. HIGHEST 


in Per Capita Income. in Family Income. 
Ranks 23rd Netionally. Ranks 20th Nationally. 


genraon WRJIN AM-FM atc Nstvort 


Represented by The Welker Co. 
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Tae Cease Py 7 ae 7) SALES AND 
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we INCOM ING 
JM JM ESTIMATES— 1954 SM ESTIMATES—1954 CONTROLS 


M, 
COUNTIES i | x FIVE STORE GROUPS 
CITIES Urban- | (in thousands of dollars—add 000) 
Total % | Fami- | ized Ci | % one AWSBE Sect ie ___________} Buying |Qual- 
(thou- of Cap- | Power | ity 
sands) | U.S.A. .S.. i S.A. oe Auto- Index | In- 
900) 4 motive | Drug dex 


143,644). j , , a 25,371| 3, 0847) 117 
109,314) . ; ; 7,335, 19,864) 3, .0608) 127 
15,091 .9089) 873) A K .0050| 167 


| 
} 


! | 
20,936) . 4, A | ¢ ~ 86 


-7| + .0029 ° F o ,354/4,544 15,124) . 4 ! ,963) 368] .0045) 155 


4 and 4 See end of state for SM Metropolitan County Areas. © SM, 1955. Before u using these figures, see explanation page 1. 


RACINE City Zone POPULATION 
now..101,901 .4°<.. 


Near saturation coverege—BOTH daily and Sunday— 
in this $143,000,000 retail market. 


JOURNAL-TIMES  weiceir 
and Sunday Larlletin aun icsee 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


MAY 10, 1955 


j 
115,000 consumers 


$187 MILLION SALES POTENTIAL IN THIS 


COUNTY 
PLUS MARKET 


in this rich 
market. Over 33,800 family units 
with $6,452 per household income. 
Only the Gazette covers this 
market! 


$50,974,000 spendable income in 


Janesville alone. Over $197,685,000 
total retail sales—$48,645,000 food 
sales,—$4,945,000 drug sales in the 
market area. Only the Gazette 
covers this market! 


V The home of such leading and ex- 


pandi industries as Parker Pen 
Co., G.M. Chevrolet-Fisher Body 
Assembly, George W. eons Corp., 
and many others for a total of 170 
importont industries. Only the 


Gazette covers this market! 


22,400 homes served nightly by the 
Janesville Daily Gazette. A total 
of 71% of this FOUR COUNTY 
PLUS MARKET is covered with this 
media. 


Write: FOR DETAILED INFORMATION 


THE JANESVILLE DAILY GAZETTE 
JANESVILLE, WISCONSIN GEORGE GRESSMAN, ADV. DIRECTOR 
WISCONSIN — (Continued) 


TEN ESTIMATES 
BYP 1/1/55 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1964 


RETAIL SALES 
ESTIMATES— 1954 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


Qo Per 
of Cap- 
U.S.A. ita 


General 
Mase. 


-0611 
0191 
-0159 
0101 


83 


= s 
ol 
o> 


—_—_ 


0166 
0247 
.0047 
-0061 


4,931 
9,272 
3,392 
2,033 


1,776 
2,489 

893 
1,467 


-— = 


-0219 
-0037 
0511 
-0269; 13.6 
0111 4.7| 2.8 


Metropolitan County Areas. 


6,287 
3,258 
19,800 
1.2 
2,308 


1,615) 

492 2,551 
14,869 
13,856) 


16, 
12,344 
1,639 2,385 


Before using these figures, see 


4,783 


52.9 106 
120 


-0080| 72 


£28es 8888 8 


-=—— = 


18.0 
4 and 4 See end of state for SM 


WISCONSIN’S 


..+ Rock County... 


Ya BILLION $ MARKET 
WITHIN THE WCLO-WGEZ % MV/M CONTOUR 


Population—330,700 

Households—-101,990 

Consumer Spendable Income—$575,223,000 
Consumer Spendable Income per household—$5640 
Total Retail Sales—-$404,249,000 

Gross Farm Income—$124,438,000 

Number of Farms—10,973 


*Source: SRDS Consumer Markets (1955) 


~WCLO 


JANESVILLE, WIS. 


ALL MAJOR AND LOCAL SPORTS 

Milwaukee Braves — University of Wisconsin 

High School — Beloit College — World Series 
Green Say Packers. 


WGEZ 


BELOIT, WISCONSIN 


Write for special market folder 


REPRESENTED BY: 
EVERETT-McKINNEY, INC. 


NEW YORK CHICAGO 


750 SALES MANAGEMENT 


HERE’S THE CHIEF NEWS 


—FOR ADVERTISERS — 


OF ALL POTENTIAL SALES MANAGEMENT WISCONSIN 
METROPOLITAN AREAS 


OSHKOSH LEADS THE FIELD 


. IN POPULATION $28,142,000* 
2 IN EFFECTIVE BUYING INCOME . .$21,895,000° 


3. IN TOTAL RETAIL SALES $107,925,000* 6. IN DRUG SALES $ 2,537,000° 
*Source —— Sales Management 


Reach The LARGEST PERCENTAGE Of This Market Through The 


OSHKOSH DAILY NORTHWESTERN 


Offering Retail Dealer Helps — Campaign Bulletins — Distribution Checks 
Represented by Johnson, Kent, Gavin & Sinding, Inc. 


$1 $5.552,000° 


Nationally Advertised 
Brands 
Are “The Chief” Selling 
Brands 


The ““SM’’ symbois mark original, exclu- 
sive estimates by SALES MANAGEMENT. __ 


WISCONSIN — (Continued) 


SALES AND 
ADVERTIS- 


preens A saps: RETAIL SALES 


TION 
y EST MATES 


COUNTIES 
CITIES 


Trempealeau' 


SH 


BY 


EST! TWATES—1954 


JM 


ESTIMATES—1954 


ING 
CONTROLS 


| 


Total | a 
(thou- | 


4 
| Fami- | ized 


Per | Per 
Cap- | Fam- 


lies | Popu- 

| U. SA. (thou- | lation 
| sands) | (thou- 

| sands) 


ita | ily 


od 


.0168| 
0061 | 


7.7 
2.9) .... 
0282 | 14.1) 18.4 
3. 2) 2.6 
10.5) 12.5 
2.1| 


carat 


155 ,552| 
72,136 


122,804 
26,516 
20,781 
76,190 
20,475 


25, 590 


(add 
000) 


947\3, 
1,008/3,574 
977\3,303 


i ates 
3,525) 
5,387) 
6,945 


6,217 
6,878 
4, 

2,916 


5,439 
5,507 


1,812)6 055) 
1964/6 , 467 
1,551)/5, 469 
1,414|5,113 
1,551/5,534 


~0103)1, 816 6,241 


17 ,363 
9,999 
58,901 
23 , 964 


23,355) 


Dollars | 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Food 


| 
| 
} 
| 


General 


Mdse. 


Furn.- | 


House- 
Radio 


Auto- 
motive 


3,700} 
5,754 
3,719 


12,650 
3,292 
8,800 
3,019 


24,301 
9,799 
8,344 
2,127 


28,142 
15,471 


22,679 
5,433 
3,474 

13,563 
4,487 


5,585 


2,111] 


1,600 
807 


2,143 
422 
3,227 
960; 


3,166 
2,484 
2,948 


1,719) 


7,492 
5,967 


10,210 
932 
319 


3,076 


2,306 


} 


1,071 
788 
176 


2,075 

143 
2,053 
1,055 


2,996 
1,511 
1,661 

369 


5,309 


1,287 
199 
1,653 
792 


518) 


5.077 


3,529,171 


1.4008) 1,925 6,383 
| 


2,620, 983 


613,857 


344,232 


137,173 


508,046 


-5/2127.21 5,674,216 


| 
2.2594'1 , 580/5 448) 


4,078,209 


2.3984! 3,916 


919,887 


429,817 


177,146 


WISCONSIN — GD Metropolitan Caubty Asees 


57 
73 


393 , 552 
168,078 
147,300 


1612 
0651 


2a.9 a4 


- 1567/1, 


4,883 
.0673}1,598|5, 850 
.0586|1,805/5,988 


286,853, 
118,317 
98, 330 


a 


3,559 75,462 


24,889 


26.441| 


15,252 


13,624 
7,539 
4,354 


59,563 
20,294 
18,208 


1613 
-0675 
- 0567 


100 
104 
113 


4 and 4 See end of state for SM Metropolitan County Areas. 


© SM, 1955. 


Before using these figures, see explanation page 11. 


Wisconsin . 


it’s the SURVEY 


It may be General Electric Company . . . Foote, Cone & Belding . . . the United Cerebral Palsy 
Associations . . . the UAW-CIO . . . the Traveling Library & Extension Dept. of the State of 


. . the Board of Governors of the Federal Reserve System . . . a citizen’s “watchdog” 


committee on state expenditures . . . the N. Y. Regional Planning Committee . . . or the N. J. 
Education Association . . . 


Wherever reliable local data on population, income, sales are needed to launch a project or 
determine a course of action—it’s the SURVEY. 


MAY 16, 


1955 


() The best profit producers in 
O\ YF WIKOW County 


Madison, Wisconsin 


powerful radio station 


| TS 
Wisconsin’s most jae | First with Madison Television 
| ¥ 
ae y 


df) Now operating at 200,000 watts 
‘ Mey} Yi, maximum ERP, delivering 100,000 TV 
51 counties Vil yy YUU 4 homes in ten counties having well 
$2,524,017 retail sales byes V7, over $620 million in retail sales. 


$3,442,393 Effective yp More viewers in the rich Madison 
buying income B Yj market than all other receivable sta- 


tions combined. 


Madison, the capital of wKOW COUN- 
TRY, has over 105,000 population and 
a per family effective buying income of 

$7,91 5. SOURCE: 1955 Survey of Buying Power 


CBS Affiliates Represented by Headley-Reed 


WISCONSIN — Metropolitan County Areas — (Continued) Jr anit SaTee wahackment, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
7 NCO: 
JIM Bie GID stimares—rosa BYP ESTIMATES—1954 

Five STORE GROUPS 
(in thousands of dollars—add 000) 


Per 
Cap- | Fam- 
ily 


| General Furn.- | Auto- | 
| Food Mdse. | House- | motive | Drug 


1119) 51.4) 128. 324| .1375/1,898/6,718} 200,587). 078, 41,916) 21,449 33,922) 7, 
72281, 98216,644] 1,186,131| \342| 279,656! 184,279 218,851) 31, 
,0898|1,919)6,420] 143,644) .0845| 4,092} 96,584, 9,007, 8,254) 25,371 3, 
0636 


} 
° ,533\5,516} 100,284) . 20,793) 10,372) 5,384 2, 
114,716} .0457/1,595)5, 86,826, .0510) 4,194) 21,272) 10,881 4,437 1, 
155,652; .0619|1,607/5, 107,925) .0635 ete 28 142 7,492 5,308 ’ 2, 


136,02 0546/1 ,646)5, 94, 350 0885, 3,768) 19,800} 14,869 3,926, 16, 1, 0642 


004. 1.2328. 892.6/1667.1] 3,637,687 1.4484|1,81516, 139] 2,432,257 1.4308) 4,104! 574,955) 310,246) 121,208 444,129) 64,453] 1.4001 
wi SCONSIN — GJ Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 NET INCOME GROUPS, 1954 


COUNTIES 
$7,000 & Over $0-2,499 $7,000 & Over 
% Units | sumer % 


Total 
sumer 
theun) % in 
Uche Units come 
2.7} 3, 0 . j 34.4 12. ls e ° ° 7.8 24.3 
6.2 . - ° A ° . . - i ° ’ 29.9 e ° e 9.6 27.7 
3.7 
14 
2.8 
4.2 
33.9 
19.7 
4.7 
3.2 
6.0 


COUNTIES 
CITIES 


45.0 19. : ° 5 7.3 20.2 


33.2 11. : 5 . 4} 10.1 30.3 
26.9 8. . ° . 8] 11.0 20.3 
41.2 17. < . le . 5.7 15.6 
33.0 9. ° . ° 8 | 16.5 41.6 
35.1 10. ° ° -2 | 15.6 42.1 
2.1 9. . - : -0| 10.7 30.3 
26.2 8.2 ‘ . 1] 11.1 29.7 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


Advertising $$$... 


WISN Radio... > THE PERFECT TRIO 
Top Results... 


The WISN Advertiser 
In excess of 1200 cases Dividend Plan 


over and above the same 
period of 1954 ADVERTISING SUPPORT 


® Counter display cards 

® Ease! cards 

@ Newspaper tie-in ads 

@ Product listing in Grocery Briefs mailed monthly 
to 1175 Milwaukee grocers 

® Product listing in Druggist Briefs mailed monthly 
to 400 leading Milwaukee druggists 


ON THE AIR SUPPORT— 


®@ Special promotion of advertisers’ programs via 
special recordings of program personalities. 

®@ Continuing cross-promotion announcements. 

® Advertiser tie-in program announcements. 


MERCHANDISING SUPPORT— 


@ Trade mailings to Milwaukee's most complete 
listings. 

@ Comprehensive production of mailing pieces for 
advertisers. 

® Retail and wholesale trade call system. 


IN-STORE DISPLAY PLAN— 

@ WISN Grocery Chain Merchandiser — Makes avail- 
able special displays in 133 A&P and 7 KOHL Food 
Stores. 


The extent of promotion 
and merchandising aid of- 
The sales power of WISN promotion fered is based on contract 
can be gauged by this letter scope and product require- 
ments. 


We request your corre- 
spondence or personal visit 
for a discussion of your 
particular problems in the 


Milwaukee area. 
W : S$ N 1150 ON THE DIAL 
e e e Milwaukee’s First Station 


THE MILWAUKEE SENTINEL CBs 


Represented by the KATZ AGENCY, INC. 
NEW YORK e DETROIT e CHICAGO e KANSAS CITY e DALLAS « SAN FRANCISCO e LOS ANGELES 
10, 1955 


WISCONSIN — @ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1954 -NET INCOME GROUPS, 1954 


? 


COUNTIES COUNTIES | Con- 
CITIES $7,000 & Over $7,000 & Over 
% Units "0 
% In- ¥/ In- 
come U come 


sifai 


20.5 ae ; . “ - -1 37.0 
22.6 . o! ° ° 8 40.2 
25.5 
26.5 
17.6 
19.7 
30.9 
33.3 
10.8 


‘ 3 31.9 
Fond Du Lac. . ° ° 245 34.4 


*soeweeseew 
S8828sE\~ 


Forest . 
Grant ad 


Monroe. . 


30.5 oO 14.6 
29.3 .6 28.5 
30.0 8 41.5 
32.4 5 42.3 
Green Lake... 33.0 -8 23.3 
lowa.. 32.2 8 20.1 
re 3 s \ 42.1 2 17.0 
Jackson. ...... 4 ’ 26.8 0 15.7 
Jefferson. . . . J a 37.4 8 29.8 
Watertown. . . . ‘ ‘ ° 3 4.3 1 28.0 
Juneau........ . m ° 2 3.0 -6 20.1 
Kenosha. ..... d , 43.9 9 38.1 


Kenosha d s 44.0 -6 38.0 


TTTT. 
aH ene oe 


32.6} 6.2 18.8 Sheboygan... . 
34.5 40.1 0 33.6 Sheboygan.. .. 

39.9 | 13.6 34.8 
22.4 34.5 | 6.9 20.4 
25.0 35.8| 8.6 24.2 
28.6 39.4) 8.7 23.8 
2.6 26.3) 7.2 23.2 
28.9 38.0| 8.7 25.4 
33.4 40.3 | 10.7 29.9 
24.8 7. . 36.7 41.4] 12.5 33.0 
19.9 6. 37.0 42.2 | 11.7 29.5 
30.5 t 29.5 36.8| 9.7 29.8 
26.5 ‘ $4.1. 38.0 | 12.6 35.6 
34.6 , 27.5 27.2| 7.6 26.0 
29.6 30.7 38.0| 8.7 26.7 
51.5 26. : 14.3 26.9| 3.9 12.3 
19.7 6. 41.4 40.0 | 19.4 43.2 
21.0 6. . 41.4 42.8 | 17.1 38.8 
13.1 47.8 43.9 | 21.1 42.6 
13.9 2. 9 | 34.6 21.3 | 38.8 71.6 
16.3 4, 0 | 45.9 44.9 | 18.2 38.9 
9,310] 14.7 2. 4 | 32.1 18.6 | 41.0 74.8 


5,781 | 13.9 ‘ -7| 49.0 45.6 5 41,3 
10,544 | 13.3 : -0 | 30.1 15.4 -1 78.8 


3,514 | 39.7 22.4 34.3| 6.9 20.1 iti i 14.0 | 38.3 39.7| 16.6 40.0 
3,202 | 41.9 33.0 20.1 32.9 0 16.5 } 
4,061 | 33.5 28.7 23.7 | 30.2 40.0| 7.6 24.6 . eos 41216.9 8 8.7| 24.5 .1| 33.2 5.8 13.5 35.4 
4,439 | 28.2 9.0 | 27.0 36.0 43.7| 8.8 26.9 

: Sas Mountain States: Ari: Colorado, The “SM” symbols mark original, exclu- 
WYOMIN G — Counties and Cities — ioe Montana, Nevada, New Mexico, Utah.) sive estimates by SALES MANAGEMENT. 


9 


NumBer oF OUTLETS ~ NuMBER oF OUTLETS 
F | GM | FHR A|D F GM |FHR| A | D 


50 5 26 i : 10 3 8 616 
64 6 20 ‘ 33 7 18 
2 
4 


13 8 i he ‘ 39 23 
27 8 


© SM, 1955. Before using these figures, see explanation page 11. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


MONTANA 


J 
YELLOWSTONE | PARK 
NATIONAL PARK 


—. 


FREMONT WATRONA 


VLOWVG HLNOS 
SS HG a ea 


NIOBRARA 
it, 
rn: 


PLATTE 


SUBLETTE 


SWEETWATER 


Rawlins 


VASVUGIN 


COLORADO 


Counties ond cities an this map 
ere charted in proportion te net 
Effective Buying Income: Scale, 


Cities shown are those having 
net Effective Buying Income of 
$15 million and over. 


0511 sq. in. equals $1 million 


— ES 


The “SM” symbols mark original, exclu- ° 
sive estimates by SALES MANAGEMENT. ; W Y OMING — (Continued) 
Ee SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
i 
BYP 1/1/55 BY) ESTIMATES—1954 BYP ESTIMATES—1954 CONTROLS 


MoM, 
COUNTIES FIVE STORE GROUPS 
CITIES Ar (in thousands of dollars—add 000) 


Furn.- Auto- 
House- | motive 
Radio 


Z 


22,458 
20,955 
13,232 

6,450 


8 8883 


5,803 
5,803 
2,520 
1,185 


—~—wo 
= 
2 
~ 


18,361 
13,302 
9,100 
4,432 


3,521 
2,961 
2,004 

328 


gf 2¢ 


aE hE) 
3 
223 8828 


388 8 


. 


g 88: 


28, 805 
14,583 
8,583 


a 


6,150 
3,541 
1,785 


£8 


g 8828 35 
PEE 


5,928 
63,590 
58,513 

$,265 


981 
17,191 
16,295 

2,494 


geese 888 » 


64,515 18,378) 1,77: 
61,213) . 5, 685 17,354; 1,502] 0301) 152 


Before using these figures. see explanation page 11. 
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WYOMING — (Continued) The “SM” symbols mark original, 


sive estimates by SALES MANAGEMENT, 
SALES AND 


POPULATION EFFECTIVE BUYING RETAIL 
W7) ESTIMATES INCOME ee 
4 1/1/85 ESTIMATES—1954 


COUNTIES [Metro ~ FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


Genera! | Furn.- | Auto- 
Mdse. | House- 
Radio 


: 


‘© 
r= 
& 


rT 
| BBR 
1 888 


~o— 

2: 
mae 

883 28s 


88 8888 #8398 


Tm titm iit 
gS £922 


2,575 


Total Above Cities} 121.0) . 38.1 wneeed . 6,623] 210,014 . 39,890} 17,777 


State Total... 312.2 93.3/164.4 | 546,233, .2176 5,855) a 4,369] 81,450 33,413 


WYOMING— Income Breakdown of Consumer Spending Units 


In- NET INCOME GROUPS, 1954 In- NET INCOME GROUPS, 1954 


ES | Con- 
$7,000 & Over $4,000-6,999 |$7,000 & Over 
% % % % 
In- % In- % 
come come Units 


36.8 P ° ’ -1 4.0 | 16.1 40.1 
37.7 , ° . . 6 36.7 | 21.8 49.5 
27.5 . . le \. ° -3 | 10.2 28.6 
32.5 . . . ° ° +1 W.7 | 13.9 40.2 
39.7 i ° ° ’ ° -2 35.7 14.9 41.5 
44.4 becsees a ° . : ‘7 32.6 | 12.6 33.6 
30.6 eee ° ° ‘ . ° 6 47.3 12.0 31.9 
35.9 ings... . ° R ° 8 43.8 | 13.5 36.7 
32.2 . ’ . . 2 27.3 -5 38.9 
41.9 ° . ° a \e 2 40.1 8 37.6 
33.6 ° . . ° 0 38.3 3 38.4 
38.3 . . ° : 4 32.5 4 46.6 


oN & 


36.6 . . A . -9 37.0 2 38.0 
39.7 
24.2 
49.6 iti \. 24.5 6.6 19.9 12.6 | 37.6 37.8 | 18.0 43.2 
50.1 
24.8 cass ° ’ 28.5 8.3 | 22.6 15.7 | 34.0 37.7 | 14.9 38.3 


Before using these figures, see explanation page 11. 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


0@ 
(an integral part 


@@@ of the U.S.A.) 


paradise for 


merchandisers! 


Hawaii's population of 481,386 Americans (July 1954 estimate: is 
up 8,200 from 1953's figures) and their yearly retail spending of 
over half a billion dollars ($540,742,339 in 1954, $21,329,745 
more than 1953) cannot be ignored as a potentially profitable 
market! The Honolulu Advertiser, Hawaii's only morning and 
Sunday newspaper, covers this market effectively, economically, 
and alone on Sunday. 


TheHonglu 


THE HAWAII STORY: Ask our representatives 


for this clearsighted and complete market analysis. Call the 
nearest office of the Katz Agency—New York @ Chicago ® 
Detroit © San Francisco @ Los Angeles ® Atlanta ® Dallas. 


OUR 100th 


ay 


Economic and Market Highlights 


Of Hawaii, 


Our territorial possessions—Alaska, Puerto Rico, and 
Hawaii—have one important marketing characteristic in 
common: they are all almost completely dependent on the 
United States for the supply of commodities entering into 
their retail trade. In this respect they represent favored 
markets for United States manufacturers seeking overseas 
markets without running into customs barriers. However, 
in all other respects, the marketing characteristics of each 
territory are uniquely different from each other, and from 
the mainland. Americans interested in new markets here 
must understand the problems that are peculiar to each of 
the territories. 


HAWAII 


The Hawaiian Islands are situated about midway be- 
tween America and Asia, with Honolulu about 2,400 miles 
from San Francisco. This enormous distance from the 
mainland has nowadays been narrowed by regular airline 
traffic, but this fact still is a dominant market characteristic 
of the territory. Thus, the relatively high freight cost on 
mainland goods gives rise to a high price and wage struc- 
ture. Indeed, it will be noted that Hawaiian per family 
income and per family sales ratios rank favorably with 
those of the mainland. 

Another explanation for the high per family income and 
sales ratios is to be found in the extremely high ratio of 
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Alaska and Puerto Rico 


persons per family. Non-Caucasians, making up about 
five-sixths of the total population, have an average family 
size of about five persons. The climate is extremely mild, 
with a temperature ranging between 58 and 74 degrees 
in the winter, and between 64 and 80 degrees in the 
summer. 

The climate and the Oriental origin of the bulk of the 
population encourage a native mode of dress running to 
straw slippers and light-weight cotton garments, and a 
diet which emphasizes fish and marine products and 
vegetables. The Japanese, who are the largest single ethnic 
group (about 100,000), constitute a large market, for 
example, for the sale in grocery stores and super markets 
of a wide range of specialized canned goods and vege- 
tables, fishcakes, beancakes (Topu), etc. 

The Hawaiian economy is predominantly agricultural, 
with intensive cultivation possible because of the excellent 
water supply and climate. In addition to the rapidly 
fluctuating civilian payroll of the armed forces (over 100 
million in 1954), the largest industries are sugar produc- 
tion, pineapple production, and tourism. With the help of 
the airlines, the last is the most rapidly growing industry; 
over 100,000 vacationers visited the islands in 1954, as 
compared with 25,000 in 1940. The result is a continuing 
construction boom, particularly in the Waikiki district of 
Honolulu, with a rapid increase in hotel and other tourist 
facilities. 
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Population, which boomed tremendously during the 
war, is now declining somewhat, reflecting some outmigra- 
tion in excess of the extremely high birth rate. Economic 
activity in 1954, however, reached record levels with 
respect to both sales and income. The income of Hawaii 
is now greater than that of five of the United States, 
thereby underlining the Hawaiian bid for statehood. In- 
deed, the sheer dollar magnitude of Hawaiian trade justifies 
the growing practice of considering Hawaii as part of our 
domestic market, to be serviced from a district head- 
quarters on the Pacific coast, rather than the Export De- 
partment. While the prospects for Hawaii winning admis- 
sion as a state depend on political considerations, there is 
no question that as its income nears the billion mark within 
the next five years, Hawaii's economic importance will no 
longer be ignored. (Note: A wealth of data has been 
recently assembled by Charles F. Schwartz of the Depart- 
ment of Commerce and published under the title, “Income 
of Hawaii.” Copies may be ordered from the Superin- 
tendent of Documents, Washington, D. C., for $.55.) 


ALASKA 


The magnitude of Alaskan expansion during the war and 
post-war years has exceeded the expectations of the most 
ardent of the local Alaskan boosters. Recently released 
Census of Population reports have established that the 
population gain since 1950 is over 50%, far greater than 
that of any other state or U.S. territory. 

A large proportion of this population gain is accounted 
for by military and naval personnel, estimated to total 
about 100,000. However, in relation to Alaska’s vast 
geographical spread (about one-fifth of the size of the 
U. S.), this huge percentage gain in population merely 
brings its population density up to 33 persons per 100 
square miles, as against an average for the U. S. of about 
5,000 persons per 100 square miles. 


Active military operations and defense construction of 
great magnitude continue to maintain income and sales in 
Alaska at extraordinarily high levels. Military expendi- 
tures in Alaska are not publicized, although in recent years 
the U.S. Army Corps of Engineers has average over $200 
million annually in military construction, mostly in the 
Anchorage, Fairbanks, Kodiak and Big Delta areas. It is 
clear, however, that most of the military construction pro- 
gram has been completed. 

Per capita income and per capita sales levels are far 
greater than those of the United States, in part because of 
high transport charges on imports. Freight rates to 
Alaska are particularly high because of the lack of south- 
bound cargo during the greater part of the year. Yet Alaska 
has a favorable balance of trade with the United States in 
that its exports consistently exceed the value of its imports. 

The character of Alaskan retail trade can be best 
indicated by the following comparison with the U. S. 
based on the 1948 Census of Business: 


Percentage of 
Total Retail we 


100.0% 100.0% 
19.5 23.7 
15.8 8.2 
21.8 13.1 


Total ... 

Food _. 

Eating and Drinking 

General Merchandise and General 
Stores 

Apparel 

Furniture-Home Furnishings and 
Appliances 

Automotive 

Gasoline . 

Lumber-Building- Hardware 

Drug and Proprietary Stores 

All Other 


H AW Al 1|—Counties and Cities 


The “SM” symbols "a original, exclu- 
sive estimates by SAL MANAGEMENT 


POPULATION 
OD ESTIMATES 
1/1/55 
——_ i 


EFFECTIVE BUYING 
t SM | INCOME 
ESTIMATES—1954 


RETAIL SALES 
ESTIMATES—1954 


COUNTIES 
CITIES 


Total | % | Fami- | i Per 

(thou- | of lies Cap- 

sands) | U.S.A. | (thou- \ ily 
sands) 
} 


Fam- 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General Auto- 
Food Mdse. motive 


359.4) 2211) 92.8 
256.1) 1575} 65.9 
64.3} .0396| 18.2 4,785} 
25.5| .0157| ~ 6.4 , 50215 , 985 
45.0) 12.8) 22.7 y ,305/4,,588 


6,837) 
7,166 


374 , 968 
324, 190 
53,429 
34,643 
37,016 


122,130 
98 , 468 
18,870 

9,804 
14,321 


43,554 
39,678 
9,251 
3,491 
4 


55,290 
48 ,640 


29.5) : 
3 


4,569 23,351; . 6,025) 


me 
pe 


281.6] .1782| 72.3) 


358,823, .2111| 
| | 


Total Above Cities 510,565 


Territory Total... 498.5) .3067! 132.5/353.2 819, 548) .3263/1,64416,185! 488,764! 2874) 3,689 162,246 


H AWAII — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1954 | NET INCOME GROUPS, 1954 


COUNTIES | | COUNTIES 
CITIES Con- $0-2,499 $2,500-3,999 $4,000-6,999 CITIES 


7,062) 108 , 362 


<3.100 


69. 126! 


$0-2,499 $7,000 & Over 
% % 2 
Units come 


10.4 30.9 


% in| % m| % ie %  In- 
Units come Units come Units come Units come 
29.1 7.8 | 23.4 14.9 | 28.6 9 4. 2) 4,201] 25.8 8.6 
25.0 6.2 | 22.7 13.3 | 30.5 
31.7 10.3 | 35.1 27.2 | 21.3 
26.9 7.3 | 29.9 19.5 | 35.9 3 48. ti | 88.6 | 5,763] 25.2 6.3 
25.4 8.1 | 30.9 30.4 | 23.2 


y 28.9 8.1 


23.3 13.8 21.4 51.3 


27.3 18.2 16.9 44.9 


*Data for Kalawao County are included with Maui County. 
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In general, Alaska would be a far greater consumer 
of hard goods if it were not for the problem of main- 
tenance of service for such items as cars, stoves, wash- 
ing machines, etc. Manufacturers who are willing to con- 
sider the special problems of Alaskan consumption and 
can furnish such hard goods geared to the climate and 
requiring little servicing, can easily dominate the Alaskan 
market, for the price of a product is of relatively little 
importance here. 

It must be noted, however, that at present a large part 
of Alaskan sales are handled through a small number of 
Seattle wholesalers and also through direct mail orders. 
Since income levels and savings are very high, Alaskans 
are good prospects for consumer goods of sufficient value to 
bear the cost of transport. 

Marketing men should rid themselves of the wide- 
spread notion that Alaska is a vast frozen waste, offering 
only the most rigorous of living conditions. The average 
January temperature in Anchorage, Alaska’s largest city, 
is 11 degrees above zero. Except for Fairbanks, almost 
all other towns have even milder winters. Tourists going 
to Southeastern Alaska require the same type of clothing 
worn in New York or Seattle. 

Population growth in Alaska has been so rapid that 
1950 Census data for cities has been completely outmoded. 
Anchorage, the largest city, now has close to 60,000 per- 
sons, including the population of adjacent military in- 
stallations. The Fairbanks area now has 40,000. 

Most economic activity in Alaska is heavily seasonal, 
which is today almost wholly confined to the months cf 
April through October. But this is due to the nature of its 
principal industries, rather than to climatological factors. 
Thus, Alaska normally derives over $100 million in annual 
proceeds from its extensive fish canning and processing 
industry, in which salmon canning is most important. How- 
ever, in recent years the salmon seasons have been falling 
off, and the Fish and Wildlife Service has been unable to 
account for the weakening of the salmon runs. 

Since the other major industries—farming and mining— 
are also highly seasonal, Alaska’s labor requirements reach 
a very marked peak in the summer months. A small pro- 
portion of its labor force is in'fact made up by single 
transients, many of wkom may not even be included in 
the population total, and who return to the United States 
periodically. The high proportion of single men (some 
are brought up in connection with short-term construction 
projects) accounts for the very small average size of 
family in Alaska. And, of course, aside from the native 
Eskimos and Indians, who make up about one-fifth of the 
population, the proportion of women to men remains low 
(38 to 62 as compared with the 50-50 ratio in the U. S.), 
but is increasing steadily, with the development of “family” 
life and the rise in the number of permanent residents. 


PUERTO RICO 


In contrast to Alaska, Puerto Rico, with 66,000 in- 
habitants per 100 square miles, is one of the most densely 
populated rural areas of the world. This population 
density makes the Puerto Rican market quite attractive 
in terms of quantity, but far less so with regard to quality. 
Indeed, its rapidly growing population represents Puerto 
Rico’s most important economic problem, for the Island’s 
industrial and natural resources are not sufficient to sup- 
port so large a population at a standard of living com- 
parable to that of the mainland. 

Our beneficial influence on the Island is discernible in 
many ways, particularly in progress made in education 
and public health. Literacy has increased from 23% in 
1900 to 76% in 1950, surpassing standards sét for almost 
all of Latin America. (Note that 40% of all Puerto Ricans 
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ECONOMIC AND MARKET HIGHLIGHTS FOR 
ALASKA AND PUERTO RICO, 1954 


Population, January 1, 1955 (thous.) 

% of U.S.A. 

Families, January 1, 1955 (thous.) 

Net Effective Buying Income (mil.) 

Grek Me. free 2. tas A. Sen, sts. Hebe dee od 
Per Capita Income 

Per Family Income 

Retail Sales (mil. $) 

% of U.S.A. 

Per Family. Sales 

Food Store Sales (mil. $) 

Genl. Mdse. Store Sales (mil. $) . 

Furniture, House-Radio Store (mil. $) .. 
Automotive Store Sales (mil. $) 

Drug Store Sales (mil. $) 

Buying Power Quota 

Quality of Market Index 


speak English.) Similarly, the death rate has been re- 
duced from $1 per thousand in 1900 to 7.7 per thousand 
in 1954, equal to that of the United States. But since the 
birth rate (34.5 per thousand) still ranks among the world’s 
highest, the rate of national increase is particularly rapid, 
although in recent years, the birth rate has been declining 
(it had been 41 per thousand in 1950) and the national 
increase has been offset by a heavy annual emigration to 
the United States. However, the bulk of this emigration 
has consisted of men in the most productive age groups, 
and an indefinite continuation of such a trend can create 
future serious shortages in the Puerto Rican labor force. 

Puerto Rico’s lack of industrial self-sufficiency makes the 
Island a favored market for the entire range of American 
goods, from food to automobiles. However, a dispropor- 
tionate share of the Island’s imports go for food, which 
makes up a disproportionately large part of the retail 
trade total. 

The great weight given to food in the Puerto Rican 
budget is, of course, related to its low per capita income, 
which is about half that of Mississippi, our lowest-income 
state, though far higher than most of its Caribbean 
neighbors. ; 

The government drive to attract new industries in order 
to lessen its dependence on sugar production is beginning 
to show results. The need for industrialization is under- 
scored by the fact that Hawaii produces as much sugar 
as Puerto Rico (1,000,000 tons) with only one-fifth as 
many sugar workers. It is interesting to note that the share 
of the agricultural income has decreased from 22% of the 
total net income in 1950 to 18% in 1954 whereas the 
income from manufacturing has increased from 13% to 
15% during the same four year period. 

Gross Product which represents the total value of all 
goods and services produced in Puerto Rico hit $1,172,- 
000,000 in 1954, an increase of 5% over 1953 and 52% 
over 1950. 

Investments in machinery and equipment reached $65 
million in 1954, an increase of 2.5% over the preceding 
year and an increase of 51.5% over 1950. 

External Trade reflected the increase in the general 
economic activity of the Commonwealth. In 1954 ship- 
ments of merchandise to Puerto Rico amounted to $517 
million, an increase of 4.4% over 1953 and an increase of 
50% over 1950. Shipments from Puerto Rico to the 
mainland and foreign countries reached $348 million, an 
increase of 9% over the preceding year and a rise of 48% 
over 1950. 

Travel—Outsiders spent an estimated tetal of $22 million 
traveling in Puerto Rico in 1954. This represents an in- 
crease of 13% over 1953 and an increase of 220% over 
1950. 
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MACLEAN - HUNTER 


Canada's most important group of publications can stabilize 
and strengthen your sales position in the fast-growing Canadian 
market. Their leadership is solidly built on these standards of 
practice: 


1. Editorial Policy: the reader comes first. Generous editorial 
budgets enable editors of M-H publications to give strong 
service to subscribers. The publications have no political 
or association affiliations. M-H publications are com- 
pletely objective in their service. The editor’s judgment 
on material is supreme. The reader, we feel, must have 
complete confidence in the integrity of the publication. 


=, 


2. Circulation Policy: building the right audience, not neces- 
sarily the biggest circulation but, so far as possible, the 
best selected. All circulation of M-H periodicals is 
validated. 


3. Advertising Policy: selling “proven readership.” M-H pub- 
ief—).. ications sell more than white space. They sell a reader 
audience, researched and documented. 


These policies, we believe, ensure you of a responsive audience, and 
more for your advertising dollar, in a Maclean-Hunter publication. 


68 years of publishing leadership 


MACLEAN-HUNTER PUBLISHING COMPANY LIMITED 
TORONTO MONTREAL 


Maclean-Hynter Publishing Corp. Maclean-Hunter Limited 
Chicago New York London, England a sion 
a eg NS 
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it was for the\ United States both a 
testing period and a turning point. In 
Canada, as in the States, industrial 
output turned down in 1953 but 
turned up again in 1954 to mark one 
of the shortest recessions in history. 
Indeed in Canada, contrary to the 
popular expectation of a three or six 
month lag behind U. S. economic per- 
formance, industrial output not only 
did not fall off as sharply as in the 
U. S., but also recovered more ground 
more quickly. ’ 

Here is a comparison of Canada’s 
1954 gains over 1953, with those of 
the United States. 


Percentage Change 

1954 Over 1953 Canada U.S. 
Gross National Product —2 
Disposable Income +1 
Cost of Living No Change 
Industrial Production 6 
Retail Sales No Change 
Food Store Sales +2 
General Merchan. Sales | 
Furniture, Radio and 

Appliance Sales —1 
Automotive Sales 5 
Drug Store Sales +3 


The Capital Investment Boom 


An extraordinarily high level of 
capital investment has been and con- 
tinues to be the key to the post-war 
Canadian boom. In the past eight 
years, Canadians have set aside $34 
billion, or over 20% of total output for 
new investment, and in 1954 alone, 
investment again totaled nearly $6 
billion. Americans account for a 
sizable portion of Canadian invest- 
ment, averaging over one billion dol- 
lars per year. While the main em- 
phasis is still on the development of 
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natural resources, industry also comes 
in for a handsome share. American 
investment interest centers chiefly on 
oil, iron ore, newsprint, aluminum, 
lumber, cobalt, lead, zinc, copper, etc. 

However, in 1954, the effects of the 
recession were reflected in a 9% de- 
cline over 1953 in investment in new 
manufacturing plants; spending on 
new machinery and equipment in 
agriculture, forestry, and construc- 
tion were cut by 14%. This decline 
was more than offset by increased in- 
vestment in mining and oil, in utilities 
and housing, and by government 
action. 

As basic as the capital development 
program is the fact that Canadian 
population is growing at the rate of 
3% per year (about twice the U. S. 
rate), and will approach the 16 million 
mark next year. 

We have, therefore, taken great 
pains to make our special Canadian 
Section as useful as possible to our 
American subscribers now operating in 
Canada (with or without a Canadian 
manufacturing or assembling plant), 
and to our Canadian subscribers who 
wish to apply the same yardsticks of 
market measurement which SALEs 
MANAGEMENT has developed for the 
States since 1929. 

The same methods and techniques 
which have made it possible to meas- 
ure changes in U. S. A. Potential Re- 
tail Sales and Income with a degree of 
accuracy exceeding 95% have been 
applied to Canada by the magazine’s 
Research Department, the staffs of 
Market Statistics, Inc., and Inter- 
national Business Machines Corpora- 
tion. 

This year, as in the past, we have 


Canadian Market Section 


enjoyed the benefit of consulting with 
various statisticians and officials of the 
Dominion Bureau of Statistics on the 
accuracy of our estimates for all of 
Canada and the provinces partic- 
ularly, and in some instances on our 
estimates for county and metropolitan 
areas. In this connection, our spe- 
cial thanks go to J. L. Forsyth, Acting 
Director of the Census Division; F. H. 
McCoy, Information Services Divi- 
sion; J. C. Brearley, Asst. Chief, Mer- 
chandising and Services Section; and 
S. A. Goldberg, Director of the Re- 
search and Development Division, all 
of the Dominion Bureau of Statistics. 


Population Estimates 


Our estimates of “families” for 
Canada follow the United States Cen- 
sus Bureau definition of the family as 
a “private household.” It thus in- 
cludes all the persons who occupy a 
house, an apartment, or other group 
of rooms, or a room that constitutes 
“separate living quarters.” It includes 
the related family members, and also 
the unrelated persons, if any, such as 
lodgers, servants or hired hands, who 
share the living quarters. A person 
living alone, or a group of unrelated 
persons sharing the same living ac- 
commodations as partners, is counted 
as a household. 

With one exception, the civil units 
in Canada are the same as those in the 
U. S. A., the exception being in Mani- 
toba, Saskatchewan, Alberta and 
British Columbia, where there are no 
county names. Instead, each province 
is divided into divisions, which are 
synonymous with counties, and read- 
ers who wish to prepare market maps 
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of these provinces should request de- 
tailed outline maps from the Dominion 
Bureau of Statistics, Ottawa, Ontario. 

Canada, despite its vast geographic 
size, has a far more concentrated 
population than the U. S. A., and this 
cuts the cost of sales and advertising. 
Sales organizations that want to do 
an intensive local advertising and pro- 
motion job can concentrate in Can- 
ada’s 88 largest cities, which account 
for 70% of the retail sales volume; 
whereas in the U. S. A. the 502 largest 
cities account for only 62% of the 
retail sales. 

Counties are listed in alphabetical 
order in provinces, and cities are in- 
dented under the counties of which 
they are a part, with city figures 
shown in contrasting light-face type. 
Because part of Canada is French- 
speaking, a column is provided under 
“Population” for the percentage of 
population (according to the 1951 
Census) which is French-speaking, 
i.e., persons speaking French only, or 
French and English. Many marketing 
authorities agree that the two groups 
should be added together and con- 
sidered as the segment of the popula- 
tion which can be reached most effec- 
tively by use of the French language. 


Retail Sales— 


Comparisons of Survey and 
Canadian Census Data 


The release of the results of the 
1951 Canadian Census of Population 
and Retail Sales gave us the first 
chance in ten years to check the 
accuracy of Survey data. The Census 
results underlined two points: 

First, the magnitude and rapidity 
of Canadian expansion since 1941, 
which SALES MANAGEMENT has taken 
great pains to emphasize, has ex- 
ceeded that of the United States in 
the same years. 

Second, despite the lack in Canada 
of the complete and detailed statis- 
tical reporting available for the states, 
counties and cities of the United 
States, the Survey of Buying Power 
estimates of population and retail sales 
for Canadian areas have proved to be 
sufficiently accurate to allow market- 
ing men both here and in Canada to 
appraise intelligently the potentials of 
many new and rapidly growing 
markets. 


The Sharp Contrasts 


In the period 1941-1951, a decade 
of unprecedented advance for the 
United States economy, when popu- 
lation rose 15% and retail sales in- 
creased by 177%, the corresponding 
Canadian population gain was 22% 
and the gain in retail sales 210%. 
See Table 1, “Population and Retail 
Sales Changes.” 
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In 1947 SaLes MANAGEMENT began 
its Canadian Survey of Buying Power 
in response to a growing need for cur- 
rent marketing data on Canada that 
had become increasingly emphasized 
by the tremendous economic strides 
made by Canada during the WW IL. 
The last Canadian Census had been 
taken in 1941, and the next one was 
not to be taken until 1952, covering 
the year 1951, but with no results 
available until 1953. The paucity of 
postwar benchmarks presented a chal- 
lenge to SALES MANAGEMENT, but the 
know-how and techniques developed 
on the U. S. A. section were applied 
to Canada. 

How close to the truth were the 
SALES MANAGEMENT estimates for 
Canada? Over three years ago, in the 
May, 1951 Survey of Buying Power, 
Canadian population (including the 
newly added province of Newfound- 
land), as of January 1, 1951, was 
estimated at 14.0 million. The Cen- 
sus figure was the same but was re- 
leased two years later. 

In the May, 1952 Survey, total 
Canadian retail sales for the year 
1951 were estimated at $10,425 
million. This proved to be within 
2% of the Census figure released 18 
months later. The correspondence is 
actually closer, for the Dominion 
Bureau of Statistics’ definition of re- 
tail sales differs slightly from that 
of the United States Bureau of the 
Census, to which all Survey esti- 
mates are geared, in that garages are 
included, although the United States 
practice is to regard garages as be- 
longing to the service trades. De- 
ducting $136 million for such outlets 
brings the Canadian Census figure 
down to $10,518 million, giving the 
Survey estimate an “error” of nine- 
tenths of one percent! Readers may 
recall a similar instance in 1951 when 
the 1948 United States Retail Trade 
Census reported a national total of 
$130,527.3 million, as against the 
SALES MANAGEMENT estimate, pub- 
lished over two years previously, of 
$130,557.3 million, an “error” of two 
hundredths of one percent! SALEs 
MANAGEMENT'S research men disclaim 
all pretensions of “black magic”: They 
would have been more than satisfied 
to come within three percent of the 
truth. 


How to Verify Accuracy 


Actually, the best way to evaluate 
the accuracy of the Survey estimates, 
which are annual projections from a 
previous Census benchmark, is to 
divide the total error by the number 
of years between Censuses, for each 
succeeding year introduces an oppor- 
tunity for error, which cumulates over 
the entire period. By and large, the 


Survey estimators hope to keep within 
a one precent average annual error on 
all estimates, both for the United 
States and for Canada. If we main- 
tain an average annual error of one 
percent, the estimates in this Survey 
offering 1953 data would be two years 
removed from the Census base, and 
therefore subject to a 2% error. 

The change in the structure of re- 
tail trade in the period 1941-51 
showed some, but not all, of the type 
of developments reflected in the 
United States in the same years. As 
in the United States, the rate of gain 
for general merchandise stores lagged 
far behind total retail store sales gains, 
but, unlike the United States, so did 
food store sales. General merchandise 
sales in 1951 accounted for 16.8% of 
the Canadian total, as against only 
11.9% in the United States. The ex- 
planation in part reflects the some- 
what greater importance, in Canada, 
of the general country store, included 
in general merchandise. This is borne 
out by the fact that the Canadian food 
store group only accounts for 21.6% 
of total sales, as against 24.1% in the 
United States. 


Greater Gains in West 


Regional changes in the structure 
of retail trade in Canada showed the 
same westward shift that character- 
ized the United States. Thus, British 
Columbia and the Prairie Provinces 
enjoyed the greatest gains (over 
250%.), with the Maritime Provinces 
lagging behind, gaining only 150%. 
Again, as in the United States, retail 
sales gains in the major metropolitan 
areas ‘lagged somewhat behind the 
national gain, with by far the largest 
gains occurring outside of the central 
cities. All of these basic changes 
had been anticipated in the 1952 
SALES MANAGEMENT Canadian Sur- 
vey, with, however, the following 
exceptions: 

The Survey underestimated certain 
individual components of retail sales, 
particularly furniture, household fur- 
nishings and radio sales, despite over- 
all accuracy on total sales. See Table 
2, “Comparison of Components of Re- 
tail Sales, 1951.” 

On the other hand, there was an 
overestimation of the retail sales of 
the large metropolitan areas. 

Defining the latter along county 
lines, as indicated in Table 3, “1951 
Canadian Census of Retail Trade vs. 
SALES MANAGEMENT Estimates,” Sur- 
vey estimates for nine of the leading 
ten areas proved to be somewhat on 
the high side. However, the Census 
results are themselves sometimes 
puzzling. Winnipeg, for instance, the 

(Continued on page 766) 
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The ( anadian 


..an analysis of your customer 


Weve RECENTLY COMPLETED an in-depth study of 

Canadians, with special emphasis on the French ndey 
market. The study is called The Canadian and is the Fevviiens 
most comprehensive we've ever undertaken. Extra ati 
copies have been ordered—so that you may have 


one with our compliments. 


You'll find The Canadian a valuable addition to 
your market data. You can use it to help you answer 
questions like ““How many salesmen should we have 
in the Maritimes?”, “Where are Quebec’s industries Sommunit; 
concentrated ?”’, “‘How many Westerners will reach Sales and Seow 


, “ : Br 
our product age-group this year?” Here are answers of Various ante 
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to questions that require detailed and reliable analysis. 4 
You can order a copy from either our Toronto or 
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: : Bs Vertisi 

secretary will do. The index of the book will to La 
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Table 1 
Canada vs U.S. A.—Population and Retail Sales Changes 


POPULATION (Millions) RETAIL SALES (Millions of $) 


1961 1951 


10,654 


| 
| 182,975 
| 


Table 2 
Comparison of Components of Retail Sales, 1951 


(Canadian Census vs. Sales Management Estimates) 


Sales Management Index of Accuracy 


General Merchandise... . os : 
Furniture, Household Furnishings, Radio 
Automotive : 

Drug..... 


Table 3 


1951 Canadian Census of Retail Trade vs Sales Management Estimates 
(For Canada, Provinces and the Large Metropolitan Trading Areas) 
| Re r | | 


CANADIAN CENSUS 
SALES 
MANAGEMENT 
1951 (000 $) 


4,114,191 | 1,406,977 
2,438,113 818,671 
1,083,001 | 308,573 
2,116,779 | 618,790 

808 , 180 | 210,833 

653 816 186 , 886 

854 , 783 

732,455 

54,118 

392,523 

285,814 

158,407 


| 1,288,110 
Montreal (Montreal, Jesus Island and : 1,229,847 
Vancouver (Div. 4, B. C.) ; 648 479 
Winnipeg (Div. 6, 9, Man.) ieees 384,107 
Hamilton (Wentworth, Ont.) . : } 253 ,831 
Ottawa (Cariton, Ont., Hull, Que.) 
Edmonton (Div, 11, Alb.) 

Calgary (Div. 6, Alb.) 

Windsor (Essex, Ont.) 

Victoria (Div. 6, B. C.) 


TOTAL, ALL METROPOLITAN AREAS.. 


* Including Yukon and Northwest Territories. 
Biggest sales gains in the 1941-51 decade were in the western area (same was true in the U. S. A.) and in areas outside the major central cities. 
Major error in SM’s Canadian SURVEY of 1951 retail sales was underestimation of rural areas and of the store classifications of furniture, household furnishings and radio. 
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CANADA—BY SALES, NOT SIZE 


In Canada, the value of a Pro- 
vince, County or Sales Territory 
cannot be determined by its 
geographic size. Weekend 
Magazine has prepared a map 
that illustrates Canada as a sales 
territory by scaling the Coun- 
ties in proportion to retail sales 
dollars spent, based on the 1951 
D.B.S. Census.* Copies of this 
map, both in outline form or 


with Weekend coverage which 
every advertiser and agency will 
find extremely helpful in plot- 
ting advertising performance, 
are available without charge 
from Weekend Magazine. In 
the United States, please con- 
tact our representative, O’Mara 
& Ormsbee Inc., New York, 
Chicago, Los Angeles, San Fran- 
cisco. 


Weekend 


MAGAZINE 


231 St. James St. W., Montreal 


eee 38 COUNTIES 
27 COUNTIES 


70 COUNTIES 


28 COUNTIES 


(over 40% Coverage) 


fF (25 to 40% Coverage) 


(10 to 25% Coverage) 


TOTAL CANADA 


Weekend 


MAGAZINE 
COVERAGE OF 
ALL FAMILIES— 


67.23 
32.08 


16.29 


(5 to 10% Coverage) 


38.70 % 


g % OF TOTAL | 
RETAIL STORES 


Bt 


SALES 


1,307,000-"" far the largest 


lation of any 
publication in Canada 


circu 


ws Territory map of 


Canada measures 35” wide 
and 22%” deep 


1955 
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Parlez-vous francais? 


Canadian Post Office figures show over 401,000 
French-speaking households served by Rural Mail . . . 
over 380,000 in Eastern Canada. And the great majority 
of homes served by Rural Mail are farm homes. 

Official figures also show that cash farm income of 
these French farm families has jumped 550% since pre- 


it’s family . . 


war days! The predominantly French province of 
Quebec alone took in over $408 million cash farm 


income last year. 


Add Canadian Government Family Allowance cheques 
—a substantial sum in the case of these big French farm 
families—and other off-farm income, and it adds up 


to a huge and diversified market. 


From its wide and 
close contact with 
this great market, 
La FERME will 
gladly furnish in- 
formation and as- 
sistance. 


This multi-million dollar French market has certain 
very definite characteristics to consider. It’s French . . . 
. it’s farm. To reach it effectively and 
economically, you need a medium with those same 
characteristics. La FERME—French, family, and farm 
monthly—fills the bill! 


JaFERME 


Director of Advertising: Walter G. Blennerhassett 


1236 Crescent St., Montreal 
UNiversity 6-7321 


(Continued from page 762) 
central marketing area for a rich farm- 
ing region, is reported by the Census 
to have had a degree of gain far below 
that of the Prairie Provinces and of 
Canada. 

The Survey can at best point in the 
right direction and indicate approxi- 
mate size of target. 

The techniques employed to adjust 
DBS Census data on retail sales to a 
current basis, duplicate in general the 
methods discussed in detail in the 
introduction to the U. S. Survey data. 
Local data on bank debit movement 
are related to corresponding data on 
retail trade change. One added ad- 
vantage not available for the U. S. is 
the fact that the DBS estimates retail 
sales for Canadian provinces on a cur- 
rent basis, whereas in the U. S., the 
Department of Commerce is not re- 
quired to maintain current retail sales 
data on a state level. 

The groupings of the five store 
types are those used by the Dominion 
Bureau of Statistics and are precisely 
the same as those used for the Bureau 
of the Census in Washington. Food 
includes all stores selling food pri- 
marily (groceries, meat markets, deli- 
catessens, candy and dairy stores); 
the Furniture-Household-Radio _ in- 
cludes furniture, drapery, curtain and 
household furniture stores, household 
appliance dealers, radio and musical 
instrument stores. Drugs include 
sales of drug stores only. Automotive 
sales cover outlets classed as “ve- 
hicle dealers,” handling used and new 
cars, plus parts. 


Net Effective Buying Income 


The first column under this heading 
shows in thousands of dollars the Net 
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Effective Buying Income (after pay- 
ment of income taxes) from all sources 
such as salaries, wages, dividends and 
entrepeneurial income, including farm 
income. 

The Dominion Bureau of Statistics 
provided SALES MANAGEMENT with 
estimates of personal income (before 
taxes) for Canada and the provinces 
(including Newfoundland) for 1953, 
which were then projected to 1954, 
and distributed among the various 
counties and cities according to a 
formula devised for estimating income 
for similar U. S. A. civil divisions. 
(See page 22.) 

The county and city figures—just as 
in the case of similar figures for popu- 
lation and retail sales—-are further re- 
fined to show percent of Canada. Still 
further refinements are the per capita 
and per family income figures, straight 
arithmetical computation derived by 
dividing total net Effective Buying 
Income by the number of inhabitants 
and the number of families. 


Sales—Advertising Controls 


The next to the last column, “Buy- 
ing Power Index” is based upon a 
comparable column in the U. S. A. 
section which is widely used in setting 
sales quotas and allocating adver- 
tising appropriations. 

The last column, “Quality of Market 
Index,” is a measure of the purchasing 
ability of each county and city, as 
compared with the Dominion. It is 
constructed by dividing the percent 
of Canada potential by the percent of 
Canada population. The Dominion is 
the base, 100. This column is de- 
signed especially for sales and adver- 
tising executives who are considering 
intensive campaigns in a selected list 


of above-average counties and cities. 
Those counties and cities which have 
an index figure markedly higher than 
the Dominion (100) are likely to be 
the ones where intensified promotional 
campaigns should bring the greatest 
returns, provided, of course, that the 
percent of Canada potential column 
shows that they are important also 
from the standpoint of quantity. 


Metropolitan Area 
Definitions for Canada 


Marketing men have long been 
seeking a workable metropolitan area 
concept for Canada that would help 
focus attention on the relatively small 
number of urban areas that account 
for the bulk of Canada’s marketing 
activity. In connection with the 1951 
Canadian Census of Population, the 
Dominion Bureau of Statistics has 
taken a step in this direction by 
issuing population data for thirty-one 
officially designated “Census Metro- 
politan Areas.” 

The Bureau confined itself initially 
to fourteen of the larger cities of 
Canada which have well-defined satel- 
lite communities in close economic, 
geographic and social relationship to 
the city proper. Population data are 
available for these areas not only for 
1951 but also for 1941. 

In connection with the new Census 
of 1951, however, the D. B. S. estab- 
lished analogous “metropolitan” area 
definitions for an additional seventeen 
cities for which “there are adjacent 
areas with urban characteristics and in 
which the population of the central 
city is over 25,000.” Unfortunately, 
the D. B. S. omitted from its designa- 
tion of these additional urban areas 
the cities of Regina and Saskatoon, 
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2% most interested 


. ae 


os 


The Star Weekly is indispensable reading 
in over 900,000 Canadian homes every 
week. That's for sure... because 99.6% 
of all these families buy it on a weekly 
cash basis (only 0.4% is by subscription). 
In every English-speaking centre of 60 or 
more families, the Star Weekly is taken 
right to the home by carrier boy, who 
collects on delivery. And more Canadians 
buy the Star Weekly in their drug stores 
and on the newsstands than buy any 
ether single publication! 


Families buy the Star Weekly because they 
want to read it...and because there’s 
something to interest every member of 
the family in its beautifully printed Roto- 
gravure section; its two big Magazine 
sections; its exclusive Comics; and the 
weekly Novel. 


You need a Big audience PLUS proved 
reader interest to make your advertising 
pay off with maximum results at lowest 
cost. Only the Star Weekly offers you 
this huge all-Canada, A.B.C.-verified 
audience, plus this unmatched “cash con- 
firmed” readership. 


STAR WEEKLY @ 


Published at 80 King Street West, Toronto 
Montreal Advertising Office: University Tower 
U.S. Representatives: Ward-Griffith Company Inc. 
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MONTREAL 


Canada’s largest urban market — seventh on the continent. . . . More homes, 
more consumers, more retail outlets than any Canadian city — a two-language 
city of over 1,500,000 population. 


ONE paper does your coverage job in English Montreal! 


Advertisers get power-packed selling action in the Star because the Star pro- 
vides one-paper coverage of Montreal’s English market. Your advertisements 
go to work in the leisure evening hours, in the home, to pay off at point-of-sale! 
And the Star backs its coverage with practical, workable merchandising services. 


MORE retail, general, classified, and department store advertising than any paper 


in Montreal’s English field. 


For the past three consecutive years, the Montreal Star led ALL six-day newspapers on the conti- 


nent in volume of general advertising! 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


both of which have populations over 
50,000, on the grounds that these 
cities “did not have well-defined satel- 


lite communities.” Nevertheless, any 
listing of Canadian metropolitan areas 
would certainly be incomplete without 
these two cities, so we have included 
them in our tabulation. 

We present below a tabulation of 
Survey market data for 1954 for 
Canadian metropolitan areas, as de- 
fined by the D. B. S. In this table, the 
1951 Census benchmark data for 
population, families, sales and income 
are projected to 1954 on the basis of 
trends in counties and cities involved. 

There is, however, one fundamental 
difficulty impeding the use of these 
metropolitan area definitions, which 
American marketing men can com- 
ment upon out of their own experience. 
And the difficulty is simply this: the 
definition of the boundaries of the 
satellite areas follow a population 
density contour, and therefore cut 
across corporate, municipal and county 
lines. These definitions are similar 
in concept to the “metropolitan dis- 
tricts” of the 1940 United States Cen- 
sus, which were composed of minor 
civil divisions in and around cities of 
more than 50,000 inhabitants, having 
a population density of 150 persons 
per square mile. In making up these 
districts, it was sometimes decided to 
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include a few less densely populated 
civil divisions on the basis of special 
qualifications, and in other cases, only 
a portion of a minor civil division 
was included if the division had a 
large area and the principal concen- 
tration of population was in a small 
section in or near the central city, with 
the more remote sections being 
sparsely settled. In such cases, the 
unit considered was not the minor 
civil division, but component enumera- 
tion districts. A metropolitan district 
was thus not a political unit, but 
rather an area including all of the 
thickly settled territory in or around 
a city or group of cities, and tended 
to be a more or less integrated area 
with common economic, social, and 
often, but not always, administrative 
interests. 

However, it was this lack of ad- 
ministrative interests that proved to be 
the Achilles heel of the definition. In 
the years since the 1940 metropolitan 
districts were established, there has 
been very little, if any, major market- 
ing use made of these district defini- 
tions. The reason is that the boundary 
definitions were so complicated and 
detailed that it proved impossible to 
secure sales data for these areas with- 
out investing a huge research effort. 
Consequently, these essentially un- 


workable metropolitan district defini- 
tions were soon scrapped and replaced 
by a metropolitan county area concept, 
which, in the United States, has 
proved to be quite successful. 

The general concept adopted is one 
of an integrated economic unit with 
a large volume of daily travel and 
communication between the central 
city and the outlying parts of the 
area. 

The application of these principles 
has finally yielded 165 metropolitan 
areas in the U. S., defined along county 
lines, which have been enthusiastically 
and universally accepted by market- 
ing experts, distributors, advertising 
agencies, manufacturers, etc. . . . for 
the comparison of sales performance 
in the key markets of the United 
States. 

Now, in passing over from the 
metropolitan district concept to the 
metropolitan county concept, it was 
frequently found necessary to include 
large land areas, often sparsely settled, 
which would not really be regarded 
as urban in character. Yet, it was felt 
that the distortions introduced in the 
final data were not great enough to 
outweigh the advantages growing out 
of the use of the simple couaty defi- 
nition. 

Over the past two years, the SALEs 

(Continued on page 772) 
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Summary of Data for Metropolitan County Areas 


See explanation of definitions, page 766. 


ET EFFECTIVE RETAIL SALES—1964 
BUYING INCOME @ 
ESTIMATES—1964 ESTIMATES 


FIVE STORE GROUPS 

Per | Per (in thousands of dollars—add 000) 
% Cap- | Fam- 

ita | ily 

Canada) In- 


come’ 
NOVA SCOTIA 
Halifax (Halifax County 2] 1. A 171, a 969 
Sydney-Glace Bay . = 111,129 888 
(Cape Breton County)... 


NEW BRUNSWICK 
Moncton (Westmore- 


14,613 


» abl 
za 8 


21,774 


ONTARIO 
Brantford (Brant Co.) 


15,015 
Fort William - Port 


141,671 
80,879 


441,014 


170, 178 
240,227 
118, 882 


— 


Teen 


499, 657 


3 & 


79,484 


134, 946 
105,464 


86, 187 
178,611 
Toronto (York County). a a 2,033,776 
Windsor (Essex Co.).... 357,116 


MANITOBA 
Winnipeg (Division 6 
and Division 9)... . . A \ 497,560 


SASKATCHEWAN 
Regina (Division 6) 5. ° 157,531 
Saskatoon (Division 11) 8. A a 136,613 


ALBERTA 
Calgary (Division 6)... 
Edmonton (Division 11) 


BRITISH COLUMBIA 
Vancouver (Division 4)... 
Victoria (Division 5)... 


NEWFOUNDLAND 
St. John’s (Division 1) .. 


2,907; 17,199) 1,946 


Total SM Metropolitan m| | | 
County Areas........1 8,538. a -0 |10,497 862/63. 1845) 1,229)4, 7,918,608 . 1,333,252) 384,774/1,413,134/201,716} 62.2564) 113 


© SM, 1955. Before using these figures, see explanation page 761 
MAY 10, 1955 


Canadian Metropolitan Areas 


DBS Population Density Definitions. See page 766. 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 


BUYING INCOME HM ING 
ESTIMATES CONTROLS 


ESTIMATES—1954 
FIVE STOR! UPS 
thousands of dollars—add 


(in 


Net % 
Dollars of General | Furn.- | Auto- | 
(add 000) | Canada Food | Mdse. ee | motive | Drug 
} 


NOVA SCOTIA | | 
Halifax....... ‘ A . ° 147,158) ote | 143,725) 1.1868 way 29,068 568; 22,638) . 3,374) 


NEW BRUNS- | 
wick 
St. John...... a: sw 20.5} 10.3 73,377 .4416| 893/3,579| 69,459 .5736| 3,388, 18,262) 8,226 10,742! 2,219 

| | | | 

QUEBEC | biel | | 
Montreal 1,523.9} 9.8600, 366.8) 64.7 | 1,693,495 10.1927/1,111|4,617] 1,432,507|11.8292| 3,905] 384,526, 208,138, 74,655, 210,286) 36,193] 10.6171) 108 
Quebec. .... 302.7) 1.9586) 59.6 93.6 | 289,838) 1.7445, 958/4,863] 228,193] 1.8843) 3,829) ,887| 33,736 : 42,289) 5,716) 1.8293] 93 


| | | | 


| 

ONTARIO | ey 
Hamitton ...] 294.6) 1.9061} 69.9) 3.1] 430,001] 2.5881|1,460/6,152] 268,008| 2.2131| 3,834] 62,568) 30,022] 14, 51,202) 8,443) 2.3382) 123 
London............. 188.0) .8929) 34, ae 2. : 191,013) 1.1497|1,384)5, 155,337) 1.2827) 4, 16,028 12, 30,227) 4,873] 1.1382) 127 
Ottawa... .....cc-ef 311.9) 2.0981) 442,627| 2.0663)1,420)6,372) 297,894) 2.4807) 4,288) 78, 43,568, 13,339, 44,505 5,961] 2.4745) 123 
Toronto. .... 1,251.3) 8.0963} 292. mil 2 2. : ,948, 712|11.7289|1,567\6,671] 1,489, 945|12.1384] 5, 361) 242,484) 78,981) 260,950) “7 11.1282) 137 
Windsor............] 173.4) 1.1219) 42.3] 19.7 | 280,639) 1.6229|1,555/6,374] 152,412) 1.2586) 3,603 39,277) 12,099) 16, 24,740, 4,789] 1.4134, 126 

MANITOBA iat 
Winnipeg. .... 4) 2. 105.1, 8.4] 465,605 2.8024/1,193|4,430] 392,264) 3.2391] 3,729, 77,393 103,195, 14,598) 67,740| 12,341] 2.8781| 114 

| | | | } 


| 
ALBERTA......... | | 
Calgary......... 8, 1.0839; 43.4) 3.1] 223,070 14a 100,14] 20 sr 1-708 4,813) 36, ,756| 9,603, | 37,418) 4,374 


Edmonton ‘ ‘ 50.4) 5.8 268,415) 1.6155|1,295/5, 251.729 0787| 4,995) / — 223; 48,633) 6,004 
j } | 


| 
BRITISH 
COLUMBIA ioe | 
Vancouver.......... 4} 3. -5| 3.2] 880,239) §.2980|1,483|5,384] © 658,878| 5.4408| 4,030, 117, 137,319} 28,264] 141,228) 17,249] 6.0491) 132 
Victoria. ........... a. 0} 2. 161,722} .9734/1,349)4,621] 114,461| .9452) 3.270 | 24,342] 6,255) 21,364 2, 9254) 119 


| | | | 


ep: | 


NEWFOUNDLAND 
St, Jobn’s.......... 738.8) 4885 
- +s —_ | | 
Total DBS Metropolitan | | | a id 
fetes. nnn | 6,770.4137.3061/1,267.6| 28.7 | 7,820, c40les.21941, 20818207] 6,010, 722\ea.2700| 4, 20611,201,07311,016, 910] 290, mt 024, 847/180, 736) 44.7864 120 


| | 
43, 642| -2621| 576)3,088) 74 Ld 6189 s.6 16, ™ 18, = = 10, mm 1,1 cs 85 
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IF YOUR PRODUCT HAS CHRISTMAS-GIFT APPEAL 


don’t overlook the big possibilities in the multi-million dollar gift practices of the 
nation’s business concerns. SALES MANAGEMENT’S September 10 issue—‘‘When a Cor- 
poration Says ‘Merry Christmas’ ”’—offers you an exclusive approach to the men in 
these companies who chiefly determine how much will be spent and what items will be 


chosen, Full details from: 


SALES MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


Write for marketing details which will 
be supplied by our marketing research 
bureau. 


TORONTO 
Tue SourHaM Newspapers 
338 Yonae Sr. 


MONTREAL 
Tue SourHaM Newspapers 
1070 Brevury Sr. 
J. C. McCacuz, Manacer 


GREAT BRITAIN 

F. A. Smytu 

34-40 LupGate Hitt 
Lonpon, E.C. 4, ENGLanp 


UNITED STATES 
Cresmer « Woopwarp Inc. 
(Can. Drv.) 

New York, Detroit, Cuicaco, 
San Francisco, Los ANGELES, 
ATLANTA 


MAY 10, 1955 


You can reach a 
$1,600 ,000,000 


market in Canava 


BEST through newspapers * 


To get your share of 
the Canadian retail market, 


remember—you can reach it best, 


most effectively through 
newspapers! Cities are far apart 
and the population is scattered 
in a narrow fringe along the 
border. No one magazine or 
newspaper gives complete 
national coverage—you need a 
group of /ocal newspapers. 


*The 7 Southam Newspapers 
offer you a ready-made market in 
Canada—covering 7 important 
centres with more than 1,500,000 
loyal readers daily. Readers who 
also spend more than one billion, 
six hundred million retail dollars 
annually. 

In Canada you cannot overlook 
newspapers—and to reach a 
$1,600,000,000 marker best you 
need the 7 Southam Newspapers! 


you get ACTION when you advertise in Tue Ortawa Citizen, 

Tue Hamitton Spectator, THE WInNipeG TrispuNe, THe EpMoNTON 

Journat, THe Mepecine Hat News, Tue Catcary Herarp, THe 
VANCOUVER PROVINCE. 


SOUTHAM NEWSPAPERS 
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(Continued from page 768) 


MANAGEMENT research staff has been 
consulting with various Canadian mar- 
keting experts on the advisability of 
establishing metropolitan area defini- 
tions for Canada that would follow 
county lines. Enough interest (along 
with some skepticism) was expressed 
for us to decide to go ahead. Accord- 
ingly, we present on page 769 our 
definitions of 33 major Canadian 
a areas, defined on county 


In only four areas (Montreal, 
Quebec, Ottawa and Winnipeg) was 
it necessary to include counties other 
than the parent county. By and large, 
with the exception of St. John, N. B., 
the population totals included in the 
metropolitan county areas are greater 
than the population totals of the 
i ae areas as defined by the 

The largest divergence occurs with 
respect to Victoria, for which the 
county definition (Division 5 in B. C.) 
covers about twice as many people as 
are in the D. B. S. definition of the 
Victoria metropolitan area. 

It must be noted that these county 
definitions are offered with great 
caution, for there are some difficulties 
involved in their use. County lines 
in Canada are in some cases drawn in 
a rather perverse way, from the stand- 
point of their use as self-contained 
market ateas. For example, county 
lines in Quebec on the north shore of 
the St. Lawrence River are long nar- 
row strips, running north of the river. 
Thus, the county of St. Maurice in- 
cludes the two separate areas of 
Shawinigan Falls and Trois Rivieres. 
Much of the trade in the latter city is 
associated with part of Champlain 
County and Nicolet County across the 
St. Lawrence. Subsequent examina- 
tion by Canadian marketing experts 
might result in the inclusion of Nicolet 
County along with St. Maurice County 
as the metropolitan area for the mul- 
tiple city market of Shawinigan Falls- 
Trois Rivieres. 

Another difficulty is found in the 
definition of the Winnipeg market as 
including all of Division 6 (Mani- 
toba), which means the inclusion of 
nearly 30,000 persons in the rich 
farming area of the Portage Plains and 
the Red River Valley. Similar diffi- 
culties affect other metropolitan areas 
where the use of county lines re- 
quires departure from a strictly urban 
concept. Whether or not these de- 
partures are considered too large can 
be ultimately answered only by Cana- 
dian marketing experts. We offer these 
definitions principally to stimulate 
thinking on the part of Canadians on 
a vital marketing problem. We can 
say this, however, that these Canadian 
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county definitions will probably be 
used by Americans familiar with the 
usefulness of the concept and who 
wish to assemble Canadian data com- 
parable to what is available for the 
U. S. 

In addition, however, and in defer- 
ence to the desires\of most Canadian 
marketing experts, we also present 
market data tabulations for 15 large 
metropolitan areas using the D. B. S. 
“population density” definitions. While 
we feel these definitions have limited 
usefulness, we must concede that 
most Canadians appear to prefer them. 
Unfortunately, however, the D. B. S. 
has only tabulated retail sales in 1951 
for 15 of the larger metropolitan areas, 
and not for the remaining smaller 
areas. Therefore, we show two metro- 
politan tabulations: one for 15 areas 
using D. B. S. definitions, the other 
for all 33 areas, using the SM county 
definitions. 


Typical Applications 
of the Canadian Survey 


The specific uses to which the 
Canadian Survey are put run parallel 
to those reported in a recent survey 
of nearly 800 companies who were 
asked to tell us how they use the 
SALES MANAGEMENT Survey of Buy- 
ing Power, including all sections from 
the first page to last. 

In the order of importance, these 
various uses are: 

1. Choosing city markets for more 
intensive cultivation. 

2. Fixing quotas of salesmen. 

8. Allocation of advertising funds 
between market. 

4. Changing the size of the adver- 
tising budget according to the 
task to be accomplished. 

. Deciding whether or not mar- 
ket potentials justify introduc- 
ing a new item. 

. Dealer promotion — to 
them their potentials. 

. Deciding on the number of 
salesmen to be employed. 

. Choice of specific advertising 
media (new). 

. Deciding on location of new 
sales branches, retail outlets, or 
factories. 

10. Changing amounts to be allo- 

cated to media previously used. 

For Canada, as in the U. S., the 
most widely used single factor is the 
Buying Power Index. In this index 
a weight of two is given to the per- 
centage of total Canadian population, 
a weight of three to the percentage 
total of Canadian retail sales, and a 
weight of five given to the percentage 
of total Canadian Net Effective Buy- 
ing Income. This index measures the 
potential demand for a wide range of 
goods and services that are neither 
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low-priced, staple goods on the one 
hand, nor high-value goods with a 
luxury appeal on the other. For the 
low-value goods with mass appeal, 
population or families would be the 
preferred indicator of marketing po- 
tential, for there would be little change 
in per capita consumption of such 
goods from area to area. However, for 
most commodities, income plays an 
important role in the determination of 
demand, and for such goods Net 
Effective Buying Income would be the 
preferred factor. However, the avail- 
ability of retail outlets is also an im- 
portant factor in marketing; hence the 
inclusion of retail sales in the weighted 
index of Buying Power Index. 

The weights employed in the con- 
struction of the B. P. I. can be varied 
of course to suit the product under 
consideration. In the sale of appli- 
ances, for instance, families should 
be substituted for population, since the 
product is sold on a household basis, 
and sale of furniture-home furnishings 
and appliances substituted for total 
retail sales. Again a large food com- 
pany assigns a weight of 4 to popula- 
tion, 4 to food sales, and 2 to income. 

The following extracts from sub- 
scribers’ correspondence give some 
indication of specific uses to which the 
Canadian Survey is regularly put: 


1. Cockfield, Brown and Co., Ltd.: 
“Your Surveys are most helpful 
in determining advertising allo- 
cations, from the standpoints of 
both the potential, and the 
actual performance of markets.” 


. R. C. A. Victor Co., Ltd.: “We 
hzve been using the data very 
successfully in allocating our 
advertising dollars so that they 
will be most efficiently spent 
right across the 4 


. Firestone Tire and Rubber Co.: 
“The 10 copies of the Canadian 
Survey of Buying Power were 
distributed to our district man- 
agers across Canada. They 
have found this Survey very 
effective in establishing new 
retail store locations in the 
more important Canadian Mar- 
kets.” 


. J. J. Gibbons, Ltd.: “This Sur- 
vey of Buying Power, which 
you issue year by year, should 
be used by every sales and ad- 


vertising executive in the 
Dominion, and I know that 
many of our own clients regard 
this Survey as a high-hand 
power when they are preparing 
their respective budgets and 


(Continued on page 778) 
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If your’e really going to sell Canada— 


® look at all of Canada. The markets 
served by Thomson newspapers are 
rich sales areas. Here’s proof— 
Retail sales in Canadian communities 
served by Thomson Newspapers 
totalled $1,368,000,000.00 last year. 


This sales figure is greater than that of 
either Toronto or Montreal; 

greater than that of Winnipeg, 
Calgary, Edmonton, Regina and 


Saskatoon combined; 
much greater than that of any 
one province other than Ontario 
and Quebec. 
Now look at the Thomson Newspapers 


that reach these rich, localized markets. 
The Thomson Newspapers are 


good newspapers. As each newspaper 
has been acquired by the 

Thomson Company Limited, 

every effort has been made to improve 
its production facilities, 

to modernize its formats and 

increase the quality and quantity of 
its news content. This has resulted in 
wider influence and more impact 

on the area it covers. So, if you’re 


really going to sell all of Canada—the 
Thomson Newspapers are a must! 


By adveztising in Thomson Newspapers 
you get the benefit of follow-through 
merchandising service, low cost 

ae circulation blanketing the markets, 
distribution checks, market analysis and 


effective retail co-operation. 

The Thomson Newspapers are doing 
a good job for others—let them 
work for you! 


Thomson |fowspapers 


Thomson Newspaper Advertising Service Offices: 


TORONTO MONTREAL NEW YORK LONDON, ENGLAND 
44 King St. West 225 University Tower Building - 141 East 44th St., New York 17 63 Fleet St., London £.C.4 


Nanaimo Free Press * Vancouver Herald * Moose Jaw Times Herald + Prince Albert Daily Herald + Brampton Conservator + Chatham 
Daily News + Galt Evening Reporters Guelph Daily Mercury « Kirkland Lake Northern Daily News Orillia Packet and Times « Oshawa 
Daily Times Gazette» Port Arthur News Chronicle + Sarnia Canadian Observer * Timmins Daily Press * Welland-Port Colborne Evening 
Tribune* Woodstock Sentinel Review * Quebec Chronicle Telegraph + Charlottetown Guardian St. Petersburg Independent, St. Peters- 
burg, Florida « The Canada Review, London England « The Scotsman « The Weekly Scotsmane The Evening Dispatch, Edinburgh, Scotland 
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5-YEAR GROWTH STUDY SHOWS: 


13% MORE CANADIANS AND 
THEY LIVE 40% BETTER 


THE RATE OF POPULATION GROWTH IN. CANADA AVERAGES ALMOST 
USA CANADA 3% ANNUALLY —A RATE CONSIDERABLY HIGHER THAN IN THE U:S.A. 


TAKING 1950 POPULATION AS THE BASE, 100, THIS IS THE GROWTH PATTERN BY PROVINCES: 


1955 POPULATION OVER 1950 


"NEWFOUNDLAND TLLLLALLLLLLLLLLLLALLLLLLALLLALLLLLLLLL.LLLLL ene 
PRINCE EDWARD ISLAND BE AGAOAAROIOORRIORORONRRHRONRONOOOROONE 111 
NOVA SCOTIA LLLLLLLLLAL LLL bhbdbbh mek 
NEW BRUNSWICK HHOPRRORRORORNAR ONTO NARNEED 106 
QUEBEC SULLLLLLLLLLLLLLLLLALALLL LLL bbb LLL mes 
ONTARIO HRORARONRR ORR RNRRRRRRRRHRRRNRHRHHRRORRRO NORD 115 
MANITOBA TL NNIIRRRNRNNNNRRRIORRAITE 106 
SASKATCHEWAN HOONRONRRONOONIRORONEE 103 
ALBERTA HORHONIRRNRRRRNRRNRRRRNRRRRRRNRRRHNRRRHNRRRHORRRORRRROTD 12 
BRITISH COLUMBIA HOORRNRRRR RRR ORRHNRRORRRRRER RHRRRROOTED 114 : 

ALL PROVINCES TULLE ARLLLLALARLLELLL LLL D LAL LALE Lime 


5, 33% 
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RETAIL SALES IN CANADA HAVE LIKEWISE GAINED AT A HIGHER 
RATE THAN IN THE U.S.A. — BY: 40% AS AGAINST 33%. 


RETAIL SALES 1954 OVER 1949, 


NEWFOUNDLAND 
PRINCE EDWARD ISLAND 
NOVA SCOTIA 
NEW BRUNSWICK 
QUEBEC 
ONTARIO 
MANITOBA 
SASKATCHEWAN 
ALBERTA 
BRITISH COLUMBIA 
ALL PROVINCES 


PICTOGRAPH BY 


Set Meagan Source SALES MANAGEMENT Researc h Department 
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Cover two big 


Canadian markets with 


one great magazine 


If you sell to Industry 


art's 


. . . you need Time. More than 34 of the men in 
business and industry who read TIME are in top 
management positions. They are the buyers and 
decision makers in the fast-growing Canadian mar- 
ket. To reach this valuable market, your advertising 
belongs in TIME. 


If you sell Consumer Goods 


. . . you need TIME. The same TIME readers at the 
head of Canadian industry also head up families 
with incomes twice as big as the average Canadian 
family. These upper-income groups look to TIME as 
the weekly newsmagazine . . . the authoritative shop- 
ping guide. - 


TIME—to reach Canada’s biggest and fastest-growing 


market of best customers. 
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“CANADA IS BIGGER THAN | 


THE BOTH OF US” 


conomy has gain 


cade Canada’s e 
re rapidly than that of the U.S.A. 
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“CANADA'S SALES ARE LARGER” 


° 
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“CANADA’S SALES ARE LARGER” 


volume of $12.11 billion is in 
ess of any of these combinations of important 


PICTOGRAPH 


1954 retail sales 


eS oF 


Th 


You’re right—it’s a springboard! 


This book is full of springboards. A quick 
look at the market statistics to be found in 
this publication will answer a lot of your 
questions about the Canadian market. But 
statistics are only a springboard to the 
planning of successful marketing methods 
for a product. 

In Canada, to bring home the proverbial 
bacon requires not only a complete know- 
ledge of the market, but just as important, 
an understanding of people’s needs, desires 
and buying habits—the kind of knowledge 


needed to produce advertising, merchandising 
and sales promotion campaigns that lead to 
increased sales. 

We've grown up with them all. Canadian 
consumers and manufacturers, city dwellers 
and farmers, white collar workers and skilled 
tradesmen. You get to know these Canadians 
pretty well after 32 years in our business. 

We believe that any good salesman should 
ask for the order. In this case we ask you to 
contact one of our offices when you are 
seeking a Canadian advertising agency. 


RONALDS ADVERTISING AGENCY LIMITED 


Keefer Bidg. 
Montreal 


108 Peter St. 
Toronto 


409 Petroleum Bidg. 
Edmonton 


Dacre House, 
London, Eng. 


(Continue from page 772) 
find themsc!ves up against a 
sales or ma*ket problem.” 


. The F. H. \layhurst Co., Ltd.: 
“We have .cen using the Sur- 
vey for sev’*ral years now, and 
have found it of very great help 
in setting :p budgets for ad- 
vertising ad merchandising 
programs. -We have found the 
Survey pa-icularly helpful for 
selecting c/‘mparable cities for 
test advert; sing.” 


. Canadian "Advertising Agency, 
Ltd.; “We: find your manual 
very valua'vle in helping to iron 
out many “f our clients’ adver- 
tising and “nerchandising prob- 
lems. Méte specifically, your 
Survey of Buying Power makes 
an exceller¢ statistical yardstick 
against which can be measured 
the sales pptentials of any mar- 
ket area int Canada with a high 
degree of Accuracy.” 


7. H. J. Heinz Company of Can- 


ada, Ltd.: “Most of the infor- 
mation contained therein will 
be passed along to various 
Branch Managers across Can- 
ada, who, in turn, will be re- 
quested to use it in determining 
increased sales potentials terri- 
tory-wise, also in studying their 
per capita sales by cities, towns 
and area,” 


. Fine Foods, Ltd.: “Our imme- 


diate use of the Survey was in 
the alloting of sales territories. 
Postwar conditions made some 
revisions necessary, and the 
information provided by the 
Survey was most helpful.” 


. General Foods, Ltd.: “This 


company uses the IBM cards 
carrying the Canadian Survey 
data in order to compare actual 
company sales performance 
with potentials on a county 
basis.” 


10. Canadian Westinghouse Sup- 


ply Co.: “I was pleased to have 
the May Canadian edition of 
the Survey of Buying Power. 
It gave me some conception of 
industrial potentials, as well as 
general purchasing power, and 
this is quite helpful.” 


. Argus Cameras, Inc.: “We are 


giving consideration to the pos- 
sibility of establishing a small 
manufacturing plant in Canada. 
It occurred to us that perhaps 
your organization would have 
market information available 
that would help us ascertain 
the demand in Canada for our 
product.” 


2. Kraft Foods, Ltd.: “We would 


very much like to receive a 
copy of your 1953 Canadian 
edition just as soon as it is off 
the press. We are holding up 
an analysis until receiving your 
latest figures, and would like 
to say that past editions have 
been extremely helpful.” 


BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 


their authority is the Survey, with a very few exceptions. They know the Survey is reliable. And 


they know too that the people they are talking to—advertisers and advertising agencies—rely 


on the same authority. 


SALES MANAGEMENT 


Summary of All Canadian Data by Provinces 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


NET EFFECTIVE 
ESTIMATES BUYING INCOME 
1/1/55 ESTIMATES—1954 


PROVINCES a 

Fami- | % 
lies (French 
thou- |Speak- 


sands) ing 


POPULATION RETAIL SALES—1954 
BYP Estimates 


FIVE STORE GROUPS 

(in thousands of dollars—add 000) 
| Auto- 
motive 


Drug 


na | 9 
Doilars 
(add 000) 7" 
63,792} .5267| 2,786| 
816|3,508) 450,835) 3.7228 
686|2,966) 321,160 2.6820 


} 
| Fam- 
sands) Canada 


Prince Edward Island... 


Nova Scotia.......... 
New Brunswick... ..... 


11,837| 
2,875, 110,359) 
2,609} 70,611) 
2,829,461|23.3649| 2,857) 779,212) 
4,674, 899/38.6039, 3,479|1 037,765) 
686,217) 5.5014) 2,863) 116,117) 
| Ye 
750,731| 6.1983) 3,145) 107,172) 
936, 633} 7.7336) 3,087} 148,225) 
1,230,691/10. 1627) 3, 196) 242, 661) 
| | | 
185,593) 1.5326) 2,386| 46,010 


-3689| 
3.3111 
2.2853 


22.9 15.8 
156.8) 11.4 
128.0) 38.6 


104.7| .6774 
674.3) 4.3629 
o.¢) 3.5819 


11,955 
88,951 
66, 163 


1,1 
9,001 
7,161 


Quebec... 
Ontario 
Manitoba. . . 


24.9089| 923/4,179) 
40.0701|1,292|4, 954 
5.0702/1 ,005/3, 620) 


480,284, 57,1 
927,693/121, 
133,466) 17,693 


‘ 4,482.2|29.0011 on. 82.1 
5, 151.5/33.3316/1,343.9) 10.3 
838.3) 5.4241) 232.7) 8.5 


38. 2826 
5.2703 


13,769 159,038) 17,131 
29,723 206,876) 20,861 
47,289) 258,530) 28,918 


Saskatchewan 
Alberta 
British Columbia 


908,736) 5.4695! 1,020/3, 807 
1,175,841) 7.0771|1,102|3,888 
1,671,418) 10.0599) 1,298/4, 340) 


5.7479| 100 
7.2389) 105 
9.7484) 117 


891.3 5.7008) 238.7) 6.2 
-| 1,066.6) 6.9012) 302.4) 6.0 
1,287.9) 8.3330) 385.1) 3.6 
404.9 2.6199) 77.8; 2.7 1.6733) 64 
529,913)2,350, 146 282,210] (100) | 100 
these figures, see explanation page 761 


229,102) 1.3790 566|2,945 76 ,432 


Newfoundland 2,907, 17,190 1,946 


[16.455.3) (100)_|3,878.8) 30.8 


Total All Provinces 
© SM, 1955. 


16,614,643) (100) |1,075/4,284] 1,2109912| (100) | 3,122|2,669,560|1 998,548 


Before using 


ADVERTISEMENT) 


Province by Province the Reader's Digest Parallels Purchasing Power and Retail Sales in Canada 


PROVINCES 


% Canadian 
Net Effective 


% Canadian 
Retail 


Reader’s 
Digest 


Next 
Magazine 


Weekend 
Publication “A” 


Weekend 
Publication “B” 


% Distribution % Distribution % Distribution 


OF CANADA Buying Income Sales % Distribution 


| 
| 
| 


Newfoundland 
Prince Edward Island 
Nova Scotia 

New Brunswick 
Quebec 

Ontario 

Manitoba 
Saskatchewan 
Alberta 

British Columbia 
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Total—all provinces 100.0 


Includes small amounts ranging from 0.1% to 0.4% in Yukon, N.W. Territories and ‘Unclassified’ 


only Reader's Digest parallels Canadian purchasing power 
in both English and French Markets. 


1955 Circulation Base—850,000 
lowest page cost per thousand of any 
National Publication in Canada. 


enjoys the confidence of more 
than 2,600,000 readers. 


Reader’s Digest 


Advertising Offices: 


44 King St. W., Toronto. 

1015 Beaver Hall Hill, Montreal. 
230 Park Avenue, New York 17. 
333 N. Michigan Avenue, Chicago. 


MAY 10, 1955 


Re er re 
eet NES SEES 5 PPS tithe 


e iS ERLE Bae eke SY as Fa TT 


NEWFOUNDLAND, ..... 472 
PRINCE EDWARD ISLAND, © < 
NOVA SCOTIA 
and NEW BRUNSWICK 


Counties ond cities on this map 
are chorted in proportion to net 
Effective Buying Income: Scale, 
-0032 sq. in. equals $1 million. 


$4 Unie kt es 


i 


Sway = 1 d 
a or 


PS i reduced seporately to establish 
aertine naw BRUNSWICK ee the same area-income ratio for all. 
y : 


eee nseaneeet tens 6080s. stnteat wo: Oe te 
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Cities shown ore these having 
net Effective Buying Income of 
$15 million and over. 


i 
: 


PRINCE EDWARD ISLAND Re eee eae ee 


City and Population County City and Population 
(in thousands) 


Charlottetown ee eeees-. Queens Summerside 
ey SALES AND 

ee nae wt oa 
JM Bye BY) ESTIMATES—1954 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES = (in thousands of dollars—add 000) 
am-| 


Auto- 


In- 


110 192 
504 876 


Before using these figures, see explanation page 


reading of the explanatory introduction, starting on page 761, will help you make 
the best possible use of the Canadian data and features in this Survey. 


SALES MANAGEMENT 


HALIFAX is one of the 6 Major Cities in 
Canada With Newspapers Over 100,000 A.B.C. 


In planning your schedules you will want to have this market on your 
“A” list. The Halifax combination gives you complete coverage of the 
metropolitan area, and majority coverage of the whole retail trading area 
(N. S. Mainland). Cover this market effectively . .. economically . . . with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


Representatives: WARD-GRIFFITH & CO. INC., U.S.A. 


E. A. WILLIAMS, Toronto-Montreal A. B. a 107,581 Daily 


sive estimates hy SALES: MANAGEMENT. NOVA SCOTIA 


City and Population County City and Population 
(in thousands) 


City and Population County 
(im thousands) 
Cumberland REE, ote ae i 5 .4........Cape Breton 
Dartmouth......... ste men aa <0 Aaa i i. i 


Colchester 
Glace Bay. Hh oh Cape Breton New Glasgow... . Yarmouth 


POPULATION NET EFFECTIVE RETAIL SALES—1954 
BYD 3/1/55 BY LD EstimaTes—1954 BYP Estimates 
COUNTIES FIVE STORE GROUPS 
CITIES Fami- | lie (in thousands of dollars—add 000) 
es |French } et 


(thou- | Speak. Dollars ~ General 
sands) (add 000) 


Annapolis be 5.8) 5. ° 10,923 
Antigonish............ é 2.4) 22. q 607 8,836 
Cape Breton.......... ‘ 25.9 p 888 86 ,353 
Glace Bay........-. ° 5.2 ° 765 18,199 

‘So 5. 6.9 7 . 1,010 39,116 


8.0} 3. . 846 25,815 
2.8 . 970 18,477 
10.4; 10. : 687 26,448 
2.4 7 d 764 13,600 
5.1) 47. . 11,695: 


3.4 . 4,216 

39.9] 8. 149,978 

3.9 18,538 

105,398] .6344|1,073|5, 116,446]. y 26,670 

18,173 13,878| . 4,261 
| 


9,554 8,476) . 4,456 


J 26,379 | 20,489) . 4,252 
Kentville............ i d é 3,493 75 


Lunenburg.........- . : 27,380) . : , 208) | 3,707 


Plead. ss. <5 . - 34,662) . y . | | , 619) 2,929 

New Glasgow. Seca 4) ‘ 9,386) . 1,323 
Queens.............. ‘ . le 10,018) . d 1,354 
Richmond... .. rf -0718 3 6,250) . -0321) 1,632 


Shelburne............ 0951) 3.6) 2. 8,592! 2,262 

8.4) .0544) 2.0) 3, 4,500) . 978). 1,295 
23.4, .1814| 5. 14,460). 618/2, 2,950} 2,800 534 
Yarmouth.......... 8.3} .0537} 2. 6,732| .0405| 811 10,365). : 1,757 534 


| | | 
Total Above Cities. .... 221 3) 1.4318 ° 217,338} 1.3082) 982/4,547 258, 809) | 40,207 9,643) 51,011 


Province Total 674.3) 4.3629 . ° 550,126) 3.3111 450,835) 3. 86,767; 12,759) 88,951 


Per Capita Sales. .... We hs 669 129 19 132 
Por Family Sales.......}........1....00- aes. 2.875)... bi 553! 81 567) 
© SM, 1955. 


Before using these figures, see explanation page 


Summary of All Data for Canada is on page 779. 
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NE Ww BR T N SW r Cc i me estimates by SALES MANAGEMENT. 


City and Population % County City and Population County City and Population County 
(in thousands) (in thousands) (in thousands) 


Fredericton 3 ae Moncton. .. Westmoreland ab ee, oe 


SALES AND 

NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 
C BUYING INCOME @D> ING 

OY) ESTIMATES—1954 ESTIMATES CONTROLS 


FIVE STORE GROUPS = mm 
(in thousands of dollare—add 000) 


COUNTIES 
c 


Net | &% 
Dollars of 
(add 000) Canada 


Pas 


| General Furn.- | Auto- | 
Food | Mdse. | House- | motive Drug 


| | | 
2,806) .0282| 1, 1,096) 4s} ara} 
15,041) 1242 2,262) 451, 4,487; 
i 7 , d 15,939) .1316 4,038, 3,226 456) 3, 176) 
Feeers 4) .3972) 11. . 20,561) .1698 4,266) 7,895 390| 2,800 
oe. 7) 80. ; 7,233) .0597 1,225, 3,029) 98, 1,481 
, ce 8} 2. & | 11,074 - .0914/ 1, 2,338, 3,014) 146) 2,233 
1) 2465) 6.9) 93. ‘ 13,866| .1145 | 3,229) 2,168 | 2,919) 
ee 9} 30. ca 21,841) .1804 4,618, 5,292) 684) 5,163) 381 
Queens 7,087) .0586 1,688) 1,773 ny 2,410) 
2c 
1 
741 


| sf 


ee es ee ee 
SSSESER 
ee & 


Restigouche . 6) 66. rs 21,737) .1795 5,130, 3,483) 712| 4,931) 
St. John 0} .5046) 20.4) 10. A170) 68,617, .5666 17,703, 8,191) 2,863; 10,696) 2, 
St. John . .3345| 8) ° 62,645) .5173 15,159 7,922 2,751) 9,114) 2,143 


Sgigaxestaexeces 


Sunbury |. 3} 21. oy 2,501) | .0214 794 432 43 423 
Victoria a. . e 10,800) 0882! 2,413] 1,887 152) 2,904 
Westmoreland oo .7| 42, : 3,764] 66,170) .5464 12,842) 16,597) 2,140 11,875) 1, 
Moncton 30.6). ‘ ; 4,183] 48,778) .4028 7,268} 13,619 re 8,780) 1, 


York é - 2937) . ° . 2,967) 35,787) . 6.969) 4,512 1,224 
Fredericton 1171 0 17,520) . 3,504 27,750) . | 4,477) 1,455) 1,07: 


— _ | 
Total Above Cities. . , ‘ 26. 96,841 .5828) 965)/3,668] 139,173) 1.1493) 26 ,904 5,578} 26,723) 3,950) 


10, 193) 
8,829) 


553.6) 3.5819 128.0 38.6 379,697, 2.2853, 686/2,966) 321,160) 2.6520) 2,509, 70,611) 9,850, 66,163) 7,161 


128 18) = 120,13). 
562 77 —sSt7|_—sa.. 


229, 102| 1.3790) 5662, 946] 185, 583) 1.5326] 2,386) 46,010) 76,432| 2,007] 17.190) 1, 
| | j | | 


} 
185, 883) 1.atas 2.308 46,010| 76,432) 2,907, 17,190, 1,946 


Se / 


| 
| | 
404.9, 2.6199 77.8} 2.7] 229,102| 1.37901 sesi2, 


ae ee se asal.......| 
Per Family Sales , Sadia , OE. vadan.¥evetiee' 


QUEBEC | Ee re 


City and Population County City and Population County City and Population County 
in thousands) in thousands) (in thousands) 
Chicoutimi. . B.S : Chicoutimi ee) eee Montreal & ........Sherbrooke 
Drummondville. . 15 ; Drummond Jesus Islands s Richelieu 
Granby... 24 ; Shefford Quebec....... va SORE vnccsn secs ecee 
Hull 2 aia Hull Rimouski... . . pte -ee+--+..- Rimouski Trois Riviéres....... 
Joliette ; ae .Joliette Rouyn .... 17.0.......Témiskaming Valleyfield.......... 
Jonquiéres : bn Chicoutimi St. Hyacinthe....... 21.4.......St. Hyacinthe , | RE: Meteor 
Lachine : ‘ Montreal & St. Jean nb Pecans ee St. Jean Verdun....... Dien ..Montreal & 
Jesus Islands St. JerOme.......... 18.8.. Terrebonne Jesus Islands 
Lévis. . : ies . Lévis St. Laurent......... 21.0......... Montreal & Victoriaville. . . 
Montreal : .......Montreal & Jesus Islands Westmount ‘ 
Jesus Islands Shawinigan Falls 29.5.........St. Maurice Jesus Islands 
© SM, 1955. Before using these figures, see explanation page 761 


pulls over 500,000. french listeners. 
Can you afford fo ignore this market of 


O10 Quesec $ 250 000,000.00 ? 


IN’ CANADA 


Representatives 


'N CANADA 
TORONTO-MONTREAL IN U.S.A 


OMER RENAUD & CO WEED &Co. 


SALES MANAGEMENT 


IN QUEBEC PROVINCE 


Only the “week-ends” provide satisfactory cover- The nearest office of Henry De Clerque Inc. will be 
age of the 80% French market at a reasonable cost. happy to answer inquiries as to the all-important 
Used as the basis of advertising campaigns for the French market which makes up one-third of Canada’s 
French third of Canada, with R.O.P. colour available population, yet is concentrated mainly in the Province 
at very slightly more than BGW rates, they are the of Quebec. 
very heart and soul of any sales drive. To them can 
be then added the more expensive dailies as required NE tot sist St. 1525" Tribune Tower frederick A. Bartlett 


: Lexington 2-3739 Superior 7-2290 551 Skinner Buildi 
for further concentration on particular areas. re sat Seattle 1, Washington 


Mutual 1774 


Latest A.B.C. Circulation for 
p H f TQ : | f] i] R NAL 12 months Ending March 31st, 1954 
for LE PETIT JOURNAL—266,329 
TOUT PAR LIMAGE 


Our Circulation for issue of 
March 7th, 1955: 291,700 


Latest A.B.C. Circulation for 
12 months Ending March 31st, 1954 


for PHOTO-JOURNAL—-121,269 LE PETIT mt JOURNAL 


’ 


Our Circulation for issue of du Service y dul Miblic 
March 5th, 1955: 132,500 


; 
a Geographic divisions of northern 
< erea are charted in their proper 
“ ~ proportion in space below. 
+ . 
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%& There are 557,064 English-Language Montrealers. 

% 58% of all Passenger cars in Montreal are owned 
by residents of English Montreal. 

%& More people earn over $4,000 annually in English 
Montreal than in French Montreal 

te Of 65,899 Home-Owners in Montreal, 38,067 are 
located in English Montreal. 

% Of 62 large food chains and supermarkets, 40 are 
located in English Montreal. 

% 90% of rents over $70 per month are paid by 
residents of English Montreal. 


REPRESENTED: In Canada, by “ALL CANADA”. 
In U.S.A., by “Weed & Co.” 


YOUR TARGET: CFCF RADIO FOR ENGLISH MONTREAL 


English Montreal is a vastly profitable 
market. That's where the BIG spending 
power is. CFCF-RADIO, situated in, and 
serving English Montreal exclusively, en- 
joys both class and mass audience. 
Results will prove your sales promotion 
can be most effective with CFCF-RADIO 
—One of Canada's Fine Radio Stations! 


Canada’s First Station 
in Canada’s First City. 
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The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION NET EFFECTIVE 
ESTIMATES 577m BUYING INCOME 
1/1/88 ESTIMATES—1964 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES—1954 
ESTIMATES 


Fami- | Per 
lies 


French} 
Speak-} 


of 


(thou- 
sands) 


heh id 


Fam-| 


FIVE STORE GROUPS 
(in thousands of dollars—aud 000) 


Auto- 
motive 


19.5 
2.0 
6.9 
8.1 
3.0 


_ 
-- 
= 
w 


SEf 258 SPRSREE BRE: 


4.6 
11.2 
9.6 
5.4 
5.2 
5.9 
8.0 


3.6 
22.0; 


_— 


Chicoutimi. . .. 
Jonquieres. .. . 


Compton. .. 


$8 


13,853 
5,765 
4,235 
5,092 
4,644 


860 
5,443 
4,804 


228 
E88 


_ 
— 


645 
1,348 


~_—_ = 


561 
5,285 


828 85 


1,721 “ .1178 
1,638 : | -1035 
24,333 : y 14,764) 7611 
5,918 ’ 3 8,320 .1873 
6,790 5 3,311 . 1538 
2,127) 779) 358 811 -1254| 75 


re on a 
SRS 48x 29esues essie| Fee 


$88 383 323 


8 


© SM, 1955. 


Before using these figures, see explanation page 761 


In French Canada 


2. Lowest rates per 1,000 in Canada. 


3. Intense audience loyalty. 


It takes CKAC fo Sell! 


1. Huge coverage—an audience of over 500,000 French and 
bilingual listeners day and night, as reported by B. B. M. 


CBS Outlet In Montreal 
Key Station of the 
TRANS-QUEBEC radio group 


1 CRAG 


MONTREAL 

730 on the dial @ 10 kilowotts 
Representatives: 

Adam J. Young Jr. - New York, Chicago 


SALES MANAGEMENT 


FRENCH 
PUBLICATION 


IN CANADA* 
TO COVER THE PROVINCE 


oF quebec use La Patric 
4,482,200 POPULATION — 82.1% FRENCH 
$4,138,524,000 EFFECTIVE BUYING INCOME 
$2,829,461,000 RETAIL SALES 


La Patrie also reaches more young people (15 years and over) and more younger married 

couples than any other French publication in Canada** These young people are today’s 

best customers . . . they are important to advertisers and they depend on La Patrie ! BIG 
**(Source: CARF Audience Study) 


- s SEPARATE 
a Patrice < — 
NEWS ¢ COLORGRAVURE 
180 St. Catherine Street East, Montreal, UN. 1-2701 COLOR MAGAZINE ® COLOR COMICS 
niche pelt nis gel *99.6% voluntary bought-on-demand newsstand sales. 


*No prizes, premiums or special inducements have ever been offered readers. 


CANADA'S ZZtyzl FRENCH WEEKEND FAMILY NEWSPAPER 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. eee g UEBEC — (Continued) 
SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 


ADVERTIS- 
SM BUYING INCOME SM ING 

ESTIMATES—1954 ESTIMATES CONTROLS 

COUNTIES ] FIVE STORE GROUPS 

CITIES Fami-| % | Per | Per } (in thousands of dollars —add 000) 

| ties /French % |\Cap-\Fam-| Net | % | 

(thou- | Speak- of ita | ily | Dollars of |F General 

sands) | Canada| sands)| ing ) Canada| In- | In- | (add 000) |Canada| i Food Mdse. 

| | come come 


Bien 


Deux-Montagnes....... 8.1475) 5.1) 85.8 i .1354)  986/4,410) 0632 a 
-2342| 6.9) 97.4 .791| .0890) 409)2,144 ? 1,462 
.3980| 12.9] 95.1 ,069} .3014) 814/3,881 877| . 9,760! 
Drummondville... 9} .1029| 3.6 0921 963/4, 252 | 5,201) 
Frontenac. ...... ; .3| 2154) 6.7) 98.0 | .1001) 499)2,482 ,722| 2,870) 
Gaspe wae .9| .4394) 29 | 2100 5814/2, 908 1702) 1, 4,611| 


Hull....... ee .8| .6780| 22.4) 81. ,292| .4953| 785|3,674 499] | .4252| ia 

= .3099] 10.3} ,825| 2457] 852|3,964 043} .256% 11,975| 
Huntingdon.......... 7 -0952| 3.7) 55. ,106} .0849) 960/3,812 ; , | 1,145} 
fherdlle.....5 5055503 .7| 0951) 3.2) 94. | .0921]1,041\4,783 500). 1,031) 


Jollette..... ey 6). 8.3) 98. .487| 1714) 702)3,432 
Joliette. . . ; | 3.6) : -0883|) 834'4,076 
Kamouraska. . . Oo} . 5.3, 98. .0885; 607\2,772 
LOIS. . « ¢ eScing ens 6} . 5.8) 913) 0987) 538)2,744 
| 
Lac-t-Jean.... v BF 6) y .4900| 896/5,576 
3 0899) 739|3,392 
. 1630) .5| 93. | .1510} 996/4,562 


3054} 9.3) 98. .2629| 92614, 697 
0880} 2.5) : a 971|5, 282 


st | 
oa 


.1618|" 4,8) 98. | .0749| 497/2,590) 
-1973| 6.0} 98. | -0877| 478)2,429 
| 
1372 0904! 779|3,841 
-4516| ’ -2436} 5880/3, 
-3183 : .3550| 1,199|5,841 
1016) ; , .0913] 966/4,332 
1741) .2| 76. 1272) 785/3,407 
.1229) . 11,802) .0710) 621/2,745 
.7| .1728| 8. 19,230] .1157| 720/3,698) 9,381 


re] 
z 


1 

21 
71 

136) 


Beee888 ez 


8288283 


| 4,722 64 1156 
Before using these figures, see explanation page 761 
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BREAKFAST ...Montreal Style 


In the morning, more and more well-informed Montrealers turn to 
The Gazette. To reach Canada’s second largest English market 
(882,000 people speak English)*, you need two newspapers. And in the 
morning, of course, Montrealers read The Gazette... Montreal's 


only English morning newspaper, with circulation now 85,343**. 
*Dominion Census Tract — 1951. 
**ABC Publisher's Statement for 6 months ending Sept. 30th, 1954. 


Montreal is Canada’s second largest English-speaking market. 
February circulation was 90,156 and still growing — (publishers ewn records) 


Che Gazette 


Montreal @ Canada’s Best Newspaper 


Established 1778 


“SM"’ symbols mark original, exclu- 
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sive estimates hy SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


POPULATION NET EFFECTIVE 
ESTIMATES BUYING INCOME 
1/1/86 ESTIMATES—-1954 


RETAIL SALES—1954 
BYD estimates 


TORE GROUPS 
(in iam ds of dollars—add 000) 


] General 


COUNTIES 
CITIES 


jars Furn.- | | 
(add 000) House- | aa he 


Radio 


4,635}. 116] 690 104,48) 
1,416,715 |11.6988 207,258] 73,990) 210,832) 36 


-1601; 4,5) 98.3 


| 24,561) .1479 | 
9.6181, 379.2) 64.5 


1,661,130) 9.9980 
1,109,523) 6.6780)1, 1,197,232) 9.8864 


38,379) .2310/1, 


199 ,906 62,923) 


169, 521) 28, 487 


52,959) .3187 


93 72] - 5656/1, 


22,776; .1881 
17,531) .1448 
66,487; .5490 


1,499 1,419} 3,387| = 
166] 356] 676) 
3,267 4,313, 14,718] 2, a 


58,627| .3529/2, 20,040; .1655 2,256} 2553] 1,196 


Before using these figures, see explanation page 


CANADA’S LARGEST 
FRENCH MORNING DAILY 


65,363 


’s S$ Sept. 30, 1954. Daily net paid Monday to Friday.) 


MONTREAL- MATIN 


Everywhere you go in Montreal you see Montreal-Matin. 


Growing fast! 


74,832 


Daily net paid average 
January, 1955 


(ABC Publish (Monday to Friday). 


J. J. DeSERRES 
Advertising Manager 
1124 Marie Anne Street E. 
Montreal 24. 


SALES MANAGEMENT 


The Greatest 


in 1954, La Presse not only exceeded other 
French publications by millions of lines but also 
published the 


LARGEST VOLUME 
of 
RETAIL — DEPARTMENT STORE 
and 


TOTAL DISPLAY ADVERTISING 
of 
ALL NEWSPAPERS IN CANADA 


Ga \ PRESSE) 


only French Rotog published on 


SATURDAY 


Concentration in ONE publication is a sound policy in French Canada 
MAY 10, 1955 787 
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HERE ARE VIT 
THE BETTER HALF 0 


POPULATION 


1,987, 998 . 


BALANCE 
PROVINCE | 


saEC STORE GROUP SALES GENERAL MERCHANDISE % 
“prov Bi “ER| GREATER > 
MONTREAL | _ 
BALANCE | 


OF QUEBEC 
PROVINCE 


SS 


45 


wil oop 


SALES MANAGEMENT 


1 
bad « 


Nearly 60% of the total retail sales for 
Quebec Province are made in Greater 
Montreal market. That’s why most success- 
ful advertisers concentrate on this rich, 
“pay-off” market, where per capita sales 
are TWICE AS GREAT as in the balance 
of the Province ($953 against $467), 


La Presse is the only publication that 
blankets the BETTER HALF of French 
Canada, plus providing a substantial 
“bonus” circulation outside. 

More than ever your advertising dollar 
should buy SALES RETURNS instead of 
costly ‘‘geographical coverage”’ in scattered 
secondary markets. 


Head Office: Monirea 


MAY 10, 


Canada 


rr re rng 
? ne ; 7 : ray 5 


\ 


1955 


U.S. Representatives: Shannon & Assoc 


fes Ine 


LA PRESS 


DAILY AND ROTOGRAVURE = 


Toronto Office: S. | 


"a 


, 
en Geese 
‘ ro 


is your best French seller 
because it gives more cov- 
erage of French Quebec than 
any other Advertising Medium. 


CHRC The only 5000 watt private station in 
Quebec city. 


For all the facts, write to CHRC or ask our representatives: 
CANADA: Jos. A. Hardy & Co. Ltd. 


U.S.A.: Ad .Y . Inc. 
The CHRC area is 97.8 French— mn d, Tome 


listening audience is over 1,500,000 


—— saan saa. oni 
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" SALES AND 
gy ol Se one RETAIL SALES—1954 — 
ING | 0, 
JSM ESTIMATES—1954 ESTIMATES CONTROLS 
COUNTIES a ieee FIVE STORE GROUPS 
CITIES | % | Per | Per (in thousands of dotlars—add 000) 
i Dollars % | Cap-| Fam- Net | &% Per 

thou- | (thou- |Speak-| (add of | ita.| ily | Dollars | of am- Auto- 

sands) Canada sands) | 000) | Canada| In- | In- | (add 000) wos 4 motive 


| ; | come, come} 


Gt,-Leurent......... 0} 1350) 5.2) ,550| “1478|1, 160)4,721 17,175] .1418 / 1,704 
Naglerville........... 0} 0647, 2.21 98. 0382} 6352.85] 4,284) .0384 | 4,087 
| | } 


} | | | | 
2128, 6.3) 99. | 0915] 462\2,414] 9,615| | .0794 | 1,035) 
2064 7.1) 85. | 1832} 9584/4, 12,555) 1036 | | 2,509 
1486 2) 48. 832} .1014) 748/3,23 7,292| .0603| aie , 1,667 
| j 


.3054 .7| 97. | ,2913|1,026/4,991) 14,727) .1216) 1,518) 424) | 3,201 
.7975 . . | 1.5942) 953/4,5 211,718) 1.7483) 37,692 

.1021| 981}4,832) 190,121) 1.5700 ; 33,248 
.1749| 868/3,982) 15,998, .1321) 2, 2,742 
.0890} 918!4, 480} 11,723} .0968) 
| | 
Richmond |. 1| 64. .1981| 889/4,063] - 18,223 .1505) 
Rimouski co .7| .3733] ‘ . ,581| .2623) 755/4,402} 25,722! -2124| 
Rimouski........... Oo} : ,287| 0559 cr ye 13,306) .1099| 
Rouville....... 1.2) . a : " -1306 1024/4, 521 9,209) .0760! 


exzkes 828 88 


8s 


— 
oo 


Saguenay... 7 .3| 77. ,281| .2786| 950/5,576) 19,986 . 1651 
Shefford... 5). .0} 89. | ,2090} 702)3,157] 29,211 -2412| 
Granby : A sd hi -1152|) 778)3,358) 21,627 - 1786) 
Sherbrooke ma ‘ ; t .4078| 964/4,057] 50,184) .4144) 14,613) 
Sherbrooke 4 56.0). 3.0| 55,009} .8311| 982/4,231] 47,575) .3929) ane 


Soulanges oO. ; } | ,0609/1,012/4,21 .0327| 1,652 
Stanstead. . . ‘si a 6. .6| 75. | .1698) 750/3, .1678) 
St. Hyacinthe......... oe .4| 98.2 | .1886} 755/3, 5 .2278 
St. Hyacinthe..... Al. ,627| .1001| 777|3,538] 23, 1934] 


.1734| 863/3,841 ; .2046 
| .1343} 914/3,983] 1832 
95.1 | -6020) 934/4, 406 .6878 

| .1938}1 ,092/5,112 ; 
.3539) 50,571) .3044| 925)4,475 , 4295 
.3876| 11.8] 81.8 64,897) .3906|1,083|5,500) 
.1100} 3.6 19,225} .1157/1,131/5,340] 16,934 


; 


| 
posed 12.7| 98.9 45,849| .2741| 640/3,587| 22,478 +. 1856) 1,770 : 
5111; 18.0) 92.3 53,148) 3199) 673/2, 45,810) .3783 3756 
1216} 4.2 13,987) .0842| 744/3,33 15,466} | .1277 376] 1047 
-1223| 4.5) 80.3 15,036, .0905| 796/3,341 8,223, .0679 -0901 


Table of Contents appears on pages 1, 3 and 5 


SALES MANAGEMENT 


CULTURE GROUP 


O N ' | LANGUAGE MARKET 
Ra 


PRESS GROUP 


the easy-to-cover $12 billion market 
in French Canada 


Zone 2—the entire eastern half of Quebec Province—is a 

The ZONE 2 DAILIES belong on Compact unit market. An overwhelming 93.5% of your pros- 
your Canadian schedule. Get full pects here speak French .. . spend $924,482,200 in retail buying 
details from our U.S. Representa- ...make up every income group. It’s the all-French market you 
tives: can reach simply and effectively only with the Zone 2 Dailies. 


GILMAN, NICOLL & RUTHMAN 


19 W. 44th St., New York 36, N. Y. 
Fy gly ZONE TWO DAILIES 
400 N. Michigan Ave., Chicago 11, Ill. 
Old Newton Rd., Philadelphia 15, Pa. 
Russ Bidg., San Francisco 4, Calif. 
2700 W. 3rd St., Los Angeles 57, Calif. LE NOUVELLISTE LE SOLEIL LA TRIBUNE 
Trois-Rivieres L’Evenement-Journal Sherbrooke 
* 29,188 Quebec City * 25,467 
* 125,811 


* 180,466 combined circulation—ABC, 12 months ended Mar. 31, 
1954. 


The ““SM"’ symbols mark original, exclu- 


Meats w'ates Mahcesene, QUEBEC — (Continued) 


OTeATN SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 


JM ESTIMATES BUYING INCOME S77) ING 
1/1/55 ESTIMATES—1954 ESTIMATES CONTROLS 


COUNTIES | j } l | | } FIVE STORE GROUPS 
CITIES | Fami- | % } Per | Per | (in thousands of dol'ars—add 000) Qual- 
Total % | lies |French % | Cap-| Fam- Nett | &% ge nt em aii Buying | ity 
thou- of | (thou- |Speak-) ( | of | ita | ily Dollars: | of | Fam- | | Autoe |. er | in- 
sands) Canada sands)| ing | Canada in- | in- | (add 000) | Canada! ily | | Drug | Index | dex 
| | come come! | | | | | | 


—— 


19.2, .1242 4.2) 92.9 - 1257/1 ,088)4 ,972 844). d } 1,762 125] .1047, 84 
19.8 .1282 4.2) 96.3 13,566, .0816| 685)3,230 . pose! 31 -0770 60 
17.5 .1132 3.8) 97.9 12,731} .0767| 727)3,350 4,377| .0362) 1,152 234) 51 -0719| 64 


Total Above Cities. . . 1,930.7|12.4923| 454.8 2,002, 468 12.0527}1,037|4, 403 1,972 675) 16.2897) | 521,837) 267,236 reg, 321,952! 46 , 480; 13.4119} 107 
| | 
ieee ara dott -|$ — — ———|—— | —* 


. . . ‘ ian | mr 
Province Total . . 4,482.2\29.0011, 990.2) 82.1 | 4,138,524\24.9089) 923)4,179) 2,829,461/23.3649) 2,857, 779,212) 417,354) 142,385) 480,284) 57,146) 25.2642, 87 
. " on } } | 


Per Capita Sales BS er 631)... ‘ia 174 93) 32 107) 13 

Per Family Saies 2.857 Beds 787 421 144 485, 58) ; 
ONTARIO 

City and Population County City and Population County City and Population 
in thousands) (in thousands) (in thousands) 

Ba 6's « 50 a .... Simcoe ERRGOGG: sie ss dian ee | Py Victoria St. Catherines....... 41 

Belleville......... seme . .Hastings London.... , . .Middlesex St. Thomas..... . 19 

Brampton. ... SB. cai bo oeweserk New Toronto. . . York Sarnia...... 42 

Brantford. . . : ” » ibe ‘ Niagara Falls. . Welland Sault Ste. Marie 36 

Brockville. . . . : oa ost S North Bag... .... <5 . Nipissing a eee 

Chatham. . - a's ce Oakville. . Halton Smiths Falls 

Cornwall 8 ents» . Stormont Oshawa. . . .Ontario Stratford 

Thunder Bay Orillia. . . Simcoe 
. Waterloo 
. . . Wellington Owen Sound. . 

Hamilton........ 225 .......Wentworth Parry Sound 

Kenora......... ... Kenora Pembroke 

Kingston , 5 . ... Frontenac Peterborough. ...... 

Kitchener... .. rie bs . .Waterloo Port Arthur. ....... . Thunder Bay Weston... . 

Leamington. .... 7 hy hes’ cuiag eae Port Colborne. ...... Saal .... Welland Windsor. . . 

Leaside . York Woodstock . Oxford 

© SM, 1955. Before using these figures, see explanation page 761 
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County 


Lincoln 

a Elgin 
. Lambton 
.. Algoma 
Norfolk 
Lanark 
Perth 
Sudbury 

. Oxford 
Cochrane 

.. York 
Hastings 

. . Welland 
.. York 

.... Essex 


wun On 


Tillsonburg 
+" Timmins. .... 
. Parry Sound Toronto. ... 
.....Renfrew Trenton. . 
Peterborough Welland. . 


Ss tn € ‘ ; 2 
acer uUeUwouwet ODOR 


a ¢ € a 
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Sell OTTAWA 


(Canada’s Capital City) 


Through the paper that's FJRST 


with readers and advertisers ...... 
THE OTTAWA CITIZEN 


dominating 1. Largest Ottawa area circulation 


herch"s Ti 2. Largest home delivered circulation 


Canada’s Capital 3. Largest volume of advertising 


THE OTTAWA CITIZEN 2% 


For complete information on this market consult: Cresmer & Woodward: New York, Detroit, San Francisco, Los Angeles, Atlanta. 
Southam Newspapers: Montreal & Toronto. F. A. Smyth, London, England. 


O N TARIO — (Continued) | ‘ $8.0 ines The “SM"’ symbols mark original, exclu- 


et a USAT ae i ____Sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 
Ae ESTIMATES SM BUYING INCOME SM ING 
M 1/1/55 ESTIMATES—1954 ESTIMATES CONTROLS 
COUNTIES | | FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Auto- 
motive 


Algoma. ... 9) 16.9) 16.8 -5188 ‘ | 9,737 
Sault Ste. Marie 5). 9.0 8251 . : 7,454 
Brant... 1 oe 22.5) 2. . 5858 , 14,367 
Brantford. .... d y 10.7 3023 i 11,247 
Bruce... x oe 13.5) 1. -2183 d ,096) 6,441 
Carleton... . . ‘3 . 65.2 2.5114 " 36,712 
Ottawa... .. 7 " é 55.4 2.1620)1, . 34,728 

' ii ‘ 20.8) 47. ‘ ‘ ¥ 12,080 

y 5,675 
2,562 


3,185 
5,262 
12,115 
7,401 


= = 


30,471 


357,116 
203 , 950) 

7,965 
83,218 
58,071 
11,081 


35,276 
137,093) 1.1321 22,428 
13,794) .1139 3,493 
58,280) .4813 10,361 
49,889) .4120) 
8,388; .0693 


= 


17,706) .1066 
58,871) . 
20,360) .1225 
25,158) .1514 

5,636) .0340 
62,571; .3766 


12,100} .0999 
48,160} .3811 
22,788} .1882 
23,249| .1920 
5,182} .0428 2 74 
40,514) .3348 | , 105 
9,464] 0570 13,376] 1105 0711) 151 
84,400} .5080 69,714) .5757) 3,154) 100 
28,674) .1726/1,353 32,655} .2697 7 2,829 : -1947} 142 
12,017} .0723/1,178 13,601} .1123 | 457| ,339} .0830} 126 


Before using these figures, see explanation page 761 
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Only The Ottawa Journal Covers The Golden Triangle 
—(anada’s Fifth Market 


Here’s why: 


(1) The Ottawa Journal has the largest total circulation 
of any Ottawa newspaper, 61,318 Daily. (A.B.C.) 


(2) The Ottawa Journal is read by more city families 
in the average wage earning group, 53% according 
to a recent survey. (Write for Survey Details.) 


(3) The Ottawa Journal offers PLUS readership in 
the rich Ottawa Valley providing complete 
coverage of the leading Valley Towns. (A.B.C.) 


For Increased Sales In The Golden Triangle 
You Must Use 


THE OTTAWA JOURNAL 


REPRESENTATIVES: E. A. WILLIAMS, WARD GRIFFITH INC., S. McILWAIN, ENGLAND. 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. ONTARIO — (Continued) 


POPULATION NET EFFECTIVE RETAIL SALES—1954 
SM ESTIMATES BUYING INCOME @ 
1/1/85 ESTIMATES—1964 ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


| Fami- 

lies |F / 

of | (thou- of Dollars General | Furn.- 

Canada| sands) Canada House- 
2540 


| Food Mdse. 
| Radio 


54.8 a 
43.6) .2821 
9.2) .0595 “ -0819}1, 
87.9} .5688 ‘ , | .6248 
23.1) .1495 i | 18041, 


jf ‘ . 5,343, 4,874) 1,662 
| 7. .3312 j d . 7,854, 6,346 538 

3,871 734 521 
15,518} 7,861) 4,656 
7,378) 3,889] 3,097 


| 
86.2 5577 ° . -6348)1,223 ’ ‘ ’ 16, 868 7,111 5,278 
42.2) "27301 ‘ -3983) 1, 568!5 , 656) ‘ 12,174 3,731 4,574 7,973) 1,100) 


Before using these figures, see explanation page 761 


METROPOLITAN OTTAWA IS *43.2% FRENCH 


Can you afford to ignore a market of $102,000,000? 


Over four hundred national advertisers sell the rich, Ottawa French-speaking market through “Le Droit”. 


When a budget allows for only two papers in Ottawa, they wisely reconcile a two paper budget with a 
two language market. 


* 1951 Census, Federal Bureau of Statistics (Breakdown on Request) 


Head Office & Plant 


Toronto Branch Office 
375 RIDEAU ST., OTTAWA oF DROIT 112 YONGE ST. 


H. E. LEMIEUX EMPIRE 3-9903 
Director of Advertising DAILY CIRCULATION 26,989 (A.B.C.) VERN B. MOORE, Manager 


U. S. Representatives—SHANNON AND ASSOCIATES, INC. 


MAY 10, 1955 


COVERAGE WHERE IT COUNTS 


LONDON and Middlesex County — 50,000 families* with a buying power of $242,222,000.* — 
CFPL RADIO gives you 88% coverage day,* 76% night* of the 48,390 Radio Homes* — PLUS 
LONDON’S Seven-County Trading area with 114,110 additional Radio Homes* and a Buying 
Power of $429,175,000. 


*Sales Management 1954 $BBM-1954 


_CEPL radio diai9go° 


IN US.A.: Weed & Co. 


IN CANADA: ALL CANADA RADIO 


0 | ah eat Ty ; The “SM symbols mark original, exclu- 
ONTARIO — (Continued) ___ sive estimates by SALES. MANAGEMENT. 
=" ota P ‘ SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 
77m ESTIMATES Tp BUYING INCOME @ ING 

OUD ESTIMATES—1954 ESTIMATES CONTROLS 


2 1/1/85 


COUNTIES 
CITIES 


FIVE STORE GROUPS ] 

(in thousands of dollars—add 000) |Qual- 
Buying | ity 

Furn.- | Power | In- 

House- | motive Index | dex 


' 6). ’ . . ‘ : a | -2604| 102 
Smith's Falls |. Al 12,891) 0776/1465 .0851| 150 

Leeds....... + ey 6) 6. 44,453) .2675|1,031 .2753| 
Brock ville 3.0) . , .1007/1,288)4, .1129 


Lennox & Addington © oe ; : .135} .0911) 6972, 


Lincoin.... . ° 4 4, ,946) .8122'1,301 
St. Catherines ‘ . A \ -3642) 1, 46915, 


Manitoulin. . A , | A J J d oan 709 


1100 
- 7666 
- 3968) 
- 0587) 


Middlesex 6) 1. 0 2. ,222| 1.4458|1,301 
London... 1) 6671) 29.1) ,791|  .8955|1,443/5, 113 | 30,109) 77| 12,664) 
Muskoka... 5} 1779} 7.8) 6. .758| .1430| 864/3,046 056). é , 980) 598| 
Nipissing > 9) 47. ; . 3619|1 ,070/4,661 ; 3738) = 2, 182| 
North Bay 9.4) 01! S ,972| .1744]1,493/5,913] 29,138] 2406) 17% 904) 1,811) 


Norfolk. . .. ie iS Bi . .2324| 813/2,925) , | . ; ‘ 1,879) 
Simeoe. . |. 2.5] t .0597| 1, 255|3 966 y ‘ ‘ 1,079) 
Northumbertand 2, .2408) 10.7) 3. 091! .1991| 890)3, 0931 1,380 
Ontario, . .. 4. 0) 2. ’ -7185)1, 184)4 403 ’ d 628) | 3,724) 
Oshawa. . .5|  .3073] . , sore Veneta 982} .4458) 3,806} 3,895) 3,100) 

| } | 


Oxford... -4| 4231) 18.3) 2. -4006|1 ,018|3, 637 A -4782| | 10,657) : 2,726 
Woodstock Ac er ll ‘ 1286} 1,257}4, 190 ,396|  .1767) ; ; 1,176} 
Tillsonburg 6). j 0398) 1, 1890/4, 131 ‘3 -1090) 742 660) 

Parry Sound 4) .1967| 8.6) 10. ,120|  .1693| 925/3,270 : -1427| 2,008, 4, . 715 
Parry Sound 4 : .075| .0366| 1, 125)4, 050 F .0728) 485 , 445) 

Peel cE 0) 2. j -6528) 1 ,574'6,026 d 728) 228) 1,248) 
Brampton 2.6 10,576} .0637|1,202|4,068] 13,472) .1112 3,37 1,213 520 

© SM, 1955. 


CFPL—TV LONDON, CANADA 


CHANNEL 10 117,000 E.R.P. 


Before using these figures, see 


F 95,000 (est.) TV homes in 
the powerful sales influence in MIDDLESEX 

OXFORD 

9 western Ontario counties .... non 

HURON 

BRANT 

NORFOLK 

In U.S.A.—Weed and Company LAMBTON 

KENT 


in Canada—contact All-Canada Television 


SALES MANAGEMENT 


LONDON, ONTARIO, IS APPROACHING THE HALF-WAY 
MARK, IN ITS MOST PROSPEROUS YEAR EVER! 


* When R. W. Babson looked at London, Ontario, from an economist’s 
viewpoint, he saw facts that promised big things for advertisers in 
1955 .. . and the forecast for “another outstanding year,” hit the 
nail right on the head! Western Ontario is BOOMING—and The 


LONDON FREE PRESS IS BOOMING WITH IT! \ 


ONLY ONE NEWSPAPER COVERS THIS RICH, 
BOOMING, CANADIAN MARKET! 


The London Free Press guides the buying habits of over 
300,000 readers daily . it will feed your selling message 
into their homes, and ring your cash register but good! In 
Canada it’s a MUST on every advertiser's media list, as the 
largest Ontario newspaper outside of Toronto . . . the ideal 
Market for your advertising! 

For complete market data, write, wire or phone today! 


LONDON 
CANADA 


A GREAT MARKET 
—served by a 


great newspaper! 


Che London Hree Press 


Publisher's Statement, ‘Western Out 


Sept. 30, 


6 months ending 
1954. 91,067 copies daily. 


_ ONTARIO - — (Continued) 


The ““SM"’ symbols mark original, exclu- 
sive t_estimates by SALES MANAGEMENT. _ 


‘SALES AND 


COUNTIES 
CITIES 


Perth 
Stratford 
Peterborough 
Peterborough 
Prescott 


Prince Edward 
Rainy River 
Renfrew 
Pembroke 


Russell 

Simcoe 
Barrie 
Orillia 

Stormont 
Cornwal) 


es 


thou- 


POPULATION 
wae 


NET EFFECTIVE 
JSAM BUYING INCOME 
ESTIMATES—1954 


of (thou- Speak- (add of 


sands) | Canada| sands) | ing 


18.1 


16.6) 2.1 
5.9} 
18.1| 3.7 
11.4 

4) 82.9 


6.0) 3.1 
6.5) 10.8 
17.5) 15.8 
3.2} 


0873} 
0841 
3494) 
1171 


] j | 
| Per | Per 
| Cap- | Fam- 
| ita ily 
| Canada| in- | In- 

| come) come| 


Dollars | % 
000) 
64,832 
27,978 
79,484) 


3902/1, 10813, 908 
- 1684/1, 392/4,742 
.4784/1,149)4,391 
56,213} .3383|1,304|4,931 
20,888) .1257| 733|3,264 
| 
14, 104) an 685 2,351 
26,420} .1530|1,033/3,911 
62,130 .3739| 837/3,550 
13,126 .0790! 72/4, 102) 


11,120 
113,115 
18, 193) 
14,305) 
60,483) 


0669} 564/2, 586 
.6809| 955|3,673 
.1095)1,348| 470) 
.0861/1,100) 379 
. 3640/1, 120/4,617} 


Net 
Doilars 


of 
(add 000) |Canada | 


51,339 
25,748) 
58,337] 
49 358 
15,706 


14,165 
18,889 
50,820 
17,311 


7,145 
99, 387 
27,255 
19,534 
41,891 


23,287; .1402/1,287/5,175 


28 , 295 


4239) 3, 093) 


-1297| 2, 454 


-3459) 3,198 


RETAIL SALES—1954 ADVERTIS- 
ING 
JM ESTIMATES CONTROLS 

FIVE STORE GROUPS | 
(in thousands of dollars—add 000) . 1Qr 
_____| Buying | 
Power 


Drug 


Per |__ 


| Fame | General | Furn.- | Auto- | 
ily | ’ | motive 


Index 


14,178} 1,113 
7,321] 628 
10,570) 1,436 
8,518} 1,201 


| 3, = 


2,361 


1560) 2,906 


2,904 


1,662) 


| 3,227 


1,321 802) 
1,353 941| 
4,025} 1,942) 8,355) 
2,431 1,637} 5,783 


8,070 
4,315) 


© SM, 1955. 


Before using these figures, see explanation page 761 


ALL SURVEY DATA 


are available 


on IBM cards at nominal cost. These cards, as well as IBM 


listings of data in the “Survey of Buying Power”, regrouped according to your sales territories, may 


be obtained from Market Statistics, Inc., 
Hill 4-355 


432 Fourth Avenue, New York 16, N. Y., Phone MUrray 


MAY 10, 1955 


f 
SERVING 


and 
pita a oe SELLING 
9HEST AVERAGE AGE SUDBURY 
“The Heart 
5 of Canada’s 
ee Fastest 
| | ; ig? Expanding 
Market.” 


% 


MARKET HAS WELL OVER 100,000 PEOPLE 


{ + 


Che Sudbur y Ds aily tar 


O NTARIO — (Continued) The “SM” symbols mark original, exelu- 


sive estimates by ‘SALES MANAGEMENT. 


SALES AND- 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS 


ESTIMATES BUYING INCOME 
JM BYP ESTIMATES 1984 ESTIMATES 


COUNTIES | } FIVE STOR! a SOs 

CITIES % | Per } (in thousands of dollars—add 000) 

| Fam- Net % Per |_ 

| | | ita | Dollars of | Fam- | ~| General | Furn.- | Auto- 

sands) | Canada| sands) Canada| In- | In | (add 000) |Canada} ily | Food Mdse. | House- | motive 
| | |come| come} | | | Radio 


Z RE REESE ts car SE! 
Sudbury....... 126.0} 8183) 28.4) 40.8] 178,611] 1.0750|1,418 100,345 .8286| 3,533) 29, 14,876] 5,316} 19,219 
Sudbury | 47.5) 3073} 10.9 71,030] .4275|1,495 68,761| 567 | 14, 6,514, 5,025| 16,275 
Thunder Bay..........] 195.7, .7486} 29.7] 8.3) 141,671) .8527|1,224 96,760) . : 18,480, 2,715| 20,227 
Fort William 37.5} .2426) 10.1] 2910 1,289 35,377| . 5,056} 1,701] 5,814 
Port Arthur 35.0} .2265] 9.7 | 2604]1,279)4. 40,475) | 9,176] 5,992] 1,045] 9,976 
Timiskaming | 8.8) 14.5) 27. ATAN|1 417 39,464} 3259) 2,722) 11,782! 6,047) 1,119) 7,068 
| | | | 

Victoria J] 30.1] 1948} 8.9) 2. .778| .1611 26,413) 190| 6,150 
Lindsay 10.5). 3.0) 2,019} .0723]1,145/4, 17,696 100} 4,246 
Waterloo 143.6 8 2. .176| 1.0243]1, 1856/4, 134,896. 280| 27,362 0322) 111 
Galt 21.0 27,679| 1666 23,478) 4,337 .1687| 124 
Kitchener 53.8] .3481| 14. 7,731| .4077|1,259/4, 65,046 13,888] 1, 4346) 125 
Welland......... 142.3). 9} 8, 577| 1.2132|1,417|5,319] 126,100) 21.296} 3, ‘1031! 120 
Niagara Falls 25.3). 38, .2815|1,520|5,573] 44,390) | 7,878] 1, 2585) 158 
Welland 16.8} . 3 24, ; y 28, 269) 751| 5, 283} 1643} 151 
Port Colborne 10.6 2.1 634) .1061/1,664)6, 11,543| ne 1,450) 0954 139 


ING 
CONTROLS 


a 
é 


Index | dex 


.9491| 116 
4456) 145 
.8158) 109 
-2817| 116 
.2803| 124 
.4067| 113 


TTL 


i 2) 


§ 8 


.1850| 95 
.0936| 138 


a 
=i 


o-- 
oe 
oe 
oe 


—-nwwe oO om we 


| 
Wellington 73.9) . 9 1. 879) .4868|1,094)4, 63,457) . 218} 4, 284) 18,760) 1, 4962) 104 
Guelph 29.7). 7. 36,7 .2214|1, 2388/4, 36,527; .301¢| 252! ,900} 2,306) 8,081 2396) 125 
Wentworth --| 302.9) 1.9598) 2 3. ‘ .6544)1,456|5,568] 266,670) 2.2 , ,154| 14,341) 51,056) 8,152) 2.3798) 121 
_ Hamilton 1 225.9) 1.4616 1} _]_337,804l 2.0332)1,495)5,520} 239,892) 1. 30, 14,003) 44,501] 7,550) 1.9032) 130 
© SM, 1955. 


Before using these figures, see explanation page 761 


IF YOUR PRODUCT HAS CHRISTMAS-GIFT APPEAL 


don’t overlook the big possibilities in the multi-million dollar gift practices of the 


nation’s business concerns. SALES MANAGEMENT'S September 10 issue—“When a Cor- 
poration Says ‘Merry Christmas’ ’’—offers you an exclusive approach to the men in 
these companies who chiefly determine how much will be spent and what items will be 


chosen. Full details from: 


SALES MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


"Good businessmen cell the 
lucrative Hamilton area via 


INTRODUCING -* 


SS 
HLE - 


G. M. Thomson, Manager of Shu!ton 
Incorporated, put it this way: 


“After an intensified campaign on our 

Old Spice, Desert Flower and Friendship’s 
Garden toilet preparations in 1953, 

which was further increased in 1954, our sales 
volume has more than doubled. We feel that 
placing all our advertising with the 

Hamilton Spectator has been a major factor in 
this wonderful increase.” 


Hamilton is a more inviting market 
than ever before! 


Saniy 


Oea 


In the past few months, over 20 new 
industries have located in the Hamilton area, 
adding to the over 600 industries which 
produce everything from pig-iron to pottery. 
The population, earnings and retail sales 
in Hamilton have steadily increased to make 
it the fastest growing city in Canada. 
With circulation at an all-time high, 
( the Spectator is reaching more people than 
‘Toronto ever before. More copies of the Spectator 
are sold each day in the Hamilton City Zone 
than there are homes in the area— 


|! =e: , 4 yet current rates per thousand circulation 
Se : ! 


SHULTON 


are lower than in 1936 (present milline rate 
$2.69—January 1936 milline rate, $2.70) 


You Get ACTION When You Advertise In 


The Hamilton Spectator 


One of the Seven Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 
The Southam Newspapers The Southam Newspapers F.A.Smyth, Cresmer & Woodward Inc., (Can. Div.) 
388 Yonge St. 1070 Bleury St., 34-40 Ludgate Hill New York, Detroit, 
J. C. McCague, Manager London, E.C.4, Chicago, San Francisco, 
_— : England Los Angeles, Atlanta €-184¢ 
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Geographic divisions of northern 
oreo ore charted in their proper 
proportion in space below. 


- % 
il 0 mo 
: LENNOX & ADDINGTON .,° 


FRO 
. ~ 1 
Counties and cities on this map ” _ é MBERLAND 
ere charted in proportion to net Fa j a . . ay 
Effective Buying Income: Scale, “i 
-0009 sq. in. equals $1 million. 


Cities shown ore those hoving c % . atiate 
net Effective Buying Income of * - 


$15 million and over.  @Bulfalo 
» 


The “SM"’ symbols mark original, exciu- 


0 N TAR 1 O — (Continued) sive estimates by SALES MANAGEMENT. 
teas meu! i SALES AND 


POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 
7 ESTIMATES Ml BUYING INCOME ING 

/ 1/1/55 aid ESTIMATES—1954 ‘ ESTIMATES CONTROLS 

COUNTIES FIVE STORE GROUPS 
CITIES % Per (in thousands of dollars—add 000) 

Cap- Net % 

ita Dollars of General | Furn.- Auto- 

In- (add 000) | Canada Food Mdse. | House- | motive | Drug 

come Radio 

York..... seecevcceel 0,976.0) 6, by . 1,547/6,069] 1,521 ,979|12.5681 301,820) 245,877) 79,833| 275,932) 46,864) 


© SM, 1955 Before using these figures, see explanation page 761 


COPYRIGHT . 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


THE NEWSPAPER PICTURE IN TORONTO 


THE TELEGRAM 
UP 53,059 


Here is the 


CIRCULATION GROWTH 
of the THREE TORONTO 
NEWSPAPERS 


GLOBE and MAIL over the past 
UP 7,796 4 years 


Ly 


DAILY STAR 
DOWN 4,325 


ores” 


Six th: Six th: 
THE TELEGRAM UP 38, 059°: —— 
DAILY Sept. 30/51 Sept. 30/54 
200,217 253,276 


AX pb, 
Six months Six months 
COPIES §— ending rob 
DAILY Sept. 30/51 Sept. 30/54 
236,595 244,391 
SiSe Sopg SRE 9 OE aes 


Six month Six mon 
DAILY S$ AR DOWN 325 Dally Sop’ : my 
4 DAILY Sept. 30/51 Sept. 30/54 
421,121 416,796 


weeed ap aot analysis, ABC Publishers’ Statements. 
pS MrT de ke: yt BH - Ba ae te 


The MERITS este aa Pgh A Largest Nesssuiiias 


THE TELEGRAM... 209,08 


MORE THAN 600,000 ADULT BUYERS IN CANADA’S RICHEST MARKET READ THE TELEGRAM 


MAY 10, 1955 


42% 


of the total circulation of Toronto Daily Newspapers 

is distributed outside the Metropolitan Area of Toronto. 
The actual distribution of this circulation 

is of the utmost importance to any advertiser who seeks 


the most for his advertising dollar in the Ontario market. 


The facts are at band .. . write today for your 
copy of The Globe and Mail “'Torontario” booklet. 


The Globe and Mail 


140 KING STREET WEST TORONTO 


Montreal Office: ROOM 414, DRUMMOND BUILDING 
U.S. Representatives: SHANNON & ASSOCIATES 


ONTARIO — (Continued) Tie estimates by SALES MANAGEMENT, 


POPULATION NET EFFECTIVE RETAIL SALES—1954 
SM ESTIMATES BUYING INCOME SM 
‘ 1/1/85 ESTIMATES—1964 : ESTIMATES 


FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


Net 
(ada Dollars 
000) (add 000) 


1,129,417) 6. 6,937] 1,182,701 
18,924) . 21,414 
43,924) . 17,721 
15,896}. 16,577 


5,228 3,187,745 


4,674,899 


MANITOBA 


City and Population City and Population County City and Population 
: (in thousands) (in thousands) 
Portage la Prairie.... 9.4.......... Division 6 St. i . & SA ee Division 6 
| See Division 13 inni , . .Division 6 


- 1612 6.2) 20.8 14,683) .0883) 590/2, 14,240; .1176) 2,297 ° ° 144~=«. 1117) «69 
-2626) 10.1) 14.7 25,343) .1526| 624/2, 24,976) .2062) 2,473 ’ . 437) + .1906) 73 
1547 6.9) 13.3 20,696) .1245 2, 13,248) .1084) 1,920 ’ ’ 1260) 81 


- 1009 4.6) 2.9 18,767; .1130)1,203)4, Nn, 0965) 2,540 ° . 1057) 105 
-3538) 15.4) 6.5 48,609; .2926) 889/3,1 17,982; .1485) 1,168 ° ’ 110 +612) 2616) 74 


Before using these figures, see explanation page 761 


Canadian Pictographs Appear on Pages 774 and 776 


SALES MANAGEMENT 


BY ANY RECOGNIZED YARDSTICK 


more people: BBM 
listen to 


KRC 


—WINNIPEG 


ELLIOTT - HAYNES 


(Percentage of Listeners) 


CKRC 
Station “B” 
Station “C” 


Station “D” 
These figures are taken from a special 
summary of city and area reports, 7:00 


| 
(6-7 times a week) | 
! 
| 
| a.m. to 12:00 midnight, for 1954. Prepared 
| 
| 
| 
| 
| 
| 


DAY NIGHT 
CKRC 118,000 93,860 
Station “B” 107,940 72,570 
Station “C” 101,410 71,880 
Station “D” 74,820 


by Elliott-Haynes Ltd. 


than any other 
Manitoba 


station 


REPS: 


ALL-CANADA RADIO FACILITIES 
WEED AND COMPANY IN U.S.A. 


Thre ctimai'by SALES MANAGEMENT. MANITOBA — (Continued) 


bi SALES AND 
eee = NET EFFECTIVE “a RETAIL SALES—1954 ADVERTIS- 

TIMAT ING | 
JM SY) ESTIMATES—1954 | @D ESTIMATES 


COUNTIES o3 eR Qt ere TORE GROUPE R 
CITIES 
Net % Per 


| (thou- i Dollars | of |Fam-| Genera Auto- 

sands) | Canada| sands) | ing | (add 000) |Canada| ily | Food | motive 
| com Radio 

Division 6. . . | . 102.6, 9.3 431,523) 2. 5972/1, 185/4, 194 292,997, 3.2452] 3,818] 73,627) 

Winnipeg 248.7|1. 2) 72.7 307, "328| 1.8497/1,236/4,227] 341,486) 2.8199 56,031) 

Portage La Prairie... 4 4 8,020 .0483| 853/3,342] 14,403| | 8,784) 2,734 

St. Boniface... . , ° 31,398} .1890/1, 129| 4,243 13,658) . | 4,252) 


35,682) .2148) 840 2,996 42,501} .3510| 3, 5,496| 9,867 
24,166] .1455]1,039|3,836] 31,885) .2633| 4,229| 6,839 
16,145] 0971) 791|2,601] 13,187] .1086| 2,193) 2,112) 2,046 
66,037} .3975| 9e9|3, 33,076| .2732| 1,827} 8,879) 8,922 
| | | 
M! ; 17,625, .1061) 87/3, 12,001] .1087| 2,246] 1,480 3,308 
Division 11... 0} 1682) 7.9) 4. 24,238, .1459 932)3,068] 18,068 .1492| 2,287, 2, 182| | 5,132 
Division 12 3) 1872} 6.3) 10. 15,743] .0947| 646|2,499] 10,255 .0847| 1,628, 1,211, 2,078 
Division 13 8. An. ws, 543} .0996| 649)2, 17,008} .140¢| 2,305, 2,088) 3,416) 3,601 
Dauphin . ; 7) 4,768) -0287| 745/2,805 11,404) .0942 1,469) . 2,398) 
Division 14 4). 1) 2. 16,628) .1001 681)2,342} 13,941 .1151| 1,964] 1,134) 3,877 
Division 15... 0} 0841} 3.6) 7. 9,261} .0867| 712|2,573] 8,008, .0661| 2,224 661}, 2,018 
Division 16. 4. 9} 8. 64,872) -3905| 1262/5 028 22,277, .1840| 1,727, 3, 863} 2,405 


Total Above Cities 314.5] 2.0349] 5) 576,008) 2,2612)1,196)4,151] 412,836) 3.4091) 69,715 76,533 
ies | | 


Seeaetaseorie | | 


} | 
Province Total . . 838.3) 5.4241 . é 842, 396 5. 0702 1 ,005/3,620] 686,217) 5.5014) 2,863! 116,117) | 133 , 466 


— — —} ——___ 


Por Capita Sales. 4 139 189 
Per Family Sales... et ORE: = 499 874 


:. SASKATCHEWAN 


City and Population County City and Population County City and Population County 
(in thousands) (in thousands) (in thousands) 
27. . Division 7 Regina ; ......Division 6 Sole Chmrmet, os ip iMacs ceases. Division 2 
North Battleford ....+...Division 16 Saskatoon ...++.+++-Division 11 Weyburn. . ‘ 
Prince Albert. ; : Division 15 Yorkton....... 


Division 1... 3 gr 9.9) 8.1 ‘ | -2166 4,753, 3,854) 162 
Division 2... . 4). 9.2) 6.6 . 3,447| 2326) 3, 4,064, 3,914 233 
Weyburn ‘ 047% 1.4} 23) -0975 1,486 1,578) 186 
Division 3. .o| . 8.8| 19.5 I va | -2023) 2, 2,939, 4,170) 228 
Division 4. .5| .1132} 5.3) 9.4 E | 1066) 2,082| 1,316) 91 
Division 5. . 4) .3326| 13.7) 2.7 ‘ -3081| 2, 3,957, 7,613) 514 
Division 6. 5} .8185) 34.4) 4.2 bi .3042! 4, 22,624) 44,340} 3,365 
Regina .7| 4963) 21.0} A ng 123, 119) 1.0167 17,878! 39,992) 3,277 
Division 7. . .5| 3332} 14.9) 3. ’ 47,363) 3011) 7,911 8,148) = 1,272 
Mosse Jaw. 7.3) .1766) 8.2) big | $3,191) .2741| 5,588} 5,496) 1,251 
Pivision 8... 9} .2387) 10.8) 2. ‘ | 36,279) .2995) 4,220} 4,603 911 
Swift Current... . .3| .0602} -2.9)s , . | 14,755} .1218 1,695) 1,637 642 
Division 9...... 6) 3727) 16.2) ‘ 39,613, | .3263| 5,634, 6,408 999 
Yorkton...... 3} .047al 15,041 .1242/ 2,238] 1,784) 


© sm, 1955. Before using these figures, see explanation page 
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% COVERAGE 


of the OIL-RICH .. . FARM-RICH 
mse | INDUSTRY-RICH Calgary Market! 


for the facts... 
the figures speak ONLY IN... 


for themselves! 


SOUTHAM ADVERTISING REPRESENTATIVES 


J. C. McCAGUE, 106 Southam Bidg., 
Montreal, Que. 


SOUTHAM NEWSPAPERS, 388 Yonge St., 
Toronto, Ontario 
LONDON, ENGLAND 
F. A. SMYTH, 34 Ludgate Hill, EC. 4 


IN UNITED STATES 
Cresmer & Woodward, Canadian Division 
at New York, Chicago, Detroit, 
Los Angeles, San Francisco, Atlanta. One of 7 Southam Newspapers in Canada 


S AS S K A T Cc H E W A N — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES" MANAGEMENT. 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 
@D ESTIMATES JH) BUYING INCOME 
1/1/55 


ESTIMATES— 1954 GD ESTIMATES 


COUNTIES ute sete i DP ee edu WS, ? " ~~ FIVE STORE GROUPS 
CITIES Per Per in thousands of dollars— add 000 Qual- 
i / Cap- | Fam- Net % 


, ge 2 Buying | ity 
of ita ily Dollars of General | Furn.- Auto- Power | In- 

sands) | Canada) sands) Canada in- | In- [(add 000) Canada Mdse. House- motive Index | dex 
come come Radio 


ING 
CONTROLS 


Division 10 : . e . ‘ ‘ d 960 3,754 , é 4 f j 100 


Division 11 ; . . " d , d 441 5, 136 y F . . , 569 
Saskatoon iy ; 7.7 ‘ 5682'1 ,510'5,333 } 3,541 
Division 12 ° . . ° R ° 6 8423,114 


Division 13 , ; 8. ‘ . ‘ 820 3, 
Division 14 . . ‘ ° . ° 766 2, 


Division 15 . ° , ° - F 9563. 
Prince Albert 9. . 1262 f 23 , 69: 1426)1,215/4,738 


Division 16. é ‘ ‘ ’ ’ 8723, -2737) 2 

North Battleford of 0550 ,627 ' 1,015)4, .1238 3 ,137 494 55 307 0741 
Division 17. . 1974 . : y .1527, 8313, . . 1911 .1732 
Division 18 , ’ 1138 : y oa .0925, 873)4, F .0320 .0786 


Total Above Cities 21 1.4131 5 300,151) 1.8607'1,416/5, 14 314.755) 2.5901 32 s7 , 4 10, 130 708 761 1.9928 


Province Total 3) 5.7669 . . 908,736 5.4695 1,020 3, 750,731) 6.1993 


Per Capita Sales 842 15 
Per Family Sales : : ___ 3,145 
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COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


THE EDMONTON JOURNAL Qe 


... Where 


DEPARTMENT STORE LINEAGE 


in THE FIRST TWO MONTHS 
OF 1955 SHOWED A 


O°lo INCREASE 


OVER THE SAME 
PERIOD OF 1954 


Canada’s Most Dynamic Trading Area is SOLD only through 


THE EDMONTON JOURNAL 


City and Population _ _ County City and Population 
; (in thousands) (in thousands) (in thousands) 
Calgary........ ivisi Edmonton..........194.4......... Division 11 . 10.8..........Division 8 


Carnrose. . . bs ‘ a Lethbridge .2..........Division 2 Wetaskiwin......... 4.1..........Division 8 
Medicine Hat .... Division 1 


POPULATION NET EFFECTIVE RETA/L SALES—1954 
SM ESTIMATES BUYING INCOME 


1/1/55 ESTIMATES— 1954 SM ) ESTIMATES 


COUNTIES : : | FIVE STORE GROUPS 
CITIES Fi A } (in thousands of dollars—-add 000 


Net 
(add Dollars ‘am- | General Auto- 
000) Cana (add 000) | Food Mdse. | House- | motive 


| 
Division 1. ’ ‘ . ‘ ‘ 48,448) . 34,819) . 7,578 3,847 9,070 
Medicine Hat , . ‘ . 25 , 864 


j 21,374) . 4,578] 2,517 5,479 
Division 2...... 8. .0| 2. 90,995) . 81,305) . 15,757, 9,744 18,543 
Lethbridge 27.2) . i 35,552} . 


43,356) . 7,817 3,259 9,840) 
Division 3... . . . A 18,083) . 11,784) . 1,687 1,935 3,027) 


Division 4 c . . 33,912) . 21,048) . 4,274, 1,911 5,193 
Division 5. . 8). .7| 3. 19,010 10,740) . 1,941; 1,507 2,709 

282,361) 1. 257,668| 2. 44,187, 84,372! 48,778 
206,818} 1. 183,262) 1. 31,234 41,374 33 ,696 


32,819) . 24,203 2,601 4,591 6,355 
77,074) . 76,517, . 9,485 7,778 23,616 
10,482) . J 16,892) . 1,857 2,057 4,990) 
J 4,481) . 10,757). 1,586 440 3,048) 
Wetaskiwin . . , 4,168 11,563) . 729 976 4,993 
Division 9. |. ‘ 0 38,354 16,104) . 2,247 4,290 3,230 


Division 10... . ’ . 58, 895 


32,126) . 3,800 5,423 8,41 

336, 103 22 262,574) 2. 45,552) 66,455 56, 

253,924) 1. 221,049) 1. 33,488; 52,567 43,023 
19,876, . 9,305) . 1,932 2,365 1,089 


Before using these figures, see explanation page 


Canadian Pictographs Appear on Pages 774 and 776 
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ALBERTA, SASKATCHEWAN and MANITOBA 


Pre. 
“- 
7. 
*- 
a 
- 
- 
- 
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Geographic divisions of northern 
orea harted in thei 
a a a spans ose — ; are charted in proportion to net 
: Effective Buying Income: Scale, 
VL 4 0032 sq. in. equals $1 million. 
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: 


Divisions and cities on this map 
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SASKATCHEWAN 


MANITOBA 
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{ 


DIVISION 16 


Oivision & 


Division 1) 


Division 17 


R. Bonitace | 


LBM Uy ates hte tn 
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vision 7] prvision 6 


Division 1) 
DIVISION 10 


Cities shown are those having 
net Effective Buying Income of 
$15 million and over. 


Division }* 
DIVISION § 
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4 Seutt Current 


: 
2 


5 


Division ‘on | owsonz | ! 


bee teasets ° BiH Lite 


ALBERTA — (Continued) _tive estimates by SALES: MANAGEMENT. 
ee ae seul ; eae ~~ SALES AND 
NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 


au ESTIMATES BUYING INCOME ING 
JM 1/1/85 JM ESTIMATES— 1954 JSM ESTIMATES CONTROLS 


COUNTIES Pat FIVE STORE GROUPS 
CITIES Per (in thousands of dollars—add 
~ 


(add Dollars of | 
000) | Canada Food | 


General | Furn.- Auto- 
Mdse. | House- | motive 
Radio 


27,241) .1640 . : 4,146 130 3,362 
44,410| .2673 ° é 7,338 614 6, 668 
16,238) .0977 ° ° . 3,068) 3,301 


27,106; .1632 7 . 5,412 317 6,152) 
4,908) .0295: , . 1,430 138 


541,289) 3.2580)1, ‘ ° 81,289; 103,190 : 105, 969 


| 
1,175,841) 7.0771 ° ° 148, 225) 185 , 608 ’ 206 , 876 


139 174 194 
490 614 684 


Before using these figures, see explanation page 11. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power,” regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N. Y., Phone MUrray 


Hill 4-3559. 


SALES MANAGEMENT 


BRITISH COLUMBIA 


Pe 


; 
’ 
i 
‘ 
‘ 
: 
U 
‘ 
‘ 
UJ 
‘ 
U 
‘ 
i 
i 
U 


a 


Geographic divisions of northern 
erea ore charted in their proper 
proportion in space below. 


Divisions and cities on this map 
are charted in proportion to net 
Effective Buying Income: Scale, 
.0044 sq. in. equals $1 million. 


geaents 


DIVISION & 


DIVISION & 


DIVISION 
Cities shown are those having 
net Effective Buying Income of 
$15 million ond over. 


to equal orea-income ratio 
of mainland of B.C. 


DIVISION 5S 


Vectona 


“SM” symbols mark original, excl ga SE ae 
ve estimates by SALES. MANAGEMENT. __BRITISH COLUMBIA — (Continued) 
‘ity and Population eae Ta 0 ~ County  # te City and Population  _ § Cc a Cc ‘ity ‘and Poy Population County 
in thousands) (in thousands) (in thousands) 
Chilliwack 6 Division 4 New Westminster... 30.2..........Division 4 Prince Rupert. . : q .... Division 6 
Kamloops 8 Division 6 Penticton...... . 11.8.......... Division 3 FO Ani > ; ; . Division 72 
Kelowna 9 . .Division 3 Port Alberni........ 8.6 . . Division 5 Vancouver... Division 4 
Nanaimo ) . Division 5 Prince George... eee Division 8 Vernon... 4 Division 3 
Nelson. 7 .... Division 2 Victoria. elihinnine oi ..... Division 5 
’ wcstet a ae ‘ pe eee ‘ ai ‘ - 7 SALES AN AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
a1 ESTIMATES CONTROLS 


1/1/85 ESTIMATES— 1954 
COUNTIES ‘ : rey re | | FIVE STORE GROUPS — 
CITIES | i- | } (in thousands of dotlars—add 000) 
i F Net % ee See Ee 
Dollars of - | Auto- 


thou- | Sp 
Canada) sands) 000) Canada (add 000) Canada| i v motive } 


re 

Division 1.... a 6) .1785| 8.0 41,358] .2501|1,506|5,195) 24,466 2020) 3,058) | . 5,553 
Division 2... . oe | 17.9| 3. 5 90,234) .5431|1,496/5,041 49,798) .4112| 2,782! : | 10,481 
Nelson... . .0| 0453) 2.3 9,568 .0576|1, 367/4, 160 13,492) .1114] ; : 4,536) 
Trail... .. 2.5) 0809) 3.6 19,660} .1180|1, 568\5,444] 15,724) 1208 f 3, 451| 1,13 3,548 
Division 3.. 8) .8034) 22.8) 3. 61,155} .3681| 786/2,682] 68,486, .5656| 3,004) 499) 16,863 
Kelowna. .. .3} .0602} 2.6) 8,207) .0494| 882/3,157 13,804) .1140 - 2,766 
Penticton q 8} 0763} 3,2! 10,732| .0646} 909|3,354 13, 706) .1132 ,160) | $,814 
0544} 3.2| 6,716} .0404| 80012, 090 13,912| 1149] 1,298] | 4,240 

Before using these figures, see explanation page 
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Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. and Canadian Cities. We give the sales vol- 
ume, the percentage of change from the same month last year and its relation to the national change for the same 
period. The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . : . each month. 
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WHEN YOU ARE SELLING IN CANADA'S THIRD MARKET 
IT PAYS TO USE THE PROVINCE 


It takes only a glance at the findings of Gruneau Research to see WHY it pays 
to use The Vancouver Province. 


MHL 


FIRST 
it delivers the buyers with the most money to spend. 


SECOND 
they are subscribers, who make marketing decisions in the home. 


THIRD 


they are loyal readers, the majority of whom are reached only through The 
Vancouver Province. 


IN VANCOUVER 


IT PAYS TO USE THE PROVINCE 


A SOUTHAM NEWSPAPER 


NA 


6th Largest English Language Newspaper in Canada 


il! RR 


ea i lL Re RR 


il A 


BRITISH COLUMBIA — (Continued) The “SM” symbols mark original, exciu- 


sive estimates by SALES MANAGEMENT. 


POPULATION NET EFFECTIVE RETAIL SALES—1954 
y7) ESTIMATES M BUYING INCOME 
/ 1/1/55 4 ESTIMATES—1954 “4p ESTIMATES 


COUNTIES ° 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Dollars General Auto- 
(add 000) | Food Mdse. motive 


Dollars 
(add 


7 Net 
000) Canada) 


Furn.- 
Radio 


996,870) 6. 

634 ,857| 3.8211 
42,373) .2550 
7,056; .0425 
334,995) 2.0162 
16,570; .0997 


751,833) 6. ’ 136,902) 150,232; 31,130) 158,971 
535,819) 4. 79,160} 121,770) 23,630) 117,611 
57,101). 10,566 8,483 2,779) 12,675 
17,971). 2,371 1,864 1,039 4,393 J 
210,182) 1. ° 42,630) 45,528 8,407; 41,082) 4, 1.8501 
21,206) . 2,231 3,745 . 6,719 34) -1167 
: . , 71,830} .4323 102,400; . 15,627) 23,902 6,197; 20,024) 1, .5387 
Port Alberni. . ¢ 10,890} .0655 11,908} . 1 1,305 3,135; 462 2,485 261 .0734 
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FIFTY MILLION in Retail Trade in PRIMARY Coverage Area. 


"BEST BUY” IN NON-METROPOLITAN B.C. 


FIRST in S-M “Quality of Market Index” 
FIRST in Drug Sales 
SECOND in Retail Trade 
THIRD in Furniture-Household-Radio Sales 


“Excluding only Greater Vancouver & Victoria 


RADIO CHWK _ CHILLIWACK B.C. 


Reps. All-Canada Radio Facilities Ltd—Weed & Co. 


SALES MANAGEMENT 


IisT NEWSPAPER 
IN THE WEST 


First in Circulation 


First in Coverage 


First in Advertising Lineage 


eet 


Ny 


ftom \YNCOUVER ReAcues ron 


TORONTO — C. M. PEARSON, Star Building MONTREAL —R. C. BOYD, University Tower 


The “SM” sym - ty ‘ rem "4 ; Soe 2 Fi . 
the etlmatsy Wy SALES: WARACEMERNT. BRITISH COLUMB 


LA 


ESTIMATES BUYING INCOME 
1/1/55 JM 


é SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1954 ADVERTIS- 


ING 
ESTIMATES—1954 ESTIMATES CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Per (in thousands of doilars—add 000) 
es |French p- | Fam- Net , Buying 
ily | Dollars General ; Auto- Power 
In- | (add 00C) Food motive Index 


Quai- 
ity 


In- 
dex 


Division 6... .. sales 9) .2711 x 44,538) . 36,687; . 11,390 6,322 
Kamloops. . . -0550: 2. 12,826; . ‘ 15,239) .1258 3,535 2,964 


Division 7... . 3} 1184 0} 4. 26,739) . 12,965) 1070 1,978] 6,533 1,052 
Division 8.......... 8} .3028 2) 6. 41,932). 42,815} .3536 9,430) 7,655 10,659 . 
Prince George....... 7) 0434 j 7,303) . 14,402} 1189 2,910} 1,328 : 3,807 0664) 
Division 9...... 9) .1382 3) 3. 26,138) . 19,008) .1569 4,880) 3,588 2,619 -1827| 
Prince Rupert........ 5} 0615 13,803]. 13,463) 1112 3,499) 1,283 1,819 0872) 
Division 10........... 2} 1113 7. 7,259). 14,451) .1194 1,592) 3,359 4,918 0800, 


Total Above Cities. . 561.5) 3.6331 3. 872,331) 5.2 860,237; 7.1035 135,093) 174,761 191,401) 19,802 5820 


ey 
Province Total 1287.9) 8.3330 " 1,671,418) 10. 1,230,691 10.1627/ 3,196) 242,561 28,918 9.7484 


| 3, 196!.......1... P 630 ' 75. . 


Per Family Sales. 
© SM, 1955. 
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BOTH SIDES OF THE TABLE TALK THE SAME LANGUAGE 


Wherever and whenever media people talk population, income and sales data, you can be sure 
their authority is the Survey, with very few exceptions. They know the Survey is reliable. And they 
know too that the people they are talking to—advertisers and advertising agencies—rely on 
the same authority. 
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Pittsburgh industrice Limited 


; ‘+ 
mi (unadia |p of , 
. oe ANDISING —a 


Nosthera Eeciri: Company 
LIMITED 


paimior 
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CANADIAN INDUSTRIES LIMITED & 


@ fe Orange Crush Limited 


Pe N SEETOR COMPANY Grp 


Cited tenlincs teen. Limited 


JAMES SMART PLANT 


5 apveatTisine aoenc 
KRAFT FOODS LIMITED 


Business 


MAC MANUS. JOHN & ADAMS OF CANADA LTD Y [ITEP 


Adververg Agency 


LLEY, LIMITED 


modernfold doors 


Srerenss or MEW CASTLE PRODUCTS (CAMADA) LU MTTED 


.emrres 


Ques LIDaITED 


Limitem 


LIMITED 


vv. emited 


awices Limited 


CIRCULATION OF CANADIAN SURVEY 
Publication Date—May 10 


In Canada—4,000 to all presidents 
and key sales and advertising execu- 
tives of every major national, regional 
and branch manufacturer. (Source: 
The National List.) Includes over 
950 presidents, media directors, 
media buyers in every Canadian 
advertising agency. 


In the U.S.A.—25,000 as part of 
U.S. Survey edition, restricted to top 
management, sales, advertising execu- 
tives of companies with national or 
international distribution — and their 
advertising agencies. 


Reprints of the 1955 Canadian “Survey of Buying Power” may be ob- 
tained from the New York office of SALES MANAGEMENT at $1.00 a 
copy. For additional quantities bulk rates at a reduced price are available 
on request. Complete copies including all U. S. and Canadian data are 


available at $4.00 each. 


Sales Manaaseren 


THE MAGAZINE OF 
MARKETING 


386 Fourth Avenue 


New York 16, N. Y. U.S.A. 


“I suddenly discovered that I have 
started to plan advertising campaigns 
without the benefit of the very valuable 
information contained in your ‘Survey 
of Buying Power’ Canadian Edition— 
1954”. W. H. Reeves, Media Director, 
J. J. Gibbons Limited .. . 


“The statistics released by Sales Man- 
agement have been employed for five 
years and are found invaluable in pro- 
jecting new and altered sales quotas. 
The May issue certainly becomes 
thumbworn before a year passes, and 
Mr. Peanut is very grateful for the 
wonderful contribution your publica- 
tion makes in sales work.” J. W. Miron, 
sales depi., Planters Nut & Chocolate 
Co. ti. 5 2 


“We have found your publication ex- 
tremely useful in the past for setting 
quotas for our distributors across 
Canada.” R. A. Ruthman, Adv. Merch. 
Megr., Modernfold Doors . . . 


“We use your Canadian edition of 
Sales Management in determining a 
market’s sales potential. L. S. Me- 
Mahon, Managing Dir., John & Adams 
of Canada, Ltd. . . . 


“I find the Survey very helpful and it 
is in constant use in this office.” J. M. 
Reeve, Adv. Mgr., Kraft Foods Lim- 
eae 


“We are always on the lookout for 
material of this type for our market 
research department . . . In the past 
we have used your publication as a 
handy. reference guide and I am sure 
that our staff will find this version 
equally helpful.” J. D. Pinder, Adv. & 
Sls. Prom. Mer., Merck & Co. Lim- 
nee. 3: 


“For our client, International Harvester 
Company of Canada Limited we need 
a copy of your 1954 Survey of Canadian 
Buying Power.” 7. H. Dear, Russell T. 
Kelley, Limited .. . 


“Would it be possible to get back issues 
of the Canadian Survey? We would like 
them in order to compare each area’s 
buying power index over the eight years 
that you have measured them and there- 
by get an idea of the more rapidly 
growing markets.” J. G. Dickinson, mkt. 
research, Northern Electric Co., Lim- 


ps ee 


“The information contained in your 
Canadian edition of Sales Management, 
is used extensively in our planning and 
it naturally serves as a check on our 
own distribution experience.” W. R. 
Noakes, Manager of Sales, Canada 
Foundries & Forgings, Limited . . . 


“We find this data very helpful in 
charting our national] advertising pro- 
gram.” A. Usher, Gen. Adv. Mgr., RCA 
Victor Company, Ltd . 


SALES MANAGEMENT 


Ee 


INDEX TO AE EER TSE 


ADVERTISER Page 
A 

Aberdeen Chamber of Commerce.. 648 

694 


Altoona Mirror : 
illo News and erage st 
American Airlines, In 
American Deaniiidiien Company. . 
American Home Magazine 
American Legion Ma 
The American Weekly 
Amsterdam Evening Hesesdas 
Anderson Bulletin and Herald 
pa oer Post-Crescent 
Architec 
‘aiiaions Gazett 
Asbury Park (N. J.) Chamber 
of Commerce .... 
Asbury Park Press ...... 
Asheville Citizen & Times. 
The Athens Banner-Herald 
Atlanta Chamber of Commerce 314, 317 
The Atlanta Journal and Constitu- 
tion .. 
Atlantic City Press 
Auburn Citizen-Advertiser ....... 
Augusta Chronicle-Herald 
Augusta Kennebec Journal. . 


Baltimore News-Post 

Bangor Daily News 

Barre Times ... 

Barrington Associates, Inc. 

Baton Rouge State-Times & Morn- 
ing Advocate .. 

Batten, Barton, Durstine & Osborn, 
Inc. 154 


Battle Creek Enquirer and News... 438 
Beaver Valley Times 611 
Beckley Post-Herald and a 
Register .. 
Bergen Evening Record wa - oe 
The Bethlehem Globe-Times 623 
Better Homes and Gardens 112-115 
Biddeford Journal 407 
Billings Chamber of Commerce... 485 
Biloxi-Gulfport Daily Herald. . 
The Binghamton Press. ‘7 
Birmin Committee of One 
Hun 
Birmingham News and Post-Herald 
Blair TV ..: 1 
Bloomington Daily Pantagraph 
Boot and Shoe Recorder. . 
Booth Michigan Newspapers 
The Boston Globe.... 
Boston Herald and Traveler 
Boston Record-American .. 
The Branham Company 
Bridgeton Evening News.. 
Bridgeport Post-Telegram 
The Bristel Press. 
Brush-Moore Newspapers | 
Buffalo Courier-Express .... 
Burlington (Vt.) Free Press. . 
Burlington (N. C.) Times News 


Cc 


CBS Spot Sales 

CFCF (Montreal) 

CFPL (London) 

CFPL-TV (London) 

CHRC (French Quebec) 
CHWK 6(British me 
CKAC (Montreal) 
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210-211 
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ADVERTISER 
CKCV Gusto) 


and Courier 
The Ben onl (W. Va.) Gazette. . 
The Charlotte Suaene 


Cincinnati Times-Star 

Claremont Daily Eagle... . 

Cleveland Plain Dealer 

The Cleveland Press. . 

Columbia (Mo.) Ch. of Commerce 471 
— (S. C.) Record and The 


The  ieiien Dispatch... . . 
Connellsville Daily Courier. 
Consolidated Consumer Analysis. . 
Construction Equi 

The Corning Leader 

The Corpus Christi Caller-Times. . 


Dallas Chamber of Commerce .664, 679 
The Dallas Mornin: 672 
Dallas Times Hera 

Danville (Va.) Chamber of Commerce 720 
Danville Commercial-News 344 
Davenport Newspapers 

Dayton Chamber of Commerce. . 

The corse Daily News-Journal 


Dell Publishing Company... 

The Des Moines Register and 
Tribune 

The Detroit Free Press 

The Detroit News 

Detroit Times 

Dickie-Raymond, Inc 

Dubuque Telegraph- Herald _.. 

Duluth Herald and News-Tribune 

Durham Herald & Sun Newspapers 


East St. Louis Journal. . 
Easton Express 
The Eau Claire Leader & Daily 


Elmira Star-Gazette & Advertiser 
and Te 

El Paso Times and Herald Post. 

Elyria Sen ell ae om ieee 


Eugene Register-Guard ‘3 
Ev: le Committee of One 
Hundred 


F 


Fairmont Times-West Virginian 
Fall River Herald News 
Family Circle Magazine 


ADVERTISER 


Fort Worth Star-Telegram 
Fountain & Fast Food 
Front Royal (Va.) Ch. of Commerce 720 


G 


‘ae 480. "E72, 476, — 


Company . 


Gloucester Daily Times 
Good House 
Grand Rapids Herald 


Grand Rapids Press 
Greater Fond du Lac Corp. ...... 740 
ow aes 398, ‘ae 


Greater New Orleans, Inc. 


ews and 
198, 197, 1, a1” 394° 530, 
l 19 
1%: 553, 555 


Greenville News and Piedmont. . oe 


Hagerstown Herald-Mail 

The Halifax Chronicle-Herald and 
Mail-Star jf 961 

The Hamilton Spectator 

Hammond Times 


See Age 
Patriot & weyers News = 


Hearst Advertising Service 
ia a Telegram 
Ho! —e 

The Honolulu Advertiser 
Honolulu Star-Bulletin 

The Hopewell 

The Schuyler yaad Geteer: : 
House Beautiful . 

Houston Chronicle . 

Houston Post . 


Idaho Falls Post-Register 
Illinois State Journal and Register... 343 
ae eo Star & meee 
et ge ore ews 
Internati Business Machines 


Corp. 


J 


Jackson Clarion-Ledger and 1 Daily 
News .. 

Jackson State Times 

Jacksonville Committee of One 


Hundred 
Janesville Daily Gazette . 
Johnson City Press-Chronicle 
Joplin Globe & News Herald 


haha TO RDUERTISERS (Cont'd) 


ADVERTISER 


Calif. 
Temple, T 
KCMC-TV ffeaaag Toms 


KA gh, Penna.) 608 
KDKA-TV (Pittsburgh, Pennsylvania) 610 
a kM Cale Texas) 


664 
KENS (San Antonio, Tex.). 670, 671, 700 
KERG (Eugene, Ore.) 606 


KFDX-TV (Wichita Falls, Texas). . 
KFI (Los Angeles, Calif.) 
KFJZ-KLIF (Ft. W 


681 


KOA-TV (Denver, Coladio) 

KOB—KOB-TV (Albuquerque, New 
Mexico) 515 

KOLN-TYV (Lincoln, Nebr.)........ 491 

KOMA (Oklahoma 

aA 

Arizona 


( a) 
KROD-KROD-TV (El Paso, Texas b77 
KSD—KSD-TY (St. Louis, Missouri) 475 
KSEL (Lubbock, Tex.) 700 
KSL (Salt Lake City, Utah) 

KSL-TV (Salt Lake City, Utah). . 
KSTP—KSTP-TV (Minneapolis, 

Re Cae ae 453 
KTHT (Houston, Texas) 
KTNT-TV (Tacoma, |  taeml 
KTRK-TV agra. WG. ss Ges 
KTUL (Tulsa, Oklahoma) 


The Kansas City Star... . 

Kansas Farmer ..... 

The Kenosha News 

Keystone Broadcasting System, Inc. 153 


Lafayette Journal and Courier. . 
Edward Lamb Enterprises 
Lancaster Newspapers 


ADVERTISER 


522 
Locally: Edited Gravure Magazines. 122 
The London Free Press _ 


Louisville Times and Courier-Journal 389 
Lowell Sun 425 
Lubbock Aceleuaie-tpemeel 

Lubbock Chamber of Commerce 56 
Lynchburg News and Daily Advance 716 
Lynn Daily Item 418 


Mailinen N oe en 743 
Manchester (Conn.) Evening Herald 282 
Manchoster (N, ~% Union Leader. . og 
Market Statistics, Inc 
Marlboro Ent Hudso 9 Sun.. 420 
Mason City Gl 

Medicine Hat News. 


Departme 
The Middletown Press 
Midwest Farm cg Unit... 
Milford Daily N 


Ruralist 
the Mobile Press Register 
The Moline Dispatch and Rock 
Island Argus 


Institute 
Muncie Star and Evening Press... . 


ADVERTISER 


Beacon News. .. 534 
ee Ch. of Commerce 534 
News 422 


The Nowh — ae a 
North Ts Van Lines 
Daily Hasehine” 


Gazette 
Northwest Daily Press Association. . 
Norwalk Hour 
The Norwich Bulletin-Record..... 


— (W. Va.) Ne 
Utah) Standard-E 
° - Select List Newspapers 
hamber 


15, 591 

The Daily Oklahoman and Oklahoma 

City Times 595 
The Olsen Publishing Company. .58, A. 
Omaha World-Herald 
The Oregon Journal ............. 
Orlando Sentinel-Star. 
Oshkosh Daily Northwestern SJ 
Ottawa Citizen 
The Ottawa Journal . 
Owensboro Messenger and Inquirer 384 


P 
sy ~od agen Advertising 


The Paducah Sun-Democrat . 
Parkersburg News 

Passaic Herald-News 
Paterson a News 
Peoria Journal Star 

Perth Amboy Evening News. 
John H. Perry Newspapers. . 
Petersburg Pro 


mes ia B 
Philadelphia 
Phoeubs Republic 
Photo-Journal-Le Petit Journal 
agg =. Sone ag ea 


Plaiaiield Courier-News 

Plastics Technology 

Pocatello (Idaho) yh of Commerce su 
es 


oor (Me.) Press * Herald ~heates 
& Telegram . 405 
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INDEX TO ADVERTISERS (Cont'd) 


ADVERTISER Page 


Stamford Advocate .. 276 
Standard Outdoor Advertising, Inc. 104A 


ADVERTISER 


The Portsmouth (N. H.) Herald 
Portsmouth (Va.) Star 
The Portsmouth (Ohio) Times 


ADVERTISER 


WENY (Elmira, New York). . 
WEOK (Poughkeepsie, New York) 
WFAA (Dallas, Texas)... 


The Pottsville (Pa.) Republican 

Practical Builder 

Premium Practice 

Providence (R. L.) Journal and 
Evening Bulletin 

The Prudential Insurance Company 
of America 


Racine Journal-Times and Sunday 
etin 

Railway Express Agency ie 

Raleigh News and Observer 

Reader's Digest (Canada) 

Red Bank Register 

Remington Rand, Inc. 

Rio Grande Valley Group 
Newspapers 

Riverside Daily Press-Enterprise 

Rcanoke Times and World-News 

Rochester Times-Union Democrat 
and Chronicle 

Rockford Morning Star and 
Register-Republic 

Rocky Mount Telegram 

Rome Daily Sentinel 

Ronalds Advertising Agency 
Limited 

Royal Oak Daily Tribune 

Rubber World 

The Rutland Herald 


Ss 


St. Joseph News-Press and Gazette 
St. Louis Globe-Democrat 

St. Louis Post-Dispatch 

St. Paul Dispatch-Pioneer Press 


State Journal Advertising Bureau 40 


Steel Magazine 

Stockton Record 

Successful Farming 

Sudbury Daily Star 

Sunbury Daily Item 

Sunset Magazine 

Syracuse Herald-Post Standard 


Hy 


Tacoma News Tribune 


Tallahassee Chamber of Commerce § 


Tarentum Valley Daily News 

Taunton Gazette 

Terre Haute Tribune-Star 

Texas Daily Press League, Inc. 

Texas Harte-Hanks Newspapers 

Thomas Publishing Company 

J. Walter Thompson Company 

J. Walter Thompson Company 
Limited 

Thomson Newspapers 

Time Canadian 

Tires TBA Merchandising 

Toledo Blade 

Topeka Daily Capital and 
State Journal 

Toronto Globe and Mail 

Toronto Star Weekly 

Toronto Telegram 

Torrington Register 

Town Journal 

Trenton Times 

The Tri-Cities Daily 

Troy Record Newspapers 

Tulsa World and Tribune 


WFAA-TV (Dallas, Texas) 
WFBC-TV (Greenville, S. C.) 
WFDF (Flint, Michigan) 
WFLA-TV (Tampa, Fla.)..... 
WFRV-TV (Green Bay, Wisconsin) 
WGAL.-TV (Lancaster, Pennsylvania) 
WGAN—WGAN-TV (Portland, 
Maine) 
WGBF (Evansville, Indiana) 
WGEZ (Beloit, Wisconsin) 
WGLYV (Easton, Pa.) 
WGR—WGR-TYV (Buffalo, New 
York) 
WGY (Schenectady, New York) 
WHAM (Rochester, New York) 
WHAS (Louisville, Kentucky) 
WHB (Kansas City, Missouri) 
WHEBF (Rock Island, Illinois). 341, 
WHEC (Rochester, New York) 
WHEC-TV (Rochester, New York) 
WHEN—WHEN.-TV (Syracuse, 


N. Y.) 
WHK (Cleveland, Ohio) 
bts Scar sea, Long Island, 


WHO ‘Des Moines, Iowa) 

WIBA (Madison, Wisconsin) 
WIBW (Topeka, Kansas) 
WICS-TV (Springfield, Illinois) 
WICU (Edward Lamb Enterprises) 
WIKE (Newport, Vermont) 
WIKK (Edward Lamb Enterprises) 
WIOD (Miami, Florida) 2 
WIP (Philadelphia, Pennsylvania) 
WIS (Columbia, South Carolina) 
WIS-TV (Columbia, South Carolina) 
WISN (Milwaukee, Wisconsin) 
WJAC-TV (Johnstown, Pennsylvania) 615 
WJAR-TV (Providence, R. 1.) 638 


WJBO (Baton Rouge, Louisiana). 396 
WJEF (Grand Rapids, Michigan). 441 
WJIM-TV (Lansing, Michigan) 448 


St. Petersburg Times 
Salem Evening News 
Sales Meetings Magazine 
Salisbury (N. C.) Post 


U. S. News & World Report 
Utica Observer-Dispatch & Press 


Salt Lake Tribune and the Deseret 


News and Telegram 

San Angelo Standard-Times 673, 

San Antonio News and Express 

San Bernardino Sun-Telegram 

San Diego Union and Evening 
Tribune 

San Francisco Chamber of 
Commerce 

San Francisco Examiner 

San Jose Mercury and News 

Sanford Tribune and Advocate 

Santa Ana Register 

Santa Barbara News-Press 

Saturday Evening Post 

Savannah Chamber of 
Commerce $14, ¢ 

Savannah District Authority $14, & 

Schenectady Gazette 

Scranton Chamber of Commerce 

The Scranton Times 

The Scranton Tribune and 
Scrantonian 

Scripps-Howard Newspapers 

Seattle Post-Intelligencer 

The Seattle Times 

Seventeen 

The Sharon Herald 

Shreveport Times-Journal 

Sioux City Journal and 
Journal-Tribune 

Sioux Falls Argus-Leader 

South Bend-Mishawaka Committee 
of One Hundred 

The South Bend Tribune 

South Carolina State Development 


y WJNO (West Palm Beach, Florida) 304 


Valdosta & Lowndes County (Ga.) 
Chamber of Commerce 

Vallejo (Calif.) Ch. of Commerce 

Vancouver Province 

Vancouver Sun 

Vermont Allied Dailies 


Ww 


WAAT (Newark, New Jersey) 
WALA—WALA-TV (Mobile, Ala.) 
WATV (Newark, New Jersey) 
WAVE-TV (Louisville, Kentucky) 
WBAP-TV (Fort Worth, Texas) 


WBBO (Forest City, North Carolina) 5! 


WBIG (Greensboro, N. C.) 
WBNS-TV (Columbus, Ohio) 


WBOC—WBOC-TV (Salisbury, Md.) : 


WBOW (Terre Haute, Indiana) 

WBRZ (Baton Rouge, Louisiana) 

WBT—WBTV—WBTW (Charlotte, 
N. C.) 

WCAO (Baltimore, Md.) 

WCAU (Philadelphia, Penna.) 

WCAX (Vermont) 

WCCO-TV (Minneapolis, Minn.) 

WCIA-TV (Champaign, Illinois) 

WCLO (Janesville, Wisconsin) 

WDAY (Fargo, N. D.) 

WDB] (Roanoke, Virginia) 

WDBO (Orlando, Florida) 

WDRC (Hartford. Connecticut) 

WDSU—WDSU-TY (New Orleans, 
La.) 


WIJOIL (Muscle Shoals, Alabama) 

WJR (Detroit, Michigan) 

WKBN (Yorngstown, Ohio) 

WKOW—WKOW-TV (Madison, 
Wisconsin) 

WKY—AM & TV (Oklahoma City, 
Oklahoma) 

WKZO—WKZO-TV (Kalamazoo, 
Michigan) 

WLAC-TV (Nashville, Tennessee) 

WLAY (Muscle Shoals, Alabama) 

WLW (Cincinnati, Ohio) 

WLWA (Atlanta, Georgia) 

WLWC (Columbus, Ohio) 

WLWD (Dayton, Ohio) 

WLWT (Cincinnati, Ohio) 

WMBD (Peoria, Illinois) 

WMBG (Virginia) 

WMBR—WMBBR-TV (Jacksonville, 
Florida) 

WMCT (Memphis, Tennessee) 

WMRY (New Orleans, Louisiana) 

WMTW-TV (Boston, Massachusetts) 

WNAX (Yankton, S. D.) 

WNCT-TV (Greenville, N. C.) 

WNEW (New York, New York) 

WNHC-TV (New Haven, 
Connecticut) 

WNIX (Springfield, Vermont) 

WOAI—AM & TV (San Antonio, 
Texas) 

WOC (Davenport, Iowa) 

WOR (New York, New York) 

6, 528, § 


WOW-AM (Omaha, Nebraska) 
104B, 488 


WOW-TV (Omaha, Nebraska) 104B, 488 
WOWL (Muscle Shoals, Alabama). 226 


811 


Board 1 WEBC (Duluth, Minnesota) 
Southam Newspapers WEEI (Boston, Massachusetts) 
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ADVERTISER 
WPOR (Portland, 
WPRO i 


(E is) . 
WSIX (Nashville, ¥ ancient 
WSIX-TV (Nashville 
WSJS (Wintson- 


( -) 
WSOY—WSOY- FM ‘Decatur, 
Illinois pi 


) 
WSPA (S urg, S. C.) 
WSPD—WSPD- TV * Toledo, ven 
WSYR—WSYR-TV (Syracuse 
New York) .. 


WTAG (Worcester, Massachusetts) : 


WTAR (Norfolk, Virginia) 
WTAR-TV (Norfolk, Virginia) 
WTAX (Springfield, Illinois) 


ADVERTISER Page 
WTCN-TV ORnenagetio Se. Paul, 
Minn. 


. 279 
. $l 
. 346 
. 118 
pa 


y 

WWJ—WWJ-TV (Detroit, Michigan) ro 
WWNH (Rochester, New Hampshire) 498 
WWYVA (Wheeling, West 

Virginia) 613, 738 
Waco News-Tribune and 

Times-Herald .. 687 
Walker & os cr 447 
Wall Street Journal 33 
—_ Walla (Wash.) ‘Chamber 

of Commerce 726 

Wallaces’ Farmer and Iowa 

Homestead . . 369 
Waltham News-Tribune 424 
Washington Post and Times Herald 293 
Waterbury Republican-American .. 94 
Waterloo Daily Courier 
Watertown C ber of Commerce o4s 
Waterville Sentinel 
The Wauke News-Sun 
Wausau Daily Record-Herald 
Wa boro ‘News-Virginian 

e County Industrial Bureau 54 
Weekend Magazine ' 765 
Weekly Star Farmer 379, 481 
West Chester Daily Local News. . 
West Palm Beach Post & Times 306 


ADVERTISER 


Westchester Group Nomapapers 

The Westerly Sun 

Western Family Magazine 

Wheeling News-Register 

Wichita Falls Daily Times and 
Record News .... 

Wichita 

Wichita F 
of 


e 
(Tex.) Chamber 


The J. C. Williams Company 

Williamsport Sun-Gazette and 
Bulletin 

Wilmington (N. C. ) Star-News 

Winnebago Newspapers 


Worcester Telegram-Gazette 


Y 


Yakima Morning Herald_. 

Yankee Food Merchant 

Young & Rubicam, Inc. 

Youngstown Vindicator 

Ypsilanti (Mich.) Board of Commerce 445 


Zippo Manufacturing Company 47 
Zone Two Dailies 791 
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SALES /GO. UP 
when 4 Salesmen do! 


WuetTuer your principal problem is to assure 

more calls within a given territory or to expand 

the coverage of individual salesmen, 

air travel supplies an economical and logical solution. 


For, as many alert companies have already discovered, 
air travel is the only means of transportation 

that enables you to increase the efhciency of individual 
effort without increasing the cost. 

And today, as always, that is the surest path to profit. 


Let American's Flagships show you that air travel 
is good business because it gets business. 


Americas Leading Airline AMERICAN AIRLINES 


: 


A GREATER EXPENDITURE 
FOR ADVERTISING THAN WAS PLAGED 
IN ANY OTHER NEWSPAPER 


CHICAGO TRIBUNE 


$55,500,000 


CHICAGO DAILY NEWS 


$15,700,000 


Estimated advertising expenditures placed 
in Chicago newspapers —YEAR 1954 


CHICAGO SUN-TIMES 


$15,400,000 


CHICAGO AMERICAN 


$12,100,000 


With more than 900,000 net paid on weekdays and over 1,400,000 on Sundays, the Tribune 


is the most effective medium you can use in the multibillion dollar Chicago market. 


DURING 1954, advertisers placed over $55,000,000.00 in 
the Chicago Tribune. Fhis was more money than they 
placed in any other newspaper in the world! 

It was over $39,000,000.00 more than advertisers placed 
last year in any other:Chicago newspaper and over 
$12,000,000.00 more than:they placed in all other Chicago 
newspapers combined. 

Only the Tribune has the breadth and penetration of 
circulation which advertisérs need in order to take full 
advantage of Chicago’s huge buying activity. With more 
than 900,000 total net paid on weekdays, the Tribune has 
50% more daily circulation than any other Chicago news- 
paper. And, with over 1,400,000 net paid on Sunday—the 


Tribune has over 75% more Sunday circulation than any 
other Chicago newspaper. 

A newspaper grows by the confidence it inspires among 
readers and advertisers. For more than 37 years more 
people have read the Tribune than have read any other 
Chicago newspaper. The leadership of the Tribune in 
advertising, year after year for 44 years, is unmistakable 
evidence that the Tribune is Chicago’s most productive 
advertising medium. 

A Tribune representative will be glad to present a pro- 
motion program that will help you take maximum advan- 
tage of your sales potentials here. Why not ask him 
to call? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


